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Another trip around the sun on the books. What does your 2018 hold?

Maybe a big career move, or that promotion you’ve always wanted? Is your 

business busting at the seams and ready to move onto bigger and better 

things? If you’re ready to take things to the next level, then you’re in luck.

We’re kicking the year off in a big way by focusing on helping your 

company perform to the best of its ability.

And what better way to do that than with leadership advice from the 

first female executive in the sports retail industry? Shaz Kahng has 

been through the professional ringer, but she always comes out on top. 

“I have encountered people throughout my career that told me I 

couldn’t do something, or that what I was doing had never been done 

before. I proved them wrong,” she shared with BOSS Magazine. “I’ve 

always enjoyed overcoming challenges. My advice to anyone in a 

similar situation? Be relentless.”

There are a lot of industries that personify this attitude: startups and 

tech giants alike are racing each other to build the most advanced 

artificial intelligence chip. Companies like Nestle and Mondelez are 

pushing the boundaries of sustainability in the food market. Execs and 

finance experts are finding new ways to share investing information 

with younger generations. 

If 2017 wasn’t the year you had hoped it would be, don’t let that 

dampen your spirits for 2018. 

Be like Kahng, and so many worthwhile leaders. Be relentless.
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Consider the following scenario:

You’re a young and driven manager at a 
consulting firm, working hard to become 
partner. Months of late hours and passion 
for the job lead you to make the biggest 
sale in the history of the company. When 
the president calls to meet with you, you 
expect a hearty round of congratulations.

What you’re not expecting is to be pulled 
from the project. Despite delivering the 
project ahead of schedule, under budget, 
and with three times the revenue benefits, 
the CFO of the company you’ve been 
working with doesn’t want to work with 
you specifically. If you don’t step aside, 
the company won’t sign.

You’re asked for your opinion, and you 
recommend walking away from the 
unreasonable request. The president 
disagrees. You’re out.

What about this:

It’s a short time later at the same firm, 
and you have the highest sales numbers 
in the history of the company, including 
among the partners. Your mentors come 
to you and say you’re going to be getting 
a promotion, but it’ll have to wait at least 
half a year.

When asked to explain their reasoning, 
they say it’s because you would be the 
youngest person with the shortest tenure 
ever promoted. You have to provide 
an ultimatum to get your well-deserved 
promotion: if you don’t get it, you’ll walk 
with your revenue stream in tow. You 
are, begrudgingly, promoted.

“ I  W A S  S H O C K E D .  I  H A D 
L E A R N E D  A N D  T R U L Y 

B E L I E V E D  F R O M  A 
Y O U N G  A G E  T H A T  I F 
Y O U  W O R K E D  H A R D 

A N D  D E L I V E R E D 
SUPERIOR RESULTS 

T H A T  Y O U  W O U L D 
B E  R E W A R D E D . ”

SHAZ KAHNG

O V E R C O M I N G  H U R D L E S 
Who did you envision in these two 
scenarios? Yourself? Maybe a young, 
white man in glasses and a smart suit 
that continues to be the stock photo 
choice for young professionals?

These are the real life experiences of 
Shaz Kahng, author, Chief Executive at 
Lucy Activewear and Board Director 
at Gymboree.

The CFO from the company she made the 
sale to didn’t want to work with her, and 
instead requested a “white, male leader” 
from the company take over the project. 
The president of her company agreed to 
the switch.

“I was shocked. I had learned and truly 
believed from a young age that if you 
worked hard and delivered superior results 
that you would be rewarded,” she said. 
Although those days are long past her, 
and she has truly established herself as 
a leader, I could still hear the lingering 
surprise in her voice.

“He asked for my opinion on what to do, 
but he had already made up his mind. 
I couldn’t believe it. I asked him to tell 
his daughter about the decision he was 
making, to see her reaction.”

The worst part? Just a week before 
this conversation, the president of the 
consulting firm had made an appearance 
at a women’s group and stated that he 
supported women leaders and believed it 
was important work they were doing. 

In a surprise to no one, within a month 
the new manager was struggling with the 
project. He hadn’t been involved since day 
one like Kahng had, and it was showing.

http://thebossmagazine.com/
http://thebossmagazine.com/
https://www.linkedin.com/in/shazkahng/


LEADERSHIP

“I was asked to 
lead from behind. 
So I would get on 
conference calls, 
not announce 
myself, and coach 
the manager on 
what to do.”

Two months in, the 
CEO of the client 
wanted to bring her 
back on the team. 
But Kahng was 
already onto the next 
big thing and leaving 
the country to lead a 
project in Japan.

“I was surprised by 
the values of my 
firm. Even if I made 
partner, I knew from 

that day forward that I wouldn’t remain 
there. That taught me my first big business 
lesson: if your values are not aligned with 
the company for which you work, it’s not 
for you.”

Nearly every business opportunity Shaz 
Kahng has built for herself has also included 
textbook examples of the sexism and racism 
that still run rampant in corporate America. 

“I’d almost say that I’ve been successful 
despite my race and gender,” she said. 

By adapting to each challenge or turning 
each sexist situation on its nose, Kahng 
found success. It was her hard work, 
perseverance, and qualities both innate 
and learned that helped her build the 
path she’s on today.

P E R S E V E R A N C E   
Since an early age, Shaz Kahng hated 
losing or failing—at anything. Her drive to 

be better and learn as much as possible 
came from her father, who came to the 
U.S. on a Fulbright Scholarship. English 
was not his first language, and yet he 
excelled in his law school program and 
ended up working towards a number of 
different degrees.

“I admired his perseverance,” Kahng 
shared. “His determination was inspiring. I 
was the recipient of a lot of racism when I 
was young. It was my father who told me 
to not bother trying to convince people 
I’m better: I had to show them.”

With college in front of her, Kahng 
considered medical school. She really 
loved science, and thought it would 
be a good path. Her father advised her to 
instead do an undergraduate degree in 
something that could be diversified in case 
she decided medical school wasn’t for her.

Turned out, it wasn’t.

“I picked up a paper 
and saw that there 
were a lot of ads for 
food scientists. It 
sounded interesting, 
and everyone has to 
eat, you know?”

Shaz Kahng studied 
chemistry at 
Cornell University 
and started at Kraft 
General Foods in its 
technical innovations 
department right 
out of school.

“It was a really fun 
group. We invented 
and tested new 
products, prototypes, 
and packaging. 
Every few months 
we presented our 
ideas and findings to 
headquarters.”

“THAT TAUGHT 
ME MY FIRST 

BIG BUSINESS 
LESSON:  IF  YOUR 
VALUES ARE NOT 

ALIGNED WITH 
THE COMPANY 

FOR WHICH YOU 
WORK,  IT ’S  NOT 

FOR YOU.”
SHAZ KAHNG
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She quickly realized, however, the products 
that the executives were choosing to fund 
weren’t the most consumer-focused or didn’t 
have the most potential, at least in her eyes. 

“I wanted to learn why they were making 
these decisions. I told my mentor, who was 
head of marketing, that I wanted to run a 
business someday.”

The only hang up was that she didn’t see 
any scientists running companies, so she 
worked towards her MBA from the Wharton 
School at University of Pennsylvania. Kahng 
hasn’t looked back.

N I K E 
Her LinkedIn page reads like a who’s who 
of high-profile companies. During Kahng’s 
time in consulting she worked with clients 
like Tiffany & Co., Levi Strauss, and Calvin 
Klein. She moved her way up as managing 
director and head of brand strategy at a 
couple of firms before the execs at Nike 
brought her in to lead the resurgence of 
its cycling brand.

But it was a tough culture at a senior level. 
Shaz Kahng lived in New York and was 
relocating for the job. The movers that the 
company hired to relocate all of its senior 
level employees had a foreboding message 
for her: they always came back, usually 
within a year.

“Some of the senior team had worked at 
Nike for decades—they went to school 
together. It was heavily male dominated, 
and it took a while to figure out.”

But the company’s culture that was known 
for its intense desire to win fit Kahng’s 
personality well, and was something she 
enjoyed about the company.

“I’m a very competitive person. The match 
made sense,” she said.   

The team in the cycling business, however, 
was de-motivated, and had not been 
profitable since its inception. Through her 
push to foster accountability, collaboration, 
innovation, and teamwork, Kahng was able 
to get the division profitable.

The mostly-male team was not very 
welcoming to start, but her tenure and 
leadership style convinced many. When she 
wrapped up her time in the cycling division, 
many said it was the best team they had 
worked on in their professional lives.

Her biggest lesson from her time with Nike 
was that if you believe in a concept, have 
the strength to see it through. 

“You can’t grow a business that isn’t 
offering sustainable value. Without a clear, 
strong strategy, you’re just zigging with 
everyone else. Sometimes you have to zag.”

The cycling team was finished with a 
product and ready to launch it to the 
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“WITHOUT A CLEAR,  STRONG STRATEGY, 

YOU’RE JUST ZIGGING WITH EVERYONE ELSE. 

SOMETIMES YOU HAVE TO ZAG.”

SHAZ KAHNG
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public, except, according to the team, it 
wasn’t the right time.

“The marketing team shared that 
everything was ready late in the fall, but 
we were going to hold onto the new 
product until April. The reasoning behind 
it was that no one introduced new 
products in January. I said, ‘Great. Then it 
will be easy to get marketing space.’”

Just because everyone else does things 
one way, doesn’t mean you have to follow. 
Kahng has made this example in nearly 
every company she’s been apart of.

L U C Y  A C T I V E W E A R 
As she gained pull within Nike, Kahng 
became the center of a search from a brand 
desperately needing reinvigoration from 
the first female exec in sports apparel.

It was a predominantly female team with a 
different style that was much less intense 
than Nike. But Lucy needed just as much 
of an overhaul as Nike’s cycling team.

“On one of my first few days at Lucy, the 
team hosted a waffle-making party as a 
team building exercise. By the time our 
executive team finished with the meeting 
the line for waffles was pretty long. My team 
told me that I should just cut to the front of 
the line, as I was the head of the company. 

“This was an event to build team morale 
and equality in the business. I asked my 

team how it would affect future efforts of 
collaboration and equality if I went to the 
front. We went to the end of the line and 
missed out on waffles, but I established 
exactly what I was looking for from the 
brand and its leaders very early.”

Kahng’s push to set the standards and 
expectations for culture early led to a work 
environment that eventually supported her 
view of a more collaborative workplace 
where everyone was held accountable for 
their actions.

“I think a lot of people expect female 
leaders to be nice and lenient,” she said.

If that was the approach Kahng had taken, 
it might never have met its goal.

“Lucy was a turnaround. We had three 
years to make the brand profitable. The 
people at the top were not going to wait 
six years to turn a profit,” said Kahng. 
“I’m really proud of the team—we were 
profitable by month 13.”

A  R O L E  M O D E L  E M E R G E S 
After conquering the boardroom, Shaz 
Kahng set her sights on a new goal: author. 
Her first book The Closer, the first book 
in her Ceiling Smashers series, details the 
professional journey of Vivien Lee, a strong, 
determined professional who encounters 
many of the same professional roadblocks 
due to sexism that Kahng has experienced.

I F  Y O U R  V A L U E S  A R E 
N O T  A L I G N E D  W I T H  T H E 

C O M P A N Y  F O R  W H I C H  Y O U 
W O R K ,  I T ’ S  N O T  F O R  Y O U .

C O M M U N I C A T E 
Y O U R  S U C C I N C T 

V I S I O N  C L E A R L Y .

I M B U E  T H E 
C U L T U R E  Y O U 
W A N T  T O  S E E 

F R O M  D A Y  O N E .

L E A D  B Y  E X A M P L E 
A N D  F O S T E R 

C O L L A B O R A T I O N .

H O L D  P E O P L E 
A C C O U N T A B L E .

B E  R E L E N T L E S S .

JUST BECAUSE 
EVERYONE ELSE 
DOES THINGS ONE 
WAY,  DOESN’T 
MEAN YOU HAVE 
TO FOLLOW. 
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But the book was about more than 
addressing sexism in corporate America: 
it was about giving women the heroine for 
whom they had been looking.

“One of the main reasons I wrote the 
book is that female business leaders are 
always depicted as evil career crushers of 
other women who won’t work with them. 
Sometimes they’re neurotic or basketcases. 
Male characters, on the other hand, are 
allowed to be unapologetically successful.”

Shaz Kahng mentioned that she personally 
knows so many great female leaders and 
positive role models that it’s ridiculous that 
these stories and books don’t reflect reality.

“Women are starved to see a female 
character in business that reflects 
themselves. I had one publisher ask me 
to turn the main character into a man. 

Others asked me to make Vivien obsessed 
with shopping, or make the story about 
her wanting to get married. That’s not 
the reality for a lot of women.”

She’s been a part of a lot of executive 
teams for a while now, and is seeing this 
shift inside boardrooms as well.

“Years ago, when there were so few 
women in senior roles, it seemed like 
they didn’t want to help each other—
they saw other women in executive roles 
as competition. Today I think you see 
women helping women and being more 
collaborative. The #metoo campaign 
is also driving more solidarity between 
professional women.”

As the mother to seven-year-old twin 
girls, Shaz Kahng sees the workforce of 
their future as entirely different, one that 
supports this solidarity, and more equality.

“I’m also seeing a lot of really sharp, 
assertive women going out and creating 
new businesses. It’s heartening to see that 
some choose this path instead of working 
through a large corporation and being 
subjected to the politics and bureaucracy 
that comes with it.”

R E S I L I E N C E 
Shaz Kahng recounted these and many 
other roadblocks to her professional 
journey; but she always persevered.

“The key to my success has been 
resilience, no question,” she said. “Leaders 
are the ones who encounter a challenge or 
a failure and bounce back quickly. Strong 
leaders are the ones who come back with 
solutions and other options.

“I have encountered people throughout 
my career that told me I couldn’t do 
something, or that what I was doing had 

never been done before. I proved them 
wrong. I’ve always enjoyed overcoming 
challenges. My advice to anyone in a 
similar situation? Be relentless.”

Her current gig at Gymboree is another 
turnaround, in which she is working 
closely with CEO to return the company 
to its heyday.

The future for Shaz Kahng will 
undoubtedly include more expert business 
advice to companies that need them. She’s 
also looking to add another book to her 
Ceiling Smashers series.

“I love doing turnarounds and growth 
plays, so I wouldn’t rule those out for the 
future,” she said. “I’m also open to other 
things. I would consider another CEO role 
if it was something I was passionate about.

“Whatever might come next, I’m all in.” 

“I HAVE ENCOUNTERED PEOPLE THROUGHOUT MY CAREER THAT TOLD ME I COULDN’T DO 

SOMETHING, OR THAT WHAT I WAS DOING HAD NEVER BEEN DONE BEFORE. I PROVED THEM 

WRONG. I’VE ALWAYS ENJOYED OVERCOMING CHALLENGES. MY ADVICE TO ANYONE IN A 

SIMILAR SITUATION? BE RELENTLESS.”

SHAZ KAHNG
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WANT TO RAISE YOUR 
TEAM PERFORMANCE? 
F O C U S  O N  T H E  C O N N E C T I O N S 
A M O N G  YO U R  T E A M  M E M B E R S

TEAM PERFORMANCE STARTS WITH COMMONALIT IES . 
Written by Barry Kaplan and Jeff  Manchester,  authors of The Power of Vulnerabi l i ty

Do you want more team 
performance? Do you feel 
like you are going through 
the motions at work? 
Are you struggling to find 
meaning in what you do? 
Are you resigned to your 
current role by saying 
is this all there is? Are you 
disengaged from your 
colleagues and feel 
as though there isn’t a 
true sense that you are all 
a team?

If you have felt or currently 
feel this way, you are not 
alone. Many of the business 

leaders and professionals 
we work with tell us they 
have a sense of feeling 
alone. We’ve found that 
this poses a significant 
problem—not only for the 
individuals who feel alone 
and disengaged, but for 
the organization itself. 

GOING THROUGH 
THE MOTIONS 
When people show up 
for work and just go 
through the motions, they 
cooperate with others as 
appropriate and necessary. 
But their objective is simply 
to complete the task, 
usually without regard for 
a grander individual or 
team purpose. As a result, 

team performance suffers 
for individuals and the 
organization as a whole. 

Fundamentally, the height 
of a team’s performance 
compared to its potential 
is directly related to 
the depth of connection 
among its members. 
In other words, authentic 
connection is the key to 
maximizing performance 
of a team or organization.

IT BEGINS WITH 
AUTHENTICIT Y 
The journey to full power 
starts with each member 
becoming real, becoming 
her or his authentic self 
and fully open to the 
known, unseen, and yet to 

http://www.shift180.com/aboutus_partnerbios.php
http://www.shift180.com/aboutus_partnerbios.php
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be discovered. This way 
they are likely to develop 
bold ideas, clear vision, 
hindsight, foresight, and 
constructive and probative 
feedback. The ability to 
openly communicate 
has a positive impact on 
team performance.

When you do not know why 
you’re doing something, 
or don’t have any emotional 
connection to it, you will 
likely feel lonely. And when 
you feel lonely, you are 
unlikely to engage with 
others enthusiastically. So, 
the malaise that you bring 
to the team will pull the 
others down rather than lift 
them up. The good news 
is that the same logic works 
in reverse toward a 
positive outcome.

You have undoubtedly felt, 
during certain times in your 
life, a clear sense of purpose 
or direction. When you 
are connected to yourself 
and feel that internal 
source of inspiration, the 

days fly by! You are happy, 
excited, and fulfilled. You 
may feel a deeper sense 
of connectedness to your 
teammates as they share 
in the broader vision. Being 
aligned, working together 
toward a greater purpose, 
and being committed to 
making the vision a reality 
can be one of the 
most fulfilling aspects of 
our careers.

So, the journey from 
loneliness to connection 
starts with the awareness 
that something is missing, 
and a desire to explore 
purpose and authentic 
connection to enhance 
team performance. As an 
individual, you want to get 
clarity about your purpose 
or cause, to choose and 
embrace your “why” before 
you take on your to-do list, 
and to know that it is right 
when you are being real.

A team’s source of 
power lies with members 
connecting first to 

their own purpose and 
authenticity. If all members 
show up disconnected, 
the team will be nothing 
more than a bunch of 
lonely souls. Yet when each 
person has clarity and is 
aligned with their purpose, 
it will be a connected—and 
powerful—team.

ENGAGING 
DIFFERENTLY 
With everyone on the team 
working toward showing up 
fully and authentically, the 
boss can actually engage 
with the team differently. 
He or she can focus 
on creating an environment 
where each member is free 
to be a leader, opening up 
the gateway to maximize 
the potential of team 
performance.

It is all too common for 
disconnection within an 
organization to lead to a 
lack of performance. As 
an example, a CEO client 
assembled his team with 
the best class of individual 

http://thebossmagazine.com/
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talent, but this team failed 
to connect and engage—
and as a result ultimately 
became dysfunctional.

The CEO successfully 
recruited top talent to all 
the key positions. Each 
individual recognized the 
impressive talent of their 
colleagues. Yet the CEO and 
the team had a sense that 
something wasn’t right with 
team performance and none 
of them could identify the 
source of the dysfunction.

After analyzing the 
problem, it was discovered 
that there was no eye 
contact at their meetings, 
and it was clear that self-
survival governed team 
results. The elephants in 
the room were becoming 
terrifyingly familiar, 
although no one dared 
speak up about 
the underlying tension.

The team discussions 
focused on constraints that 
came from each other’s 
self-limiting beliefs. Instead 
of getting energy from 
each other when the team 
got together, they actually 
drained power from 
one another. Everyone was 
losing sleep. The CEO was 
ready to give up on himself 
unless he could figure 
out how to leverage 
the untapped power of 
the team.

The limiting assumption of 
the CEO and team members 
was that functional talent 
was all it took to succeed. 
Instead each member 
needed to invite the power 
inside themselves to 
connect with the other team 
members’ power. The talent 
that the CEO recruited was 
hiding in independent silos, 
and the opportunity to 
leverage team performance 
was lost. Only by openly 

ONLY BY OPENLY ENGAGING THE 
TALENT IN AN AUTHENTIC AND 
COLLABERATIVE OPERATING MODEL 
WOULD THE WORLD-CLASS RECRUITS 
BECOME A WORLD-CLASS TEAM.

engaging the talent in an 
authentic and collaborative 
operating model would the 
world-class recruits become 
a world-class team.

INTERNAL 
COMPETITION 
Similarly, we worked with a 
law firm that struggled as 
its partners competed with 
each rather than shared 
and leveraged their wealth 
and wisdom.

The firm’s individual partners 
kept their respective clients 
confidential, refusing to 
share the identity of their 
clients out of fear that if they 
shared access, their partners 
might steal away the client 
relationship. By clinging 
tenaciously to these client 
relationships, these partners 
missed the opportunity to 
cross-fertilize and leverage 
their relative strengths in 
order to maximize the best 
interests of the clients and 
the team.

http://thebossmagazine.com/
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The shift needed was for 
the partners to overcome 
their self-limiting beliefs 
and fears, and instead 
embrace the opportunities 
presented by working with 
others. When each partner 
shares, the firm grows 
and all its partnerships 
become stronger. 

UBIQUITOUS 
CHALLENGE 
The challenge to connect 
with our inner strength 
and to others is found 
everywhere, even in 
religious institutions and 
among volunteers on 
nonprofit boards.

Working with volunteer 
boards—whether for causes 
or religious institutions—we 
have experienced individual 
fractured agendas and 
interests among the 
members become the focus 
rather than the shared 
vision of team performance.

Only when the volunteers 
authentically connect 
with the other volunteers, 
and together align to the 
cause and vision of the 
organization they all serve 
will the board be fulfilling 
its purpose.

Though simple, this cultural 
change is difficult to pull 
off. Because we’re inviting 
everyone to come to 
work with their clothes 
turned inside-out—to 

reveal not only what they 
want to show or expect 
that we want to see, but 
also the parts of them 
(hopes and thoughts) 
that they may be afraid to 
bring forth. That kind of 
show-and-tell is awkward, 
challenging, scary, and 
even revolutionary.

Each individual will 
contribute to team 
performance differently, of 
course. That’s what we’re 
hoping for—diversity. Yet, 
as each person shows 
up with authenticity, our 
similarities and differences 
will become manifest with 
attuned clarity, and the 
power in that dynamic will 
multiply. Team performance 
will come from the product 
of what we have in common 
and the hidden message in 
our differences—it takes all 
team members to be real 
for this cultural change to 
have impact. Only then will 
real connections forge—and 
with them, an explosion in 
performance. 

Adapted from The Power of 

Vulnerability: How To Create A 

Team Of Leaders By Shifting 

INward (Greenleaf Book Group 

Press) by Barry Kaplan and Jeff 

Manchester. Copyright (c) 2018 by 

Barry Kaplan and Jeff Manchester. 

All rights reserved. This book is 

available at all bookstores and 

online booksellers.

Barry Kaplan and Jeff 

Manchester are the 
authors of The Power 
of Vulnerability: How 
To Create A Team Of 
Leaders By Shifting 
INward (Greenleaf 
Book Group Press). 
As partners at Shift 
180, they coach 
business leaders and 
their teams to unlock 
their full potential. 
To learn more, visit: 
www.shift180.com

http://thebossmagazine.com/
http://www.shift180.com/
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ENTERPRISE AR TECHNOLOGY

GOOGLE GLASS IS BACK
GOOGLE IS TAKING ANOTHER CHANCE ON ITS AR DEVICE, THIS TIME WITH AN 

ENTERPRISE EDITION. HOW ARE CERTAIN MARKETPLACES ADOPTING THE TECHNOLOGY?

WRITTEN BY MEGAN WILD

There were plenty of skeptics when 

Google announced the first incarnation 

of Glass in a limited developer’s release 

back in 2013. But now that wearable AR 

technology appears to be coming of age 

in a big way, it looks like the web search 

giant might have the last laugh.

https://twitter.com/Megan_Wild
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WHEN GOOGLE SAT DOWN TO FIGURE OUT WHAT A TRIUMPHANT 
SECOND ACT COULD LOOK LIKE FOR GLASS AND GOOGLE-BRANDED 
AR TECHNOLOGY, THE ANSWER WAS DECEPTIVELY SIMPLE: TARGET 
ENTERPRISE FIRST, AND EVERYTHING ELSE WILL FOLLOW.

BUSINESS APPLICATIONS OF GOOGLE 
GLASS ENTERPRISE EDITION 
The first version of Google Glass failed 
to establish a foothold in the consumer 
electronics industry for two reasons. First, 
there were privacy concerns in public 
spaces. Second, we were already inundated 
with ways to check in with our friends on 
Facebook and take photos and video of 
the world around us.

Why would we need a pair of augmented 
reality glasses to do the same things our 
phones can already handle?

So, when Google sat down to figure out 
what a triumphant second act could 
look like for Glass and Google-branded 

For the last two years, Google has been 
working with a variety of companies and 
industries to find ways to incorporate its 
AR device across a broad spectrum of 
businesses. One of the troubles when it 
first launched was a lack of real-world 
case studies to prove the technology was 
not only viable, but actually useful in an 
industrial setting.

Now, Google is hoping to set the record 
straight. With a host of high-profile 
adoption successes already in the bag 
in manufacturing, agriculture, and 
healthcare, it’s clear Google is going 
to enjoy its head start in this fledgling 
market for a while to come.

AR technology, 
the answer was 
deceptively simple: 
target enterprise 
first, and everything 
else will follow.

Now, “Enterprise” is 
33 percent of 
the product’s 
name, and with 
good reason. In the 
past, skilled and 
even semi-skilled 
workers in factories, 
workshops, and 
assembly line floors 
had to consult 

or memorize 
passages from thick 
operational manuals 
as they went about 
their routines.

No longer.

More than any of its 
other promises, the 
huge opportunity 
Google Glass now 
represents is the 
streamlining of 
information access 
and quick recall. 
Augmented reality 
in manufacturing 
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AFTER INCORPORATING 
AUGMENTED REALITY 

INTO ITS MANUFACTURING 
PROCESS IN THE FORM 

OF GOOGLE GLASS, AGCO 
SAW PRODUCTION TIME 

DROP BY 25 PERCENT.

is in the process of fundamentally 
transforming the industry as we know it.

AUGMENTED REALITY IN 
CONSTRUCTION AND AGRICULTURE 
Chalk up a big win for Google’s PR team: 
to make Glass relevant, they targeted 
some of the most important industries out 
there, and with very exciting results.

AGCO, an early pioneer of Google Glass, 
has found Google’s augmented reality 
wearable to be a huge asset in heavy 
equipment manufacturing. If you’ve spent 
any amount of time around complex 

machinery, you know there’s a lot that 
goes into its design and manufacture, 
including performing safety checklists at 
just about every stage, making reports on 
progress, and referencing important texts 
and documents on the fly.

After incorporating augmented reality into 
its manufacturing process in the form of 
Google Glass, AGCO saw production time 
drop by 25 percent. Given the importance of 
complex machinery on the maintenance of 
public infrastructure and farmland, this is no 
small accomplishment—and it’s one we may 

soon feel far and wide across the globe as 
AR technology proliferates in industry.

AR technology could deliver results like 
these to a host of industries that rely 
on complex and often regulation-heavy 
manufacturing processes. CAT dealers like 
Foley, Inc. stake their claim on offering 
bleeding-edge technologies and machines 
that comply with ever-more-stringent 
environmental regulations.

From design all the way down to the 
rental of important infrastructural tools 
like heavy construction, demolition, 

and paving equipment, AR technology 
has the potential to help us accomplish 
technological breakthroughs and see 
them distributed throughout complex 
industries faster than ever.

AUGMENTED REALITY IN 
MEDICINE AND BEYOND 
Of course, building heavy machines isn’t 
the only task in which Google Glass has 
demonstrated its usefulness. Healthcare in 
the U.S. is quickly revolutionizing with help 
from modern AR technologies including 
Google Glass Enterprise Edition.

In just the Sutter Health network alone, 
and in just the last three years, more than 
175,000 patients in the Southern California 
region have experienced firsthand the 
benefits of bringing Google Glass into the 
physician-patient relationship.

The potential is huge. After using Google 
Glass, some physicians reported freeing 
up about two hours in an average day. 
That’s time they previously spent on the 
organizational and bureaucratic demands 
of practicing medicine, such as typing up 
patient notes.

But how does it work?

http://thebossmagazine.com/
http://thebossmagazine.com/
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reduction in production 
time on low volume, 
complex assemblies

greater operational 
efficiency on average
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25%

15%

increased efficiency in 
top box wiring process

2 HOURS 
of doctor time saved per 

day on average

34%

THE DOCTOR CAN RECEIVE NOTES IN REAL TIME, IN 
THEIR PERIPHERAL VISION, FROM THE SCRIBE WITH 

UPDATES ABOUT THE PATIENT AND EVEN REMINDERS 
TO FOLLOW UP ON PATIENT  COMMENTS THE 
DOCTOR MAY HAVE MISSED THE FIRST TIME.

Pilot programs used Google Glass and 
its augmented reality capabilities to add 
an additional layer of oversight to even 
routine checkups. Scribes maintain contact 
with physicians as they attend to patients 
through Google Glass itself.

It’s pretty futuristic stuff: the doctor can 
receive notes in real time, in their peripheral 
vision, from the Scribe with updates about 
the patient and even reminders to follow up 
on patient comments the doctor may have 
missed the first time. The idea of inviting 
another party into the doctor’s office with 
patients might sound intrusive, but as with 
everything else that goes on in medicine, 
privacy is of paramount importance.

According to Dr. Albert Chan of Sutter 
Health, more than 90 percent of his patients 
accepted the technology and found it 
helpful. Adoption rates will likely take care 
of themselves when the benefits of AR 
technology become more widely known.

Few people enjoy overly long wait times—
especially when they’re not feeling well—
but AR technology can help take a great 
deal of the burden and stress off already 
overburdened healthcare workers and 
allow them to focus on the practice of 
medical care instead of the paperwork, 
even if it’s the digital kind of paper.

Progress is also 
being made in 
supply chain. DHL 
is demonstrating 
how Glass and 
AR technology 
in general can 
streamline another 
familiar task: the 
administration of a 
warehouse and the 
shunt-and-shuffle 
of sending parcels 
all over the country 
and the world.

The company calls 
its early Glass-
powered efforts 
“visual picking”—
and it’s already 
seeing augmented 
reality deliver 
great results in 
the location and 
classification 
of packages in 
warehouses. Put 
more simply, it 
further reduces the 
chance of human 
error and makes 

http://thebossmagazine.com/
http://thebossmagazine.com/
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IF THE TIME SAVINGS IT HAS ALREADY BROUGHT 
TO MEDICINE AND MANUFACTURING PROVE 

CONSISTENT AMONG THE OTHER INDUSTRIES 
WE RELY ON FOR MODERN LIFE, WE CAN LOOK 
FORWARD TO A HUGE LIFT IN OUR COLLECTIVE 
PRODUCTIVITY AND, POTENTIALLY, EVEN OUR 

HEALTH AND HAPPINESS.
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it that much more likely that the right 
package make it to the right destination.

AR TECHNOLOGY IS AN INDUSTRY 
IN THE MAKING 
The adoption rate among Dr. Chan’s 
patients is hugely encouraging: it means 
that if augmented reality can catch on in 
something as personal and important as 
medicine, it can realistically gain a foothold 
everywhere else, too.

If the time savings it has already brought 
to medicine and manufacturing prove 
consistent among the other industries 
we rely on for modern life, we can look 
forward to a huge lift in our collective 
productivity and, potentially, even our 
health and happiness.

Naturally, Google isn’t alone in the quest to 
make AR technology relevant to each of us 
and to industry. 

Apple’s new flagship smartphone, the 
iPhone X, has AR technology built in—all 
that’s missing is an accompanying headset, 
which the Cupertino tech company is 

already reportedly working on. Google 
has a sizable head start, but as with 
every emerging technology, we’ll soon be 
spoiled for choice and will likely be able 
to pick our AR headsets based on the 
same criteria we apply to the rest of our 
technologies: our design sensibilities, and 
our operating systems of choice.

Granted, it might be some time before 
anyone comes up with a pair of augmented 
reality glasses fashion-forward enough to 
bring this tech into the lives of mainstream 
consumers and choosy fashionistas. For 
that to happen, the underlying technologies 
need to see even more miniaturization. 
Nevertheless, alongside the host of other 
Industry 4.0 achievements quickly changing 
the face of business across the world, 
augmented reality is clearly a force that’s 
here to stay.

Business leaders who choose to ignore AR 
technology will do so at their own peril 
after it becomes as ubiquitous—and as 
self-evidently useful—as the internet did 
those long years ago. 

http://thebossmagazine.com/
http://thebossmagazine.com/
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3 D  S C A N N I N G  C A M E R A  T E C H N O L O G Y 
i n  B o u t i q u e  A rch i t e c t u re  F i r m s

Techno lo g y  p ro v id es  a  co mpet i t i ve  advan tage  fo r  bout ique  a rch i tec tu re  f i rms .
Wr i t ten  by  Thomas  Wa l l ,  A rch i tec t  and  Owner  o f  M i t che l l  Wa l l  A rch i tec tu re  &  Des ign

Consistently staying ahead of the 
technology curve in any industry 
can be daunting, but for boutique, 
high-end residential architecture and 
interior design firms, it’s a risk worth 
taking—when it’s done right. Investing 
in technology propels a team forward, 
helping achieve greater productivity 
and increased customer satisfaction. 

The Power of  the 3D Scanning Camera 
The technology that innovation 
architecture firms are utilizing is a 3D 
scanning camera. Without requiring 
any leveling, alignment, or registration 
markers, the camera captures precise 
measurements of existing homes to bring 
meticulousness to the design process. 
Simultaneously, the architect is provided 
with a highly accurate 3D model that 
they can use in their drafting software.

In the past, it would take two architects two 
weeks to field measure a 10,000-square-
foot home, using tape measures to get 
window sizes, door sizes, height of stairs, 
wall thickness and more. Then, they would 
come back to the office with sketches and 
notes and manually enter the data.

This approach was time-consuming and 
architects regularly ran into issues. With 
innovative technology now available, one 

architect can go to that same house and 
spend three hours capturing the same data 
via the 3D scanning camera, tremendously 
increasing productivity. Now with 3D 
panoramic lasers and infrared beams, the 
accuracy rate is at 99.9 percent. 

Spatial Organization 
After the 3D camera scans a home, the 
architect uploads the data to the cloud and 
receives a point cloud (set of data points in 

https://www.linkedin.com/in/thomaswallarchitect/
http://www.mitchellwall.com/
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3D coordinate system) to create the surface 
model. That model is then imported into 
the architect’s CAD software to build a pre-
measured tracing model. This is beneficial 
to architects because the software can 
capture miniscule details that may have 
otherwise been missed with the naked eye.

Computer-aided design is especially 
prevalent in more complicated projects 
as it reinforces a building’s drawing that 
was the result of algorithms and structural 
systems. It complements, yet defies, visual 
expectations of what is possible. 

For example, imagine an architect doing 
a gut renovation of very large house 
that includes several amenity rooms. The 

architect uses a 3D scanning camera to 
see ceiling height changes, a detail he may 
not have taken into consideration until the 
material documentation stage later in the 
process. The 3D scanning camera also allows 
the architect to make sure that floor heights, 
stairwells interacting with roofs, and other 
details are captured properly. In the end, 
the innovative technology lends itself to 
improve the final project when those details 
would have otherwise been omitted.

Telepresence 
Another feature that the 3D scanning 
camera has is the ability to hook up to a VR 
headset for virtual tours of existing spaces, 
creating an innovative approach to connect 
with clients.

This technology allows architects to take an 
idea from conceptual design to construction 
documentation within a single-software 
environment. In turn, presenting the client 
with stunning visualizations and 360° virtual 
reality walkthroughs. The renderings of 
a building’s exterior or interior space are 
critical conceptions for the client. The 
more details offered about the space, the 
better the client is able to understand the 
overall look and feel.

Parti Pris 
As architects strive to be more efficient and 
accurate in their design process, they should 
invest in technology that helps them attain 
that goal. Although the initial investment of 
the 3D scanning camera may seem costly, it 

pays for itself very quickly, and the results 
of the finished projects are undeniable. 

Tools of  the Trade 
The tools for this industry are widely 
available and becoming easier to use 
thanks to technology advancements and 
eliminating the need to switch between 
platforms to capture all the information. 
Residential architects should take 
advantage of the technology innovations 
to deepen their expertise, increase the 
value of their services, and add a new 
depth to their interactions with client, 
builders, and other vendors. By staying 
up-to-date, architects and designers will 
show clients that their convenience and 
satisfaction is the number one priority. 

Thomas Wall, owner of Mitchell Wall 

Architecture & Design, is a Registered 

Architect in the state of Missouri and NCARB 

certified. He graduated with a B.A. from 

Cornell University and received his M. Arch. 

from the University of Kansas School of 

Architecture. Throughout his career, Tom has 

received multiple architect and design awards 

from national and regional organizations, 

including the American Institute of Architects, 

Sophisticated Living, Contemporist, and 

Elegant Living magazine.

http://thebossmagazine.com/
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TRICOR
REDEFINES
E c o m m e r c e  h a s  i n c r e a s e d  t h e 
demand for new shipping packages.

BRAUN
ECOMMERCE 
PACKAGING

Tricor Braun 2018

https://www.tricorbraun.com/
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It’s not often we get to revisit the site of 
a great story for an update. BOSS spoke 
with TricorBraun, an industry leader in 
design and supply of rigid packaging, over 
a year ago to learn about the company’s 
rapid growth through acquisitions.

But today’s story is a little different. With 
a new COO and CEO at the helm, the 
company broke down its current growth 
strategy—acquisitions still play a part—and 
how current and future strategy shifts and 
implementations will continue to support 
TricorBraun’s enduring legacy.  

“No matter what end category our 
customers are in, we work in each 
marketplace to define industry insight,” 
said Mark O’Bryan, COO of TricorBraun. 
“We turn that insight into the capabilities 
they need to sell more of their products. 
It’s about helping our customers grow 
their product line knowing that we 

have put our customers in the right cost 
and performance platform to make 
more money.

“We continue to focus on that segment 
approach whether it’s food and beverage, 
personal care, or nutraceutical. Our 
customers know that we have expertise 
across all of their products, not just 
with the bottle or cap, but the design, 
the decorating, the supply chain, the 
manufacturing platform, the entire 
packaging solution.” 

NEW OPERATIONS MANAGEMENT 
TricorBraun was already strong from an 
operational standpoint before O’Bryan 
took the position of COO. His goal is to 
continue the brand’s legacy of operational 
excellence while at the same time grow the 
operations and supply chain team and its 
technological capabilities to in turn grow 
the organization.

OEC GROUP

OEC Group has had a vision 
to provide comprehensive 
logistics services to clients 
in the Trans-Pacific market 
since 1981. Today the 
company has grown into an 
industry leader with a team 
of skilled experts providing 
innovative transportation 
and logistics services 
through a network of wholly 
owned offices. OEC’s long 
history and consistent 
performance in this market 
gives the company the 
experience and expertise to 
handle your business with 
reliable, competitive, and 
flexible solutions for your 
supply chain.

“OUR CUSTOMERS KNOW 
THAT WE HAVE EXPERTISE 
ACROSS ALL OF THEIR 
PRODUCTS, NOT JUST WITH 
THE BOTTLE OR CAP, BUT THE 
DESIGN, THE DECORATING, 
THE SUPPLY CHAIN, THE 
MANUFACTURING PLATFORM, 
THE ENTIRE PACKAGING 
SOLUTION.” 
MARK O’BRYAN, COO

https://www.oecgroup.com/eng
https://play.google.com/store/apps/details?id=vicdna.com.oec
https://itunes.apple.com/us/app/oec-group/id1233612624?l=zh&ls=1&mt=8
https://www.facebook.com/oecgroupnyc/
https://plus.google.com/102019669347531520591
https://www.linkedin.com/company/oec-group/
https://twitter.com/search?q=@OECGroup&src=typd
https://www.oecgroup.com/eng


MARK O’BRYAN - 

“WHEN OUR PACKAGING 
CONSULTANTS ARE WORKING 

WITH A CUSTOMER, THEY 
ARE SELLING VALUE. IT’S 

IMPORTANT TO HAVE A DEEP 
UNDERSTANDING OF THAT 

VALUE.”
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“Linking the right suppliers with the right 
solutions they are selling their customers 
is our mission,” he shared, before giving 
an example.

“In the nutraceutical world, for instance, this 
means aligning with their customers’ needs. 
Customers don’t want their scoop to fall 
into their jug of protein powder, they want 
it to sit right on top so consumers don’t 
have to touch the product. We need to have 
the suppliers with the best fit ready for 
when we are in front of the customer. We 
need to know the right manufacturer that 
can support the customers’ requirements.”

To do this, TricorBraun provides its 
salespeople—internally referred to as 

packaging consultants—with segment 
insight and solutions to ensure those 
packaging professionals know everything 
they need to about its customers’ 
marketplaces.  

“We want to delight our customers,” 
O’Bryan continued. “Our packaging 
consultants become part of our customers’ 
team. Our purpose is to get them what 
they need, when they need it.”

MANAGING TALENT 
One of TricorBraun’s philosophies is to 
have the best people in the best place. 
Packaging consultants are the keystone to 
the company’s impressive ascent, and the 
team is growing. When searching for the 

perfect applicants, TricorBraun 
looks in two places.

“We look within the industry for 
people with a strong level of 
packaging knowledge. When our 
packaging consultants are working 
with a customer, they are selling 
value. It’s important to have a 
deep understanding of that value,” 
he shared.

http://thebossmagazine.com/
http://www.piramalglassusa.com/
http://www.piramalglassusa.com/
http://www.carolinaabsorbentcotton.net/
http://www.carolinaabsorbentcotton.net/
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“But for our most recent round of hiring 
we looked outside the industry. We were 
more focused on salespeople who have 
demonstrated great sales skill—people 
who like to go out and hunt for business. 
We’ve been working behind the scenes to 
help them learn the packaging industry, so 
they have a strong support network to get 
them up to speed fast.”

Those new employees come in with 
excellent sales skills, and the company 
supplies them with support resources on 
the supply chain aspect as well as the 
company’s design capabilities. Sounds like 
a winning model.

MORE WINNING STRATEGIES 
This increase in TricorBraun’s employee 
base has been to support the company’s 

continued acquisitional growth. The 
organization acquired four companies this 
year, and O’Bryan shared it continues to 
look for more.

“We get a lot out of our acquisition 
strategy,” he commented. “Companies in 
industries similar to ours, selling with the 
tools they have today, benefit too. After 
the acquisition, we provide them with 
even more tools, as well as supply chain 
expertise they may not have had, to allow 
their salespeople to be even more effective.”

Salbro, a distribution company for rigid 
packaging in Toronto and Montreal has 
expanded the gateway for TricorBraun in 
the Eastern Canadian market. By combining 
supply chain capabilities, customer 
relations, and Salbro’s skill in its specific 

market, TricorBraun sees the opportunity to 
grow its footprint. Salbro also brings rapid 
prototyping manufacturing to the table, 
giving TricorBraun the ability to validate 
concepts for customers before they move 
onto the finished product.

Continental Packaging Associates, its 
fourth acquisition of the year, is on the 
smaller side compared to Salbro. However, 
it packs a punch. The 70-year-old brand 
has long-standing relationships with a 
lot of great companies in the Eastern 
Pennsylvania market, bringing enormous 
value despite its smaller size. 

“Both acquisitions are part of niches that 
bring a lot to the party for TricorBraun 
helping us support  more customers,” 
O’Bryan shared.

NEW TECH APPROACHES 
While building TricorBraun’s capabilities 
to work with big companies via packaging 
consultants, he also knows that owners 
of younger businesses may not want or 
need a salesperson to encourage a sale. In 
response to this, the company has expanded 
its ecommerce site—Packaging Options 
Direct—to showcase TricorBraun’s offerings.

“We have found that a number of customers 
who are a part of a smaller business prefer 
to go online, find what they need, and buy it 
without the help of a salesperson. 

“It’s an efficient manner for us to handle 
smaller customers. It’s a growing vehicle 
for us, one that our 25-warehouse 
network supplies.”

https://www.westpharma.com/products/vial-containment-solutions/acceltra
https://www.westpharma.com/
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ROBOT FRIENDLY PACKAGES 
Outside of its new ecommerce approach, 
TricorBraun is pursuing a nuanced research 
and development strategy to create 
products that future technology can handle.

At a recent conference, O’Bryan had the 
opportunity to talk to the Head of Supply 
Chain for Amazon. He suggested that 
while retailers don’t want their ecommerce 
package to be different from its retail 
package, Amazon wants that package to 
be robot friendly. 

While robots continue to learn—and experts 
continue to teach them—the difference 
between flexible and rigid packaging and 

how to handle the two, packaging design 
companies like TricorBraun need to work to 
create packages that robots in the supply 
chain can handle. 

“As more companies are working with 
platforms like Amazon Pantry, we need 
to define what robot friendly means, 
and work on solutions to support our 
customers,” he said.  

DIFFERENT PACKAGING SOLUTIONS 
While TricorBraun is an industry leader 
in rigid packaging, the company has 
expanded into the flexible packaging 
market through the acquisition of Taipak. 

This addition has several benefits outside 
of preparing packages for robots.

“You can ship a lot more product on a 
truck when flexible packaging is used,” 
O’Bryan stated. “More packaging per truck 
means it’s more sustainable.” 

TricorBraun is also working with customers 
on innovative capabilities to migrate some 
applications from glass to plastic.

“Glass doesn’t always ship well individually, 
and in the world of ecommerce, that’s bad. 
With more boxes showing up on people’s 
doorsteps, a move towards plastic is 
almost necessary.”

This does pose a challenge for industry 
players like TricorBraun, especially in hot-
fill capacities.

“Pasta sauce, for example, is hot filled,” he 
shared. “It comes out at 180 degrees and 
goes into its packaging. As of right now, the 
only thing that can support that is glass.

“We’re currently working with partners 
to continue to have the fresh seal metal 
closures, but on a plastic jar that can 
support a hot fill. 

As TricorBraun continues to identify 
market trends the world around, expect for 
the brand to continue to lead its industry. 
We can’t wait to see what they do next. 

“YOU CAN SHIP A LOT MORE PRODUCT ON A TRUCK WHEN 
FLEXIBLE PACKAGING IS USED. MORE PACKAGING PER TRUCK 
MEANS IT’S MORE SUSTAINABLE. ” MARK O’BRYAN 
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BOSS Battle:

AI Chips
Who’s going to come out on top:  

tech industry giants or  
VC funded startups?

Written by Anne-Frances Hutchinson
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As the world embraces artificial 

intelligence (AI), semiconductor 

developers are scrambling to create 

chips that have the computational 

strength necessary to take AI from the 

current limits of its potential to the 

pinnacle of practicality.

The incredible inroads researchers 

are making in sensor development, 

robotics, and sophisticated process 

automation courtesy of AI are destined 

to keep driving society forward. What 

drives AI is data; according to EMC, 

by 2020 the data we create and 

copy every year will reach 44 trillion 

gigabytes, or if you prefer,  

44 zettabytes.

Such an astounding amount of data 

requires an equally mind-bending 

amount of computational power to 

leverage, particularly when it comes 

to teaching computers to think more 

deeply than ever before. AI chips 

enable computer software to unearth 

patterns and make inferences from 

these massive amounts of data, also 

known as deep learning.

Very simply put, deep learning is a 

type of machine learning that enables 

computers to learn by example.

According to the Institute of Electrical 

and Electronics Engineers, “deep 

learning involves the building of 

learning machines from five or more 

layers of artificial neural networks.” 

A neural network is a complex 

mathematical system that learns tasks 

by analyzing vast amounts of data; 

“deep” refers only to the depth of the 

layers in the network.

Deep learning appears to mimic 

human learning because it recognizes 

images, objects, and speech in real 

time, but it can’t actually replicate 

human thought. For reference, 

the human brain has one hundred 

billion neurons, each of which in turn 

has an average of 7,000 synaptic 

connections to other neurons. Recent 

advancements in deep learning have 

resulted in significantly faster and 

more effective ways to train the 

neural software networks that make 

AI possible.

Once networks are trained, they can 

make inferences from what they’ve 

learned. Training and inferencing or 

execution require distinctly different 

technologies. Making inferences on 

large blocks of data require a number 

of mathematical calculations to run 

in parallel to one another. Those 

calculations take time, and can be 

sped up by using graphical processor 

unit (GPU) chips.

GPUs have been around since the 

1970s, and we knew them first as 

the chips that make gaming more 

realistic. Today, computer buyers look 

as closely at a model’s GPU power as 

they do its memory capabilities and 

computer processing ability (CPU).

According to Tractica, the deep 

learning chip market is expected 

to soar from its 2016 valuation of 

$513 million to $21.2 billion in 2025. 

So whose slender sliver of silicon 

will cash in to this new age of high-

powered, intelligent computing: 

established tech giants or the 

startup? Let’s take a look.

http://thebossmagazine.com/
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INTEL 
Intel has long suffered the slings and arrows of its misfortunes, 

but some clever and pricey acquisitions combined with robust 

investments in AI technologies will keep them very nicely 

positioned in the fray. As PC chip sales continue to decline, Intel 

reportedly derives 46 percent of its revenue from the sale of 

other technologies including AI chips. In March of this year, Intel 

established its AI group, pegging former Nervana Systems CEO 

Naveen Rao to lead.

Acquired by Intel in 2016 for $350 million, Nervana created Neural 

Network Processing (NNP) technology, neuormorphic chips that 

act like brain neurons and are designed for training deep learning 

neural networks. A year into the acquisition, Intel claims that its 

groundbreaking self-learning Loihi AI chip is extremely energy 

efficient and will accelerate the entire AI field.

Nervana was only one of three significant AI-related M&A deals 

executed by Intel last year: Movidius, a chipmaker whose low-

power computer vision chips now power drone developer DJI’s 

Spark mini-drone, and the assisted driving supplier Mobileye were 

also picked up by the computing giant. Intel’s layout for AI chip 

technology to date: a cool $1 billion.

NVIDIA 
While Nvidia claims to have invented GPUs in the late 1990s, in 

reality they only created the moniker “graphics processing unit.” 

The components that make up a GPU chip had been in existence 

for decades prior to Nvidia coining the descriptor.

We’ll let that one pass, particularly because Nvidia got the jump on 

the rest of the field in the early days. Recognizing that GPUs were 

ideal for parallel processing, the company developed its CUDA 

programming platform and API to support them. Developers found 

that the same technology used to deliver a stunning 3D video 

display had a massive amount of unexplored potential and used it, 

in part, to craft the technology to power deep learning.

That breakthrough put NVIDIA in the catbird seat, launching them 

well ahead of Intel, AMD, Microsoft, and other legacy firms. The 

behemoth’s 2017 Q3 revenue is a stout $2.3 billion.

The INCUMBENTS

http://www.nvidia.com/page/home.html
https://www.intel.com/content/www/us/en/homepage.html
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GOOGLE 
Google’s switch from a Mobile First to an AI First approach, 

announced at this year’s Google I/O developers conference, 

means that the company is reevaluating every product they 

create to “apply machine learning and AI to solve user problems,” 

said CEO Sundar Pichai.

In 2016, Google introduced its Tensor Processing Unit (TPU), 

the company’s first custom accelerator application-specific 

integrated circuit (ASIC) for machine learning. Designed for 

use with TensorFlow, Google’s open source machine learning 

software framework that has become a major platform for 

building AI software, Google’s current crop of second-generation 

Cloud TPUs will enable Google’s servers to perform training and 

inference at the same time. 

That’s a huge advancement in speed and capability that will 

enable researchers to experiment with AI more deeply than  

ever before. TPU 2.0 is available through a dedicated cloud 

service, which the company hopes will become a powerhouse 

revenue center.

According to experts at the Google Brain AI lab, the TPU 2.0 

chip can train neural networks several times faster than existing 

processors, in some cases from a day to just hours. Extensive 

details about the chip technology underpinning this shift—and 

precise revenue details—are intensely guarded, as you’d expect.

WAVE COMPUTING 
Campbell, California startup Wave Computing’s dataflow 

architecture is the technology supporting its machine learning 

compute appliance. According to the company’s website, the 

appliance “eliminates the traditional CPU/GPU co-processor 

structure and associated performance and scalability 

bottlenecks” to speed up neural network training.

 

Industry sources describe Wave’s chip as a type of 

FPGA/ASIC hybrid that can deliver up to 1,000 times the 

performance for training compared with other methods. In 

March of this year, Wave secured over $43 million in a Series 

C funding round for a total of over $60 million in its seven-

year history, but there’s no word on how much revenue the 

dataflow system is expected to garner.

https://www.google.com/
https://wavecomp.ai/
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IBM
If you think the legendary chip developer’s 

“uniform” of button-down shirts and bow 

ties would telegraph residence in a time 

before AI, you’re sadly mistaken. Developed 

in 2014, IBM’s TrueNorth neuromorphic chip is 

poised to move IBM to the forefront of “brain 

inspired” chip technology.

In an article written on IBM’s website, 

Dharmendra S. Modha, the company’s chief 

AI chip scientist, stated, “TrueNorth chips 

can be seamlessly tiled to create vast, 

scalable neuromorphic systems. In fact, we 

have already built systems with 16 million 

neurons and 4 billion synapses. Our sights 

are now set high on the ambitious goal of 

integrating 4,096 chips in a single rack with 

4 billion neurons and 1 trillion synapses while 

consuming ~4kW of power.”

In September of this year the company 

announced at 10-year, $240 million 

partnership with MIT to create the MIT-IBM 

Watson AI Laboratory.

MICROSOFT
Here’s how Wired’s Tom Simovite describes 

Microsoft’s current activity as a chipmaker: 

“Microsoft has spent several years making its 

cloud more effi cient at deep learning using 

so-called fi eld-programmable gate arrays (FPGA), 

a kind of chip that can be reconfi gured after 

it’s manufactured to make a particular piece of 

software or algorithm run faster. It plans to offer 

those to cloud customers next year.”

AMD
Old guard stalwart Advanced Micro Devices has 

survived perilous days to emerge as a serious AI 

chip player. The legacy semiconductor developer 

joined forces with Tesla to develop a custom AI 

chip for their autonomous driving system, and is 

working on CPUs to compete with Intel and on 

GPUs to launch an assault on Nvidia.

Points to ponder:

Semiconductor chips are more 
costly than software to create

Time to market for new 
chips can take years

Power requirements will 
continue to be massive

Signifi cance today does not 
guarantee relevance tomorrow, or

 on a timeline that matches the 
development of AI technology

This is the battle between deep 
pockets versus plucky 

newcomers—a head start matters 
in this sector, putting handsomely-

fi nanced early adopters at the 
the top of the fi eld.

Expect some of the most 
promising startups to be 

consumed by the front runners.

https://www.ibm.com/
https://www.microsoft.com/
http://www.amd.com/en/home
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The DISRUPTORS
By the Numbers

ADAPTEVA 
Founded: 2008  

Where: Lexington, MA Funding secured: $5.1 million  

Lead investors: Ericsson, Viola Ventures  

Chip: “the world’s most energy efficient multicore microprocessor architecture,” 

vastly increasing the number of cores that can be integrated on a single chip.

Cerebras Systems 
Founded: 2016  

Where: Los Altos, CA  

Funding secured: $52 million Lead investors: Undisclosed  

Chip: “Cerebras Systems is building a product that will fundamentally shift the 

compute landscape, accelerate intelligence, and evolve the nature of work,” and 

that’s all pretty much anybody is saying about this lavishly funded enterprise.

Graphcore 
Founded: 2016  

Where: Bristol, England Funding secured: $110 million 

Lead investors: Sequoia Capital, Atomico,  

Robert Bosch Venture Capital  

Chip: a superfast “Intelligent Processing Unit” designed for machine learning 

that the company says “let’s recent success in deep learning evolve rapidly 

towards useful, general artificial intelligence.”

Koniku 
Founded: 2014  

Where: Newark, CA  

Funding secured: $1.65 million  

Lead investors: Oriza Ventures, IndieBio, SOSV  

Chip: a highly sensitive neurochip with actual biological neurons that the 

company hopes will one day house millions of neurons per chip.

Mythic 
Founded: 2012  

Where: Austin, TX  

Funding secured: $16.2 million  

Lead investors: Draper Fisher Jurvetson, Shahin Farshchi 

 Chip: GPU computational abilities with neural networks merged on a 

“button-sized” chip with a 50-time higher battery life and increased 

data processing capabilities.

Who Wins  
the Battle?

Will this be the “upstart 

undoes the incumbents” 

story? As it stands now, that’s 

not very likely. The reason is 

fairly simple: developing and 

refining AI chip technology is 

an incredibly expensive and 

time-intensive process. In 

this arena, the combination 

of deep knowledge and deep 

pockets rules the game.

Keep in mind that developing 

the right infrastructure to 

support these advancements 

will take years and will impact 

whatever developments 

we see, chip-wise. Where 

do those infrastructure 

developments stand?

TBD.

And that, in essence, is one 

significant issue to consider: 

despite the benefits some 

companies are realizing 

in terms of process 

improvement, robotics, and 

workflow management with 

AI, and the very real results 

early investors are seeing, we 

are witnessing the break of 

dawn on a big, confounding 

battlefield.

We have a long,  

long way to go. 

http://www.adapteva.com/
https://www.cerebras.net/
https://www.graphcore.ai/
http://koniku.com/
https://www.mythic-ai.com/
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SALESFORCE ON THE FOURTH INDUSTRIAL REVOLUTION 

IT’S ABOUT THE 

CUSTOMER, 
NOT THE PRODUCT
LEARN MORE ABOUT TWO ISSUES FACING 
MANUFACTURING’S ABILITY TO EXCEL IN 
THE FOURTH INDUSTRIAL REVOLUTION. 

Written by Laura Close

Throughout the first three 
industrial revolutions, 
manufacturing, in its 
essence, has been product 
driven. But deep in the 
midsts of the Fourth 
Industrial Revolution—which 
is centered on intelligence, 
data, AI—manufacturing is 
taking on a new position in 
the global economy.

For a few years now, 
manufacturing has been 
shifting from performing in 
a way that is directed solely 
by supply and demand 
strategies to something that 
is controlled by the end user. 

“For most of its history, 
our industry has been 
focused on getting product 
out the door in the most 
efficient way possible,” said 
Cindy Bolt, Senior VP of 
Manufacturing, Energy, and 

Consumer Goods Industries 
at Salesforce. “And once 
the sale was complete, the 
job was done. This way of 
doing business is no longer 
enough, as technological 
innovation in our daily lives 
has completely changed 
customer expectations.”

“Most manufacturers are 
moving away from product-
centric strategies toward 
becoming customer-centric 
organizations,” said Achyut 
Jajoo, an automotive and 
manufacturing veteran 
who is now an integral 
part of Salesforce’s global 
industry team leader 
for the automotive and 
manufacturing industries.

“This is predominantly 
driven by their intent to 
become more services-
oriented, by the addition of 66  |  thebossmagazine.com  |  January 2018
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sensors to their products, 
and development of 
software to take advantage 
of the connected data. So 
the future manufacturer is 
differentiating on software 
and hardware solutions for 
their customers.”

If you’re in this industry and 
have been paying attention 
to the seismic shifts, this 
isn’t a surprise. Many of 
you are probably well on 
your way to revamping 
your systems to reflect the 
changes coming with the 
Fourth Industrial Revolution.

But consider this a call 
to those who haven’t yet: 
the consequences for not 
keeping up with the shifts 
in customer service in the 
manufacturing industry 
could prove to be disastrous.

Salesforce: A Voice for the 
Manufacturing Industry   
Despite this industry only 
being a sliver of Salesforce’s 
overall business, the 
company has been involved 
on the customer service 
side of some of the world’s 
biggest manufacturers in the 
automotive, energy, discrete, 
and process markets for 
nearly two decades.

Dreamforce 2017—
Salesforce’s conference 
highlighting new products 
and the companies that 
swear by them, as well 
as industry trends for the 
coming years—reflected the 

increasing presence of the 
Fourth Industrial Revolution 
and customer-centric 
models with its rising focus 
on manufacturing at the 
conference. This year’s 
event featured a keynote on 
Salesforce’s involvement in 
the customer service side 
of manufacturing, including 
testimony from KONE, 
Michelin, and Emerson. 

We’re not here to sell 
Salesforce’s platform. 
The company is, however, 
presenting itself as a leader 
in the customer service side 
of the manufacturing field, 
and it could be detrimental 
to ignore its insights.

Over 3,000 manufacturing 
professionals attended 
this year’s Dreamforce, 
and according to the 
IDC, more than 630,000 
manufacturing jobs will 
be created by 2022 
with companies’ use of 
Salesforce platforms. It 
doesn’t make Salesforce 
the highest authority in 
the land, but it does 
establish the company as 
a significant player. 

Two Issues Plaguing 
Manufacturing’s Customer 
Response 
“Customers today expect 
manufacturers to know 
everything about the 
relationship—what they’ve 
bought, predicting when 
they need a replacement 
part, their personal 

http://thebossmagazine.com/
http://thebossmagazine.com/
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preferences and more,” said 
Bolt. “Unfortunately, many 
manufacturers are either 
stuck in the wrong mindset 
or have siloed and outdated 
systems, making customer-
centricity difficult or nearly 
impossible to manage.”

Here are a couple of issues 
manufacturing companies 
need to address to get out 
of the rut and on a path 
congruent with the Fourth 
Industrial Revolution.

Saleforce’s Jajoo made it 
clear that manufacturers 
can no longer think 
of sales and customer 
relationships as purely 
transactional anymore.

“Customer-centric 
manufacturers need to 
collect and analyze all 
kinds of customer data—
from sales interactions, 
to service history, to 
marketing touches, to 
product usage data and 
more. And they need to 
unify all that customer data 
in one place, analyze it, and 
try to understand the full 
potential lifetime value of 
that customer. And their 
customers demand this 
from the manufacturers.”

But it’s not easy to make 
the transition from legacy 
technology and paper-
based systems. While 
the media highlights 

the success stories of 
field service agents now 
equipped with tablets and 
smart devices to eliminate 
hard copies, the reality 
is that there are many 
members of the industry 
still slogging through paper. 

According to Jajoo, only 
46 percent of executives 
say agents have the 
ability to access customer 
information if not 
connected to the internet 
or WiFi, meaning important 
customer data may be out 
of reach in times of need.

Even for the companies 
that have caught on to 
the move towards data-
centered strategies and 
customer-centric models, 
the Internet of Things has 
overwhelmed many.

According to Jajoo, some 
are stuck under the sheer 
amount of data, unsure of 
how to proceed. Others who 
are collecting data don’t 
know what is helpful or part 
of trend, and what is noise.

“Caught up in the IoT wave, 
they’ve placed sensors on 
heavy equipment, plant 
machinery, and even their 
shipped products (jet 
engines, trains, etc.). And 
the mass of IoT data has 
manufacturers unable to 
analyze the information 
for use in their day-to-day 
businesses,” he said.

“CUSTOMER-
CENTRIC 
MANUFACTURERS 
NEED TO COLLECT 
AND ANALYZE 
ALL KINDS OF 
CUSTOMER DATA—
FROM SALES 
INTERACTIONS, TO 
SERVICE HISTORY, 
TO MARKETING 
TOUCHES, TO 
PRODUCT USAGE 
DATA AND MORE.” 
ACHYUT JAJOO
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This data then, too, might 
not be able to talk to 
other data. This siloed 
information makes it 
difficult for business 
leaders and strategists to 
have a full, comprehensive 
view of the business, and 
what customers really want 
and need. 

Data-Driven Empowerment 
“From a historical 
perspective, when you 
were the customer service 
person, it was very difficult 
to understand everything 
that was going on. They 
weren’t able to answer 
the customers’ questions 
because they didn’t have 
the information,” said 
Michael Williams, VP and 
Global Head of Service Field 
Solutions Development at 
KONE Corporation.

Williams and his company, 
an international engineering 
and service company 
employing some 52,000 
personnel worldwide, were 
featured at Dreamforce’s 
manufacturing keynote in 
November.  

With 200,000 people 
moving into cities every 
day in the world, consumer 
trends are changing 
almost as quickly. KONE’s 
elevators and escalators 
provide nearly a billion 

rides every day, and the 
company’s been in business 
for over a hundred years. 
But even this mainstay 
knew it could learn more. 

“We realized we weren’t in 
the elevator business, but 
the people business,” said 
Williams. 

With a Salesforce Platform, 
KONE’s customer service 
people now have a 
360-degree view of the 
customer. Dispatchers can 
see where the technicians 
are, who has the shortest 
journey time to get there, 
who has the right skill for 
that type of equipment, 
and so much more. 

“Digital disruption is 
bringing an enormous 
amount of opportunity,” said 
Henrik Ehrnrooth, President 
and CEO of KONE.

This is just one of hundreds 
of companies Salesforce has 
brought a ERP platform to—
and other organizations are 
doing the same with their 
customers. Companies have 
to be willing to see digital 
disruption as an opportunity, 
not as a roadblock.

Hundreds of Data Points 
A transaction with a 
customer can give a 
manufacturing company 
hundreds of data points, 

dozens of which can help 
the company predict 
future trends, address 
customers’ needs better, 
and, ultimately, run leaner 
and increase revenue. With 
the help of AI, you and 
other decision makers can 
understand what the data 
is trying to tell you.

“In manufacturing, AI helps 
you get closer to your 
customers,” said Jajoo. “AI 
is having a huge impact in 
how you research, develop, 
manufacture, and distribute 
your products. And it has 
implications for all parts of 
business operations, from 
sales and service teams all 
the way to your back office. 
Companies are investing 
in this because they want 
automation through 
intelligence, and the rapid 
growth of data requires 
them to look at and focus 
on these technologies.

Bracing for Change 
But you have to accept 
change, and be willing to 
pursue the path the Fourth 
Industrial Revolution has 
put so many manufacturers 
on, to reach these insights.

Is your team ready to not 
just change processes, but 
revolutionize the way it does 
business? It has to be.  

72  |  thebossmagazine.com  |  January 2018

“COMPANIES ARE INVESTING IN THIS 
BECAUSE THEY WANT AUTOMATION 
THROUGH INTELLIGENCE, AND THE 
RAPID GROWTH OF DATA REQUIRES 
THEM TO LOOK AT AND FOCUS ON 
THESE TECHNOLOGIES.” 
ACHYUT JAJOO

http://thebossmagazine.com/
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H O W  M U E L L E R ,  I N C .

P R O V I D E S  T H E  B E S T

O V E R A L L  VA L U E
Mueller, Inc. has  been providing great  ser vice  for  decades . 

Thousands of people across the U.S. are 
looking for better building options for 
their homes and businesses. A young 
entrepreneur may need cost-effective 
storage on site for surplus product. A 
retired couple may want a greenhouse. 
Some may want to create the perfect 
work-from-home solution with a separate 
structure in the backyard.

It can be challenging to fi gure out what 
you need, want, and are legally allowed 
to have. Are you allowed to build on your 
property, and to that end, do you need a 
permit from the city to do so? For what, 
exactly, are you using the building? How 
many doors—and how big—do you need? 
Should your build include windows? Is 
steel or another kind of metal right for 
you?  How will outside infl uences—like 
heavy rain or wind—affect your build once 
it’s complete?

There doesn’t seem to be a lot of similarity 
between the needs listed above. And, 
when you fi gure out what you think you 
might need, implementing the design and 
build is time consuming, often stressful, 
and can be costly.

If you live or work in the Southern United 
States, however, Mueller, Inc. has the 
solution for each of these scenarios, and 
hundreds more.

The company, a “retailer that happens 
to manufacture”, provides leading metal 
building solutions in the U.S., and has been 
doing so for decades. Established over 
eight decades ago, and proud purveyors 
of American-made goods, Mueller Supply 
Company works directly with customers 
to design, create, and deliver their specifi c 
building and roofi ng needs.

SUCCESS

http://thebossmagazine.com/
http://www.muellerinc.com/


78  |  thebossmagazine.com  |  January 2018

MUELLER, A HISTORY

Walter Mueller opened the Mueller Sheet 
Metal Company in Ballinger, Texas in 1931. 
The foundation to Mueller’s family business 
was providing quality water cisterns 
crafted from sheet metal to local farmers 
and ranchers. Fast forward a couple 
decades and Harold and James, Walter’s 
sons, expanded the business to include 
other sheet metal products related to 
building construction.

The year 1984 saw the Burly Corp., a 
privately held Texas company owned by 
the Davenport family, acquire what was 
then known as Mueller Supply Company 
from the Mueller brothers. This move led 
to rapid expansion, guiding the brand to 
become the premier manufacturer of pre-
engineered metal building and residential 
metal roofi ng products.

The company’s headquarters are still 
located in Ballinger, Texas, but it now serves 

the entire Central and Southwest United 
States with 33 branch locations in Texas, 
New Mexico, Louisiana, and Oklahoma.

Mueller, Inc. owns and operates three 
Texas-based manufacturing facilities in 
Ballinger, Amarillo, and Conroe, as well 
as one Louisiana-based facility. These 
locations facilitate the engineering and 
manufacture of its metal roofi ng and steel 
building products. The 750-plus people 
employed in these locations are proud to 
produce products that are Made in the U.S.

This network of locations allows for 
logistical savings in time and freight costs, 
reaching many different communities 
throughout the South.

“I’d consider us the Home Depot or Lowes 
for metal buildings and roofs,” said Mike 
Fry, Marketing Director at Mueller, Inc. “Our 
business is supported like a three-legged 
stool: equal revenue streams from the 
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MAQUILACERO 

Maquilacero has been successfully servicing the steel tube and metal building components market in the 
U.S. for more than 25 years. 

Its fi nished product catalog offers square and rectangular tubing starting at 0.75 x 0.75" and goes up to 
6 x 6", with a wall thickness ranging from 20 gauges through to 5/16". The company also manufactures 
round tubing from 0.75" up to 5" O.D with bare, galvanized, or red oxide fi nishes available.

Maquilacero leads the market in metal building components with the most complete line of purlins 
including “C” and “Z” shapes, base angles, and channels in red oxide fi nish.

Please visit our website for details: www.grupoabx.com

buildings, roofs, and general components 
divisions. We don’t have one discipline that 
dominates the business.”

THE MUELLER, INC. MISSION

As one Mueller, Inc. employee states in 
a video on the company’s website, “We 
believe in value. Not at lowest price, but 
what works best for the customer.” 

The core of Mueller’s success comes down 
to this, which is supported on a foundation 
of direct-to-consumer services. 

“Mueller, Inc.’s mission is to provide the 
end user with the ‘Best Overall Value’.  To 
accomplish this, we market directly to the 
customers who will be using our products 
and have easily accessible retail stores in 
local markets that are open to the public,” 
said Rayome Soupiset, COO of Mueller 
Supply Company.

“Mueller is a retailer because we want to 
market to the end user—directly to the 
public, [and] the person who is really 
going to use the product they are buying. 
We stress selling directly to the end user 
so that we have direct communication with 
the customer on building requirements, 
cost, and warranty.”

The company offers products to the end 
user for the same dollar value it would 
charge a retail distributor, making it 
unlikely that the retailer could markup and 
resell the product and be profi table.  
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“Our mission statement is to provide the 
best total value to the end user—you cannot 
do this by selling through a third-party 
vendor who adds cost and does not provide 
a service or add value to the process.”

WITH YOU EVERY STEP OF THE WAY

From the time a customer enters a Mueller, 
Inc. retail store, they are guided through 
the entire buying process, from design 
requirements to delivery of their project. 
Vertical integration throughout the entire 
business means that Mueller, Inc. can 
answer every question, provide every 
product, and help every step of the way. 

The company’s sales representatives are 
there to get the process started with the 
customer.

“Our sales representatives are true 
project coordinators who can help defi ne 
specifi cations, provide information and 
guidance, quote projects, and facilitate 
coordination with local contractors—
selected by the end users—for erection 
of Pre-Engineered Metal Buildings or 
installation of metal roofs,” Soupiset shared.

Just as a salesperson for Mueller, Inc. 
provides support to the customer 
throughout his or her buying process, the 
salesperson is just as looked after by other 
employees of the company.

“These sales representatives are supported 
with roughly a six-to-one support 
system consisting of engineers, detailers, 
manufacturing personnel, loaders, 
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AKZONOBEL 

AkzoNobel has manufactured high-
performance coatings to meet the 
needs of the metal construction 
industry for over fi fty years. The 
company offers a complete 
portfolio of coil coating solutions 
for residential, agricultural, and 
commercial applications.

Its products include TRINAR®, a 
70-percent PVDF coating, and 
CERAM-A- STAR® 1050, the benchmark 
of SMP paint systems. Formulated 
with proprietary resins and premium 
pigmentation, AkzoNobel coatings 
deliver superior protection, durability, 
and lasting color.

AkzoNobel is proud to be a trusted 
partner to the pre-painted metal 
industry, providing the best products 
possible backed by rigorous testing, 
quality programs, and unmatched 
customer service.

The Marco Weather-Tite™ System

M-DOORS
Pre-hung all steel or  
fiberglass doors

HYDRASHELL™  
UNDERLAYMENT
Protective roof underlayment

CLOSURE FOAM™

Inside/outside closures  
with adhesive

MASTIX™

Butyl tape

ROOFBOOTS™

Pipe flashing

X-SEAL™ 
Expandable  
foam tape

M-CLIPS™

Many clips and fasteners 
from which to choose

QUIKGRIP™

Metal to wood  
fastener

FLEX-O-VENT™

Flexible foam ridge vent  
as universal ridge vent

FLEXPRO™

Low-profile vented  
closure as ridge vent

LP2™

Low-profile vented  
closure as ridge vent

ANGLEKUT™

Custom beveled inside/
outside closure

WEATHER-TITE 
SEALANT
Durable and flexible

RE2™

Non-warping, non-corroding  
reroof retrofit spacer QUIKDRILL™

Metal to metal  
fastener

Quality Products Manufactured 
For Metal Roofing And Wall Systems

Trusted Partnership

Outstanding Customer Service

Products That Offer Easy Installation, 

Durability, And Outstanding Warranties

800.800.8590
MarcoIndustries.com

RES IDENT IAL

COMMERC IAL

AGR ICULTURAL

MARCO WEATHER-TITE SYSTEM 

The Marco Weather-Tite System offers 
metal roofi ng customers a wide range 
of superior roof ventilation products 
and quality accessories. From its 
award-winning LP2 Ridge Vent, to 
closure materials, roofi ng sealant, 
underlayment, roof boots, clips and 
fasteners, Marco provides one-stop 
shopping for customers who seek 
easy-to-install products with excellent 
warranties and outstanding service. 
For value through the roof, use Marco 
products on all your metal roofi ng 
and wall systems. 

accounting personnel, and truck drivers 
to fulfi ll the request of the end user, who 
often needs to be educated on what they 
are wanting to purchase and the benefi ts 
and functionality of different options,” 
continued Soupiset.

Pre-Engineered Metal Buildings (PEMBs) 
are only a portion of what Mueller, Inc. 
manufactures and sells.  Each one is a 
custom building with different sizes, load 
requirements, and local code enforcement 
details.  

The company offers a wide range of steel 
buildings, from bolt-together buildings to 
custom-designed structures. Its buildings 
offer top-quality 26-gauge steel, many 
color options, and limited paint warranties 
up to 30 years.

“The sales person will then enter the data 
into a design tool to generate a quote. 
If the customer decides to place an 
order, the quote generated by the sales 
representative is electronically transferred 
to an engineer for review and revisions. 

“Once the engineering process has been 
completed, the data is transferred into a 
model, known as BIM, where the building is 
detailed. The required information is data 
mined from the model, via an open API, 
and populates work orders for routing the 
manufacturing and distribution of the order.”

Roof ordering is similar in nature, with 
a Mueller, Inc. representative assisting 
customers through the entire process. Talk 
about high-tech solutions. A metal roof 
offers a unique look, and a lot of benefi ts 
like greater protection from the elements, 
big energy savings, and durability that 
lasts. Mueller, Inc. in particular offers 
32 designer colors with limited paint 
warranties up to 30 years. 
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EVRLINER FP 

Designed to provide effi ciency, value, and reliability, the EVRliner FP metal building insulation system 
by Distribution International is an all-in-one solution. EVRliner’s high R-value system provides durability, 
optimal thermal performance, and an attractive fi nish in metal buildings and other commercial 
construction. The EVRliner FP system assists in meeting energy code requirements and offers OSHA-
Compliant leading-edge fall protection to help ensure safety for rooftop workers.

We partner with Mueller, Inc. to bring exceptional insulation product knowledge and create custom 
solutions for metal building construction projects. For more information, please call 800-759-8382. 

QUICK TURNAROUND TIMES,

WHEN NECESSARY

In the rarest of occasions, Mueller, Inc. can 
turn around a project in as little as three 
weeks. While most customers don’t require 
this kind of timeline, it has been helpful on 
many occasions.

“As the production orders enter the 
manufacturing process, the different 
sections of the building can be 
manufactured simultaneously, which could 
allow a simple PEMB to go from an idea to 
a fi nished product in less than a one-week 
period of time based on factory work loads. 

Most customers do not need this rapid 
of a turnaround time because site work, 
foundation design, and the pouring and 
curing of the slab normally takes longer than 
a week; however, on rare occasions this is 
done for time critical jobs,” shared Soupiset.

A business in Abilene, Texas had the 
misfortune of catching fi re and burning 
down. Each day that passed without a 
structure was $2 to 3 million down the 
hole. The company came to Mueller, 
Inc. just wanting to buy steel beams. 
Instead, Mueller was able to deliver four 
truckloads of fi nished goods—some with 
the paint still wet—to the business in a 
fraction of the time.  

DOING GOOD

Not only is Mueller, Inc. committed to 
helping its customers in whatever bind they 
may fi nd themselves in, but the company 
is also dedicated to giving back to its 
community. Since 2009, the organization 
has built a structure each year for a 
qualifying non-profi t organization. 

“Mueller’s Helping Hand project began 
[...] when non-profi t organizations were 
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affected by the economic downturn.  
Recognizing these challenges, Mueller 
wanted to support a deserving 
organization in their efforts to aid those 
in need by not only donating a Mueller 
building, but also erecting it for them. 

“Each year in April, we invite Texas non-
profi ts to apply, then the recipient is 
announced in July and their new Mueller 
building is erected the fi rst week in October.  

“We have personnel from our four state-
wide branch networks come to the building 
site to erect it in just three days. Mueller’s 
Helping Hand Project not only helps the 
recipient, but is also a huge team-building 
exercise for our staff, because we pull from 
many facets of our company to execute this 
project each year.”

2016’s Helping Hand build benefi ted the 
Floral Heights Community Food Pantry of 
Wichita County, which serves over 3,000 
families each month. When the non-profi t 
applied, it was facing a relocation deadline; 
the new Mueller, Inc. building helped the 
organization continue to provide services 
through the process.
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Other nonprofi ts Mueller has provided a new 
building for include an organization helping 
people with disabilities, professionals 
providing free medical and dental care, and 
many others. This year’s recipient is the San 
Antonio Christian Hope Resource Center 
(CHRC), known for empowering individuals 
and families in crisis to become sustainable 
through holistic individualized services and 
accountability.

HELP CHOOSING THE

RIGHT CONTRACTOR

Although Mueller, Inc. will help design and 
engineer a customer’s entire product and 
provide all of the materials, assembly is 
still required. The company encourages 
its customers to do extensive research 
when looking to hire a contractor. Or, if the 
customer is so inclined, they can hire from 
one of Mueller, Inc.’s recommendations.

“Even though end users are our focus, 
contractors are very important to the 
process and Mueller needs a symbiotic 
relationship with them because they are the 
ones erecting our buildings and installing 
our roofs,” shared Soupiset. “Mueller, Inc. 
sales representatives, while acting as 
project coordinators, will often provide a 
list of qualifi ed contractors to choose from. 

“This interaction between Mueller, Inc., 
the end user, and the contractor ensures 
communication between all parties. We 
want the end users to make the best 
decision for themselves, while allowing us 
to provide the best overall value to them.”

Once the customer purchases the building 
and a contractor is set, Mueller, Inc. is off 
to the races to create the best quality 
materials for a customer’s build possible.
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TECHNOLOGY ’S PART

IN THE PROCESS

Mueller, Inc.’s 3D design tool is just one 
of the many components of innovative 
technology the company uses to 
streamline work within its vertical 
integration business model. It’s computer 
system, in particular, highlights the 
company’s cradle-to-grave approach.

“Our software looks at the whole process—
from RAW material to the delivery of 
fi nished goods—and separates components 
of the order to minimize total freight 
traveled and maximize truck weights. 
Inventories are maintained in real time so 
that purchasing can see RAW materials 
demands once an order is entered and BOM 
and routing are attached,” said Soupiset.

“Order production and delivery are tracked 
electronically as well, via a LAN/WAN 
network, and bar codes are utilized at 
every step to help eliminate human errors. 
All off-site inventory, or inventory with 
vendors, is audited daily via a virtual audit 
and balanced to the pound and linear foot 
to ensure accuracy.

“All of this information is maintained 
automatically via CNC machinery. Materials 
and completions as well as biometric 
clocks are never manually entered to avoid 
human error. Reports on scrap rates, on 
time percentage, and average order size 
are automatically generated nightly and 
distributed company-wide for review 
by key personnel to ensure effi ciency 
throughout the company.”

THE F U TURE IS TECH

One of Mueller’s goals is to be better 
tomorrow than it is today.  To accomplish 
this, the leaders at Mueller, Inc. realize 
that technology is a key driver, which 

requires rapid and daily change with the 
ability and fortitude to be willing to invest 
in technology. 

“It may also require walking away from 
technological investments if better 
alternatives arise,” said Soupiset. 

Technologies that Mueller, Inc. see on the 
horizon include robotic fi tting and welding 
of unique individual parts, enhanced 
BIM design and detailing via intelligent 
connections, big data analytics, RFID 
tracking, logistical distribution algorithms, 
artifi cial intelligence, and more.

Mueller, Inc. knows that Innovation is 
required for growth.

“We travel the globe looking for innovation 
and constantly ask ourselves and our 
customer how we can be better or what 
products they need. We realize one size 
doesn’t fi t all or even one geographic area, 
so Mueller must constantly morph and 
change to adapt to customer requirements 
and needs,” he continued.

“Growth provides opportunities for 
increased profi ts as well as employee 
advancement in the company.  We 
understand that innovation is not a luxury 
but rather a requirement.  Mueller, Inc. is 
a fl at and nimble company adapted to 
constant change and growth in the market. 

“We believe ‘Luck favors the prepared.’”

BEST OVERALL VALUE

The owner of Mueller, Inc. says it best: 
“Mueller delivers the best total value, 
convenient, accessible, quality products, 
and superior service funded through 
operating effi ciencies and continuous 
improvement.” owner.

“We’re the only people we’re trying to beat 
in this market,” shared Soupiset. 

SUCCESS



COLLABORATION ASME Association

THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS, ASME

The American Society 
of Mechanical Engineers 
(ASME) is a professional 
society recognized globally 
for its leadership in 
providing the engineering 
community with technical 
content, a forum for 
information exchange, and 
development and oversight 
of 500 engineering 
codes and standards 
internationally.

With a membership of more 
than 130,000 mechanical 
engineers and allied 
professionals from around 
the world, ASME serves 
this wide-ranging technical 
community through 
high-quality programs 
in the development 
and maintenance of 
codes and standards, 
continuing education, 
research, conferences and 

GLOBAL STANDARDS DEVELOPER AND LEADER IN MANUFACTURING 
WRITTEN BY JOHN VARRASI

publications, advocacy, and 
various forms of outreach.

ASME’S HISTORY 
Alexander Lyman Holley 
and Robert H. Thurston—
two of the more prominent 
machine builders and 
technical innovators in 
the 19th century—founded 
ASME in 1880. Their goal 
was to provide a setting 
for discussion among 
engineers regarding the 
key issues and concerns 
brought about by the rise 
of industrialization and 
mechanization, particularly 
in the area of machine 
safety and reliability.

The leaders’ chief interests 
included the development 
of standard tools, machine 
parts, and uniform 
work practices ensuring 
reliability and predictability 

in machine design and 
mechanical production.

In its early years, ASME 
became the leader in 
standards for screw 
threads, pump and valve 
dimensions, and other 
mechanical components 
growing in use on farms 
and in production factories 
and machine works.

In 1914, the society 
achieved a significant 
organizational milestone, 
producing the first edition 
of the ASME Boiler and 
Pressure Vessel Code, 
Rules for the Construction 
of Stationary Boilers and 
for Allowable Working 
Pressures. In the years 
following the publication 
of the first Boiler Code, 
ASME developed 
engineering standards 

https://www.asme.org/
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in numerous technical areas 
and industries, including 
pipeline production, 
elevators and escalators, 
materials handling, gas 
turbines, and nuclear power.

CONTINUED FOCUS ON MANUFACTURING 
ASME maintains a strong 
affinity to manufacturing, 
and has over most 
of the organization’s 
137-year history. The 
society established 
the Manufacturing 
Division in 1920, one 
of 35 ASME technical 
divisions and a unit 
within the organization’s 
Manufacturing Group 
that encompasses four 
other divisions.

In the 1920s, the technical 
interests of ASME 
members working in the 
manufacturing sector 
centered on factory 
production, machine 
tools, equipment 
design, and process 
efficiencies. While those 
disciplines remain relevant 

today, manufacturing 
engineering is in the 
midst of transformation 
and innovation, with 
technologies such as 
additive manufacturing, 
robotics, and IoT at the 
forefront of a new global 
industrial revolution.

“ASME defines 
manufacturing in the 
context of traditional and 
advanced manufacturing,” 
said Charla K. Wise, 
President of the society. 
“Traditional manufacturing 
is considered to be 
processes of converting 
raw materials into finished 
products using mechanical 
or mechanized techniques, 
whereas advanced 
manufacturing is the 
innovative application of 
technologies, processes, 
and methods to product 
design and production.”

ASME already has 
organized conferences and 
learning and development 
courses on additive 

manufacturing, with future 
programs planned in the 
standards setting area.

ASME’S EVENTS 
The society’s largest 
technical conference is 
the annual International 
Mechanical Engineering 
Congress and Exposition 
(IMECE). Of all the 
conferences and meetings 
of ASME, IMECE offers the 
broadest scope of technical 
interest, including technical 
sessions on topics ranging 
from aerospace and energy 
to nanotechnology and 
medical devices. The 2017 
IMECE recently concluded 
to great success in 
Tampa, Florida.

Other popular conferences 
include the ASME Turbo 
Expo to take place in June 
2018 in Oslo, Norway, and 
the ASME Pressure Vessels 
& Piping Conference which 
will be held the following 
month in Prague, Czech 
Republic.

OF ALL THE CONFERENCES AND MEETINGS 
OF ASME, IMECE OFFERS THE BROADEST 
SCOPE OF TECHNICAL INTEREST, INCLUDING 
TECHNICAL SESSIONS ON TOPICS RANGING 
FROM AEROSPACE AND ENERGY TO 
NANOTECHNOLOGY AND MEDICAL DEVICES. 
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MEMBER BENEFITS 
ASME’s 130,000 members 
and approximately 5,300 
volunteers are the lifeblood 
of the organization. Many 
engineers join ASME 
for career enrichment, 
lifelong learning, and the 
opportunity to network 
and exchange ideas with 
like-minded professionals. 
Others become active in 
local sections or in ASME’s 
boards and committees, 
providing leadership and 
expertise to the society and 
profession at large.

ASCENDING TECHNOLOGIES 
Manufacturing is one of 
five core technologies that 
ASME believes will exert 
significant impact on the 
engineering marketplace 
in the next several years. 
The others are pressure 
technology, clean 

energy, bioengineering, 
and robotics. The 
society’s leadership 
also has identified eight 
enabling and cross-
cutting technologies: 
nanotechnology, 
cybersecurity, artificial 
intelligence, sustainability, 
big data analytics, design 
engineering, materials, 
and Internet of Things.

“These technologies will 
guide ASME’s future 
programs and activities, 
thus ensuring the 
organization’s growth and 
sustainability,” said Wise.  
“The technologies represent 
areas in which the society 
hopes to build upon an 
already strong knowledge 
base, while also aligning 
with sectors that are 
attracting innovation and 
new engineering talent.” 

“THESE TECHNOLOGIES WILL GUIDE 
ASME’S FUTURE PROGRAMS AND 

ACTIVITIES, THUS ENSURING 
THE ORGANIZATION’S GROWTH 

AND SUSTAINABILITY. THE 
TECHNOLOGIES REPRESENT 

AREAS IN WHICH THE SOCIETY 
HOPES TO BUILD UPON AN 

ALREADY STRONG KNOWLEDGE 
BASE, WHILE ALSO ALIGNING 

WITH SECTORS THAT ARE 
ATTRACTING INNOVATION AND 

NEW ENGINEERING TALENT.” 
Charla K. Wise, President

http://thebossmagazine.com/
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TRANSFORMATION ON THE TRACKS

Moving railroad construction into a 

fantastic future is the RailWorks mission.

https://www.railworks.com/
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With apologies to Casey 
Jones and railroad 
engineers everywhere: it 
doesn’t matter how fast 
your train can move without 
reliable track infrastructure 
to keep it on course. Few 
organizations understand 
this as well as RailWorks, 
an enterprise that is fast 
becoming the leading 
railway track construction 
and maintenance provider 
in North America.

Established in 1998 and 
purchased by Chicago-
based private equity firm 
Wind Point Partners a 
decade later, RailWorks 
defied the recent 
railroad industry decline, 
maintaining profitability 
thanks to a wise strategic 
market balance and its 
fiercely loyal customer base.

Today, with a tech-savvy 
CEO at the helm, the New 
York-based firm is poised 
to revolutionize the entire 
industry.

Talking Track and Transit 
RailWorks provides services 
along two separate tracks, 
as it were: transit and—you 
guessed it—track.

The company’s transit 
systems work takes place 
in local and regional 
passenger rail operations, 
such as subways, 
commuter rail, and light 
rail-lines.

RailWorks’ track companies 
focus on Class 1 and 
regional railroads devoted 
to moving enormous freight 
trains, and large industrial 
companies and commercial 
enterprises that have their 
own rail infrastructure.

The balance of these distinct 
niches shields RailWorks 
from market shifts.

“Big industrial plants use 
rail to move products 
and there’s always a big 
infrastructure of track. 
That’s allowed us to weather 
the storm lots of times,” 
explained RailWorks CEO 
Kevin Riddett. “I’m not 
aware of any [company] 
that does both track and 
transit, but RailWorks 
does,” he continued. “This 
makes us flexible to work 
in different markets. As the 
transit industry goes up 
and down, it is balanced by 
track.” RailWorks’ ability to 
scale from small projects to 
massive ones gives them a 
unique competitive position. 
“The traditional business we 
do is very steady business 
and it will continue to be 
steady, so when I look at the 
growth opportunities that 
we have, I always look at 
technology,” he asserted.

New Times in the 
Switching Yard  

Riddett’s career path 
has been defined by 
technological development. 
At Siemens, he ran the 



COLLABORATION

Mobility Division, overseeing 
the firm’s intelligent traffic 
management systems and 
rail services. He stepped 
out of the rail industry to 
become President and CEO 
of the North American 
tire and global fiber optic 
businesses of legendary tire 
maker Pirelli.

Straddling the high-
technology world of global 
railway construction and 
traditional North American 
rail construction gave 
Riddett a unique perspective 
on the industry that he is 
leveraging at RailWorks.

“The U.S. rail industry is 
behind the tech curve,” 
he said. “The technology 
that’s being deployed in 

train control and signaling 
outside the U.S. is at least a 
generation ahead of what 
we see in the U.S. today, 
maybe two.”

Communication-based 
signaling is standard in 
Europe and other countries. 
The European Rail Traffic 
Management System 
(ERTMS) railway signaling 
management is credited with 
increasing the safety and 
efficiency of the European 
Union’s (EU) cross-border 
train system by establishing 
an EU-wide interoperability 
standard for rail control and 
command systems.

“Across all of Europe you 
can drive one train when it 
has the same technology, 

but so far we have very 
little technology deployed 
in the U.S. There’s one 
communications-based 
train control (CBTC) system 
in New York City, which is a 
RailWorks system,” Riddett 
noted. That system is 
already ten years old.

Risk-averse railroads 
continue to invest in 
traditional, safety-proven 
technology driven by 
cumbersome mechanical 
hardware instead of the 
controllers and software 
used successfully in 
the ERTMS.

“We’re seeing the 
technology moving, but 
very, very slowly,” he 
admitted. “The only reason 

we’re seeing that technology 
moving, quite frankly, is that 
the old technology can no 
longer serve a purpose.”

Pointing to New York City’s 
subway system—which 
RailWorks’ subsidiary L.K. 
Comstock has serviced for 
100 years—Riddett summed 
up the central problem with 
transit systems.

“All the lines are over 
capacity; they can’t add 
new subways. […] They 
can’t add more stations. 
They can’t make platforms 
larger. The only thing they 
can do is to run trains closer 
together, and the only way 
to do that is by using state-
of-the-art technology.”

CBTC signaling technology 
allows operators to know 
precisely where every train 
is at any time, arming them 
with critical information 
such as braking profiles and 
approach positions to control 
and optimize the flow 
within the transit system.

“A train system is a fixed 
guideway: you can’t add 
more length. You can’t add 
more tunnels—you can 
only run the trains closer 
together. That has finally 
pushed this industry to say 
we have no choice now but 
to deploy this new tech,” 
he reiterated.

Throwing the switch on 
transformation won’t be 
easy, but Riddett has 

the vision and a superior 
engineering and technical 
staff to get  the job done.

Driving That Data  
Analytics Train  

A company under the 
RailWorks umbrella 
specializes in supervisory 
control and data 
acquisition (SCADA) and 
communications systems.
It will undoubtedly become 
a focus of RailWorks’ 
technological growth.

“In the railroad industry we 
have to start a dialogue 
about what data analytics 
means. We gather a lot of 
data out there—rail fatigue 
data, rail profile data, tie 
profiles, ballast, broken 
rail—but nobody’s doing 
anything with it.



NESCO RENTALS

NESCO Specialty Rentals, a division of 
NESCO Rentals, specializes in the rail, lighting, 
sign, and telecom industries. We provide 
quality machinery and professional expertise 
throughout our service and rental divisions 
located in the U.S., Canada and Mexico.
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“We have this opportunity to create a data 
analytics model. There’s definitely a market, 
it’s going to be a big market in this industry, 
and somebody’s going to capture it.” That 
somebody, Riddett believes, is RailWorks.

RailWorks hopes to build a software-as-a-
service (SaaS) predictive analytics model, 
a first for the U.S. track inspection sector. 
RailWorks’ geometry division uses sensors 
to gather rail condition data by the foot; an 
app would take the data they already collect 
to alert customers to failure points and 
recommend corrective action. “This is a big 
step in the industry,” he conceded.

“RailWorks is going to expand the perception 
of what a rail construction company is all 
about, from spiking rails to ties to managing 
complex data analytics or software 
solutions,” Riddett added. “We have a great 
market, a great opportunity. Will we be as 
great as I want us to be? We’ll see.” 

https://nescorentals.com/nesco-specialty-rentals/
https://nescorentals.com/nesco-specialty-rentals/
https://nescorentals.com/nesco-specialty-rentals/
http://www.liunalocal183.ca/
https://twitter.com/liuna183
https://www.instagram.com/liuna183/
https://twitter.com/liuna183
https://www.facebook.com/liuna183
http://www.liunalocal183.ca/
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THE UNEXPECTED EVOLUT ION OF  THE 

PERFORMANCE REVIEW
PERFORMANCE REVIEWS ARE MOST EFFECTIVE WHEN 

CARRIED OUT IN REAL TIME, NOT ONCE A YEAR.
WRITTEN BY TED POWER,  ICOACHFIRST

The death of annual employee evaluations 
has been a growing consensus in HR over 
the past few years. While most companies 
still have a review process, it’s true that 
traditional reviews have long been on 
life support. Braver companies have been 
pulling the plug on the annual review 
process entirely.

But that doesn’t mean they’ve given up 
on performance management. It might 
be a more true statement to say that 
performance reviews have just gone to 
a better place. A place that—more often 
than not— happens to also be in the cloud.

Data is replacing the traditional review, 
usually in the form of cloud software.

THE CHANGE IN PERFORMANCE REVIEW 
It’s a profound change for a process 
that began with typewriters 
and carbon paper. But 
performance reviews 
have been fatally 

flawed from the start. Ever since their rise 
in the mid-twentieth century, even our 
best performing employees have dreaded 
them.

They were always a necessary evil—the 
tax we paid annually in order to find 
out whether we’ve gotten a raise or a 
promotion, or if we’re on thin ice.

Managers were never fans either. We stayed 
up late at night racking our brains to try to 
assess performance that stretched back a 
year, or tried to find examples to support 
our gut feelings. HR probably disliked the 
process the most, tasked as they were to 
shepherd a process everyone hated.

Over time, we tried to fix a broken 
problem by laying processes on top of 

reviews. We standardized them. 
We made them more frequent. 

We put in rating systems. 
We added goals 

to measure to. 

http://thebossmagazine.com/
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We compared them in stacks. We looped 
in values and objectives and metrics.

None of it seemed to help. The reviews 
were still hard on everyone. And even 
worse, they didn’t seem to be having much 
impact on our teams and performance.

PERFORMANCE REVIEW PURPOSE 
The intent behind the performance review, 
though, wasn’t something we were ready 
to let go of. We all intuitively understand 
how important communication and 
alignment are. We understand how 
important feedback and recognition are. 
We understand how important it is to get 
employees on track before they reach a 
point of no return.

Reviews were the way to solve all those 
things. But they didn’t always work.

PROBLEMS WITH THE 
TRADITIONAL REVIEW

They were impacted by the recency 

bias, which meant that a few weeks 

of performance could color the whole 

year in the minds of managers. 

They were also biased because they 

came from only one perspective.

An annual review meant time was lost 

when employees could have been 

fixing an issue, or that by the time the 

review came the problem had become 

insurmountable.

Employees could feel blind-sided 

when hearing something for the first 

time, sometimes months after the 

original event.

The presentation of positive and 

negative feedback at the same time 

meant that positive feedback was 

often not heard at all.

It’s no wonder that we’re more than 
ready to declare time of death on 
performance reviews!

But ending employee performance 
reviews doesn’t mean the end of 
reviewing employee performance. The 
companies who killed off reviews didn’t 
stop communicating to employees 
about their performance. They’ve merely 
replaced those reviews with other, more 
modern forms of communication. 

In the world of science, people who are 
way smarter than me tell me that light is 
a particle. We can take a snapshot of a 
photon, that particle of light, and prove 
that, like a traditional performance review, 
it happens in a single place, at a single time.

But light is also a wave. It is a constant 
stream of illumination that exists in many 
places and times, and is flowing and 
interconnected. It all depends on how you 
measure it.

Performance reviews are like that too, and 
this is how they are evolving. 

Which makes sense. Reviews were born 
in an age of typewriters, but now we 

live in the world of data and the cloud.  
Whole new worlds are opening for us 
with these tools, and how we measure is 
transforming how we think.  

In the past, we asked managers to treat 
employee reviews like a particle, writing a 
report once, or maybe several times in a 
year, to map performance to desired goals. 
But now, with our ability to constantly 
manage and record data, we are able to 
think of performance management as a 
wave, happening constantly.
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INNOVATION IN SOFTWARE
It didn’t happen automatically. What’s 
enabling this change, specifi cally, is the 
advent of performance management, 
coaching, and feedback software that lets 
managers give feedback and recognition 
right when it happens, from anywhere and 
at any time. We augment this feedback 
by aligning it to our coaching plans and 
company values and goals. We also 
triangulate against peer feedback, learning 
and development activities, and company 
metrics. We gather all this data—all these 
particles—and they turn into a wave.

Now, instead of one annual performance 
review, we can use software to capture:

Employee feedback

Check-ins and one on ones

Employee recognition

Peer feedback and recognition

Coaching plans

Succession and development plans

Employee responses

Each particle of data combines with the 
rest to form a powerful beam of light that 
illuminates the full picture of employee 
behavior and performance in a way that 
typewriters and carbon paper never could.

And like light, this sort of always-on 
performance review can still be a snapshot 
for the purposes of measurement at review 
time for raises and promotions. But now 
instead of one annual datapoint, we have 
hundreds or even thousands of particles to 
show us a more complete picture over time.

Does this solve the problems of the past? 
The short answer is yes. It can help a lot. 

HUMAN ERROR REDUCED
The collection and convergence of so many 
data points vastly reduces the chances of 
human error or cognitive bias, which makes 
reviews more accurate. Having a constant 
flow of back and forth feedback can limit 
any sense of surprise for an employee—
since they always know how they are doing. 
It also removes reviews from a vacuum. 
We can now aggregate one employee’s 
data with a team or company, to see 
larger patterns and address them on an 
organizational level.

The benefits of a cloud and wave 
approach to performance
management are easy to map:

Feedback can come exactly when it 
happens, which behavioral scientists 
tell us is key for it to work.

Negative and positive feedback can 
be separated and therefore more 
impactful.

Managers can address performance 
issues before they snowball.

Employees are never blindsided.

Additional perspectives can be added 
to eliminate a single point of failure.

Objective information such as
metrics and coaching activity can
be weighed in to balance more 
subjective impressions.

Feedback is constantly and objectively 
captured and not subject to the 
recency bias or other cognitive biases.

Everything is recorded as it happens, 
and not reliant on faulty memories.

So is the performance review dead? I’d 
say no. Like a caterpillar, it has used HRIS 
technology to evolve into something far 
more powerful. And—in the end—it’s 
something far more effective for measuring 
and affecting employee performance. 
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EACH PARTICLE OF DATA COMBINES WITH THE REST TO FORM A POWERFUL BEAM 
OF LIGHT THAT ILLUMINATES THE FULL PICTURE OF EMPLOYEE BEHAVIOR AND 
PERFORMANCE IN A WAY THAT TYPEWRITERS AND CARBON PAPER NEVER COULD.
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When two of Colorado’s most notable long-term care 
providers came together to form the state’s largest 
independently owned elder care group, central to their 
rebranding process was the choice of a new name.

The merger of Quality Life Management (QLM) and Piñon 
Management would birth a high-concept, innovative 
approach to elder care called Vivage, a portmanteau of 
viva, the Spanish word for life, and, of course, age.

“That’s what we feel age should be—celebrated,” 
explained Vivage CEO Jay Moskowitz.

IN CELEBRATION OF ELDER CARE
A fearless  comm itment to excell ence in care defi nes the 

success  of Vivage Senior Living

Almost 40-year veteran of the skilled nursing facility (SNF) 
profession and second-generation healthcare management 
pro, Moskowitz knows whereof he speaks. Federal nursing 

home survey teams have used his facilities as training 
grounds, and 19 of 30 buildings have achieved fi ve-star 

ratings from the Center for Medicaid Services (CMS).

Prior to the acquisition, Piñon Management was known for 
its success in managing turnarounds: intervening with failing 
state-run facilities throughout the U.S. to upgrade standards 

and return the locations to a level of acceptability.

http://thebossmagazine.com/
http://thebossmagazine.com/
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“Piñon’s founder was looking 
for an exit strategy, and 
our two companies came 
together,” Moskowitz said.

TREATING PEOPLE RIGHT
Nancy Schwalm, Vivage’s 
Chief Development Offi cer, 
emphasized the CEO’s 
affi nity for caregiving.

“When QLM did the 
acquisition, Jay treated it 
like a merger because he 
really wanted to keep both 
teams happy. He’s that 
kind of thoughtful CEO 
that truly cares about his 
employees,” she said.

“We had so many great 
people working for both 
companies and I didn’t 
want anyone to feel 
we were taking over,” 
Moskowitz added.

Moskowitz and Schwalm 
transformed Piñon and 
QLM from competing 
organizations into powerful 
allies, working together to 

meld their teams’ knowledge 
and expertise to provide 
elders the care and support 
they need in progressive, 
life-affi rming environments.

Moskowitz estimates 
that 90 percent of the 
companies’ corporate staff 
stayed on post-merger. 
These days, the corporate 
group is fondly referred to 
as “the home offi ce.”

“We take pride in retaining 
so many key members of the 
organization,” he affi rmed.

Overall, the company’s 
number of employees 
bloomed from 2,000 to 
3,000. As a consultant, 
Vivage offers management 
and operational expertise 
for senior living communities 
across the nation.

ELDER CARE ACROSS THE 
CONTINUUM
Vivage offers a full 
complement of post-acute 
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“We take pride in retaining 
so many key members of the 
organization.”JAY MOSKOWITZ, CEO

rehabilitation and long-
term care environments, 
encompassing home health, 
hospice, and long-term care 
communities. Additionally, 
the fi rm operates memory 
care communities, 
behavioral health programs, 
and rehabilitation facilities to 
create a full continuum
of care.

As Schwalm told BOSS, 
“There’s a push in 
healthcare to get people 
back home, because that’s 
where everyone wants to 
be; people want to grow 
old and pass on in their 
own homes. Therefore, 
we are very proud of the 
fact that we do a lot of 
rehabilitation. People can 
always come back to us if 
they’re not able to be at 
home, but 65 to 70 percent 
of our new admissions go 
back home within 14 days 
of admission.”

JJ INSURANCE

JJ Insurance is a full-service, 
independent insurance agency 
located in Denver, CO. JJ Insurance 
has been providing risk solutions 
and comprehensive insurance 
coverage for the healthcare industry 
since 1984. The company provides 
insurance products such as general 
and professional liability, workers’ 
compensation, cyber liability, D&O 
liability, employment practices liability, 
commercial property, commercial 
auto, and bonds to business owners 
of nursing homes, independent living 
facilities, assisted living facilities, home 
health care, and hospices. When 
you choose JJ Insurance, you can be 
assured that you are working with 
insurance agents who have your best 
interests in mind. Contact JJ Insurance 
and ask for a quote or a review of your 
existing coverage.  

http://thebossmagazine.com/
http://jj-insurance.com/
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That impressively high 
number refl ects the sea 
of change in the way care 
management has evolved 
over the past two decades.

“Twenty years ago, when 
people came in to a long-
term care or rehabilitation 
facility, the length of stay 
was double or triple what it 
is now,” Moskowitz pointed 
out. “A 75 year-old person 
with a hip fracture would 
be in the nursing home for 
30 to 40 days. It’s now 14 
to 15 days.

“The whole profession has 
changed. The philosophy 
of how we provide care 
has changed to get the 
help to people return back 
to home.”

In industry terms, person-
centered care encapsulates 
that philosophy.

With person-centered care, 
an individual’s specifi c 
needs inform all of the 
care decisions made by 
the facility, as well as 
the quality metrics the 
organization tracks. Vivage 
guests are partners with 
their caregivers and facility 
administrators, and are 
cared for from a perspective 
that honors their physical, 
mental, and social needs. 
The community settings are 
designed to create a sense 
of true home, whether a 
guest is at Vivage for a 
short time or for long-term 
services.

“When each of us or a 
family member need care, 
whether it’s in a hospital or 
a skilled nursing facility, [our 
care is] about the individual 
and how we can best get 
to know them and know 

what’s important to them 
because it really impacts 
their healing, overall 
wellness, and their ability 
to be engaged in their care 
plan,” Schwalm said.

COMPANY CULTURE
Mr. Moskowitz shared that 
the company’s culture is 
about its employees. 

“They are who make us a 
great organization. With 
great employees and 
commitment, we provide 
great care to our residents 
and guests.”

Schwalm credits the fi rm’s 
success to a great company 
culture that supports its 
mission to continually 
innovate.

“As an operator you have 
to realize the goal is all 
about what the consumer 

wants, and if you care what 
the consumer wants you 
will be more successful 
in this business. If you’re 
just in it for the money or 
for the real estate, those 
operations sometimes fail.”

The evolution in elder 
care has been particularly 
gratifying for professionals 
who have dedicated 
careers in the caregiving 
space as Moskowitz and 
Schwalm have.

“It’s been a great shift. We 
embrace it, we educate 
around it, and make it 
work,” Schwalm agreed. 

“As an operator you have to 
realize the goal is all  about 
what the consumer wants, and 
if you care what the consumer 
wants you will  be more 
success ful in this business .”
JAY MOSKOWITZ

http://thebossmagazine.com/
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The Keys to More Sustainable Farming
E N E R G Y  I N D E P E N D E N C E  C O U L D  B E  F O U N D  I N  F O O D  WA S T E . 

W R I T T E N  B Y  M A R I A N A  C I D  D E  L E O N  O VA L L E

The farming industry is not the first place you would 
expect to find a negative footprint on the environment, 
but there are key improvements that could be 
implemented to create a more sustainable industry.

As sustainable farming continues to evolve, experts and 
farmers alike need to have further discussions on what 
can be done to reduce its negative effects on the planet. 
Before we discuss solutions, however, it’s important that 
we identify the factors causing these issues. 

Plastics 
Farming has greatly benefitted from plastic film, 
particularly from low density polyethylene (LDPE), which 
is the most commonly used plastic in the industry. LDPE 
offers a moisture barrier, flexibility, and inert properties 
that have been so popular that the farming industry 
consumed 234 million pounds of it in 1990.

Due to LDPE’s popularity in the farming industry, its 
use continues to rise and shows no signs of slowing. 
The problem, however, is that the film is often too 
contaminated—sometimes by up to 50 percent—to be 
reused or recycled.

The most popular way to dispose of used LDPE, among 
other waste, is by sending it to landfill sites. Alternative 
disposal methods currently in use involve burning and 
burying but these are illegal in most areas. As a result, 
many landfills are filling up and closing down.  

In response to growing concerns, the farming community 
has begun exploring new methods of waste management. 
We take a look at some of the innovative ways farmers are 
addressing the need for more sustainable farming.

https://www.linkedin.com/in/mariana-cid-de-leon-ovalle-9500747a/
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Resource Recovery 
An alternative to sending 
LDPE waste to landfills 
can be found in resource 
recovery, a process where 
waste is burned more 
thoroughly to lessen 
ash for disposal while 
producing heat energy for 
the purpose of generating 
steam and electricity. This 
method not only promises 
valuable energy gain, but 
the reduction of LDPE in 
the waste stream.

The process is 
accomplished by using 
modern energy recovery 
facilities to burn waste in 
a combustion chamber or 
boiler. The high combustion 
temperatures are what help 
the waste burn thoroughly 
while decreasing ash 
production. Modern air 
pollution control devices 
are then used to remove 
potentially harmful gases 
and particulates from the 
incinerator emissions. 

The benefits are high as the 
process can reduce up to 
99.9 percent of particulates. 
Additionally, resource 
recovery can reduce the 
volume of waste entering 
landfill by 90 percent. 

The key concern with this 
method is the upfront 
costs and expenses that 
come with building and 
maintaining an energy 
recovery facility. Further 
hurdles include permit 
issues and residual waste 
classification regulations.

LDPE incineration also 
presents the issue 
of pesticide residue. 
Although the high 
temperatures and complete 
combustion would make 
the pesticides harmless, 
there is a negative public 
opinion over incinerating 
them. Despite properly 
rinsed containers being 
considered municipal 
waste, they are generally 
viewed as hazardous. 

Animal Waste 
According to Joel K. Bourne 
Jr. of National Geographic, 
states like North Carolina—
where the pork industry 
is large and powerful with 
over 2,100 factory farms 
across the state—have an 
urgent need to explore 
new animal waste disposal 
methods for the sake of 
sustainable farming.

In addition to the countless 
factory farms across the 
state, there are also open-
waste lagoons—some 
nearing the size of soccer 
fields—that are required for 
waste dumping purposes. 
The 2.3 million hogs in 
Duplin County alone 
generate twice as much 
waste daily than New York 
City. These are alarming 
statistics considering 
hog waste is 65 percent 
methane. 

The 2.3 million hogs in Duplin 
County alone generate twice 

as much waste daily than New 
York City. These are alarming 

statistics considering hog 
waste is 65 percent methane. 

http://thebossmagazine.com/
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Reusing Trash and 
Pig Waste  
The use of renewable 
energy sources is a trend 
that has gained traction 
as consumer demand 
increases for more sensible 
and sustainable technology. 
Wind and solar energy, 
biodiesel, and electricity 
and gas generated from 
biogas are being adopted 
globally at an increasing 
rate in an effort to create 
a sustainable farming 
industry: an apt decision 
considering the world’s 
livestock contributes 14.5 
percent of annual global 
greenhouse gas emissions. 

Pig and dairy farmers in the 
U.S. have been capturing 
that gas since the energy 
crisis of the 1970s. In Iowa, 

pig and dairy farmers have 
collected methane to be 
converted into energy 
that generates heat and 
electricity for the barns.

Farms across Australia have 
started tapping into this 
method as well: sugar mills, 
for example, use sugarcane 
waste for biomass energy. 
In Italy, a mixed-energy 
farm is using a concept 
tractor powered by the 
methane generated from 
on-farm waste. 

These practices allow 
farmers to reduce natural 
gas costs and lead them 
one step closer to energy 
independence and 
sustainable farming.

Another development is  
anaerobic digester biogas, 
which generates biogas 
from hog waste and was 
designed by Gus Simmons, 
Director of Bioenergy at 
Cavanaugh and Associates, 
and a team at Optima KV.

“The system provides 
several benefits to the 
farmers,” said Simmons. 
“They essentially get 
primary sewage treatment 
for the waste, and it greatly 

improves the odor emitted 
from the farms.”

Simmons’ company 
previously built a hog 
waste energy system 
for Duke Energy, Duke 
University, and Google at 
a hog farm five years ago 
that is still up and running. 

The downside is that farms 
are still left with brew in 
their lagoons, which is 
often inserted into the soil 
of the surrounding land, 

leading to nutrient and 
heavy-metal pollution in 
nearby creeks and rivers.

Carbon Farming 
“Carbon farming is 
agriculture’s answer to 
climate change,” said to 
Modern Farmer author 
Brian Barth.

The carbon farming 
concept focuses on 
keeping excess carbon 
out of the atmosphere by 
storing it in the soil to aid 
the growth of vegetation. 

Everyday farming practices 
like driving a tractor, tilling 
the soil, and grazing, result 
in the return of CO2 to 
the air. A whopping third 
of the surplus CO2  in our 
atmosphere today has come 
from agricultural activities.

Carbon Farming becomes 
a success when carbon 
emitted from farming 
practices is utilized in the 
soil—a process called soil 
carbon sequestration—
at a rate higher than the 
emission of carbon. Silvana 

The world’s livestock contributes 14.5 percent 
of annual global greenhouse gas emissions. 

http://thebossmagazine.com/


COLLABORATION

Pietrosemoli-Castagni, 
Research Associate of 
Animal Science at North 
Carolina State University 
and a team at the Center 
for Ecological Farming 
Systems are studying 
pasture-raised pigs and 
rotational grazing similar to 
traditional hog farming in 
Spain and Italy. 

“When pigs are outdoors 
they can express most of 
their natural behavior,” said 
Pietrosemoli-Castagni.

Because of this ability to 
socialize and roam more, 
she says the pig’s manure 
helps the soil quality 
improve. This also cuts 
the use of energy needed 
to pump or spread the 
manure. Additionally, 
it’s been suggested that 

pasture-based systems may 
have lower emissions than 
conventional concentrated 
animal feeding operations, 
especially when carbon 
sequestration in the soil and 
emissions from imported 
feed grain are included.  

In 2013, three farms in 
West Marin County in 
California launched a year-
long carbon farm program. 
Each farm had a unique 
and comprehensive carbon 
farming plan that included 
windbreaks, riparian 
and range management 
improvements, and the 
addition of flora and fauna. 

The three years following 
saw 20 more farms and 
ranches implement carbon 
farming plans.

“Carbon farming can 
cover small changes 
in land management 
like introducing no-till 
cropping, stubble retention, 
agroforestry, or methane-
reducing feed supplements. 
At the other end of 
the scale, it can mean 
developing an integrated 
whole farm plan to reduce 
emissions and maximize 
carbon capture,” shared 
Australia’s Young Carbon 
Farmers. 

Working Together 
While it may be challenging 
to accomplish sustainable 
farming, whether it be due 
to lack of research or lack 
of farmer finances, farm 
organizations across the 
globe have started looking 

to their governments for 
policy changes in hopes 
of creating an industry 
that meets international 
obligations for more 
sustainable farming while 
remaining competitive 
and encouraging growth 
production. 

“I feel the industry is really 
interested in changing,” 
said Pietrosemoli-
Castagni. “I am seeing a 
lot of research focused on 
making the industry more 
sustainable. So I think we 
are moving forward.” 

“I feel the industry is really 
interested in changing. I am seeing 

a lot of research focused on making 
the industry more sustainable. So I 

think we are moving forward.” 
S I LVA N A  P I E T R O S E M O L I - C A S TAG N I , 

R E S E A R C H  A S S O C I AT E  O F  A N I M A L  S C I E N C E 

AT  N O R T H  C A R O L I N A  S TAT E  U N I V E R S I T Y

January 2018  |  thebossmagazine.com  |  129128  |  thebossmagazine.com  |  January 2018

http://thebossmagazine.com/
http://thebossmagazine.com/


F O O D 
I N D U S T R Y 

G I A N T  N E S T L É 
U N V E I L S  B I G 

C H A N G E S
A l t h o u g h  c h a n g e s  t o  t h e  f o o d 

i n d u s t r y  a r e  e x p e c t e d ,  t h e  s p e e d 

a t  w h i c h  t h e y  a r e  h a p p e n i n g  a r e 

n o t .  S e e  h o w  b i g  b r a n d  N e s t l é  i s 

p a v i n g  t h e  w a y.  Written by Kat ie  McBeth

BEST IN CLASS

Change can be scary. For business, change 
can be both liberating and deadly. 

Disruption happens within every industry, 
but rarely does it happen overnight. 

Changes are normally subtle, slow, and 
methodical. However, as technology has 
advanced, so has the rate and speed of 

industry changes. What once took almost 
a decade to achieve now takes only a 
few years. This speed is, in part, driven 

by consumer desires and needs that are 
almost impossible to ignore thanks to 

growing online social platforms. 
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The food industry is certainly not immune 
to disruption, but changes rarely make the 
headlines. However, when a true disruption 
happens within the food industry, it can 
create ripples that far outstretch their 
boundaries, affecting everything from 
e-commerce to agriculture. 

The latest disruption—spearheaded by 
some recent company changes at Nestlé—
might create the sort of ripples that could 
lead to permanent changes within the 
food and agriculture industries. 

But what has inspired this recent shift? 
Could it be the company identifying a 
customer need, or could it be to attract 
the attention of the up-and-coming 
Generation Z? How fast are these 
changes happening, and how do food 
and agriculture companies stay relevant?

No matter what the root cause might be, 
these changes could very well turn the 
entire agriculture industry on its head. 
Let’s dive into what you can expect to 
see, what it means for the industry, and 
how these changes could impact your 
food and beverage consumption in the 
very near future. 

Nest lé ’s  Move Towards 
Transparency and Animal  Wel fare 
Nestlé—the largest international food and 
beverage company with over 447 factories 
operating in 194 countries—announced 
in October that it would be leaving the 
Grocery Manufacturers Association (GMA) 
due to differences over nutrition labeling 
procedures. GMA is a massive lobbying 
group that also lost Campbell’s Soup 

Company recently, and the loss of Nestlé 
could very well throw the group into an 
unrecoverable tailspin. 

But the reason behind Nestlé’s separation 
from this lobbying group is what makes it 
so newsworthy: Nestlé is making a move 
towards a more transparent and proactive 
approach to food manufacturing. The 
Swiss-based company has been making 
a slow progression away from traditional 
factory farming for egg production to a 
caged-free setting for their manufacturers 
and hopes to make the full transition by 
2020. In Europe, they have already hit 40 
percent of that goal. 

In related—and equally surprising—news, 
Nestlé recently acquired Sweet Earth 

THE  SWI SS-B ASED 

COM PA N Y  HAS  B EEN 

MAKI N G A  SLOW 

PRO GRESS I ON  AWAY 

FROM T RA DI T I ON A L 

FACTORY FA RMI N G 

FOR EG G  PRODUCT I ON 

TO A  CAG ED-F REE 

SETT I N G F OR T HEI R 

MAN UFACT URERS  A N D 

HOP ES  TO MA KE T HE 

FULL  T RA N SI T I ON  BY 

2020.
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feedback and the changes it produces is 
picking up steam. 

In some ways, this could very well be the 
case with the recent shift to a more green 
diet across the nation: particularly with 
millennials and Generation Z. In fact, meat 
and dairy substitutes have seen a massive 
increase over the past decade, and the 
plant-based, meat-substitute industry is 
expected to top $5.2 billion by 2020.

This trend is being championed by the 
youngest generations: those that are not 
only concerned about the quality of their 
food, but are also concerned with the 
environment and the lives of animals that 
supply their eggs, milk, and other animal 
byproducts. 

“While Millennials drove the shift toward 
cleaner ingredients, less-processed 
foods, more farmers markets, farm-to-
table dining, and even our addiction to 
almond milk, Gen Z wants more from its 
food supply,” noted Organic Authority 
in their recent piece on Generation Z’s 
food preferences. “It wants cruelty-free 
options—not just those that are ‘more 
humane’ versions of the same old meat, 
eggs, dairy, and seafood—they want 
foods that perform and taste as good 
as, if not better than, traditional animal-
derived products.”

And there is data to back up these shifts 
in consumer preferences. According to 
research conducted by Barclays in the 
UK, Generation Z is consuming 57 percent 
more tofu and 550 percent more non-dairy 
milk than millennials. 

Foods: a California plant-based food 
manufacturer. This shift from traditional 
manufacturing to a more animal-conscious 
one might seem strange but, according to 
experts, it’s expected. 

Organic Authority remarked on the 
shift: “Changes at the company have 
come at the pressure of both consumer 
and shareholder.” Additionally, The 
New York Times reported that many of 
these changes are happening due to 
the consumer shift around food delivery 
where a growing number of consumers 
are purchasing their groceries online or 
through a meal kit subscription service.

This isn’t the only shift that is forcing the 
hand of Nestlé and other large-scale 
companies. Generational changes are also 
playing a major role in the rise of vegan and 
vegetarian-friendly foods and beverages. 

Shift ing Consumer Wants and 
Needs:  Generat ion Z is  Taking Over 
Marketing often plays a large part in 
disruption, and modern-day marketing 
trends—primarily that of online social media, 
video marketing, and other content-heavy 
forms—have all but shaped the way that 
consumers interact with company brands.

One could argue that brands are no longer 
able to influence their desired markets, but 
that consumers are now directly informing 
brands of what they want. Instead of 
companies inventing disruption, they 
are being told by their audience to meet 
a specific demand. Some may refer to 
this as the “feedback economy,” and this 

“WHILE 

M ILLENNIALS 

DROVE THE 

SH IFT  TOWARD 

CLEANER 

INGR EDIENTS , 

L ESS- PR OCESSED 

FOODS ,  MORE 

FAR M ERS  M ARKETS , 

FAR M -TO-TABLE 

D IN ING ,  AND 

EVEN OUR 

ADDICT IONS  TO 

ALM OND MILK , 

GEN Z  WANTS 

M OR E FR OM ITS 

FOOD SUPPLY.” 
O r g a n i c  A u t h o r i t y
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Another interesting fact about the shifting 
preferences in food consumption is the 
methods being used by the companies that 
are shifting the industry. As Business Insider 
noted, college campuses are becoming 
a hotbed for testing new products on a 
young (and growing) audience. 

Meatless burgers from Impossible Foods 
are well on their way to college cafeterias 
across the nation, and other companies 
are following suit. CEO of Ocean Hunger 
Foods, David Benzaquen, told Business 
Insider that food service companies (such 
as those that supply college cafeterias) 
were a “natural fit” for his company.

“Colleges and universities buy huge 
volumes of food, and young people show 
an open-mindedness when it comes to 
plant-based foods,” he stated.

Nestlé has caught wind of this new trend 
and could very well be the leader in the 
next big disruption within the food and 
agriculture industry. As the demand 
for vegan-friendly products rises, more 
companies will either have to join the 
movement or struggle to gain the support 
of future generations. 

Rapid Consumer Changes Mean 
Rapid Shifts  in  Business 
It’s reasonable to assume that future 
generations will have different needs than 
current generations. Companies can expect 
it and make adjustments accordingly. 
These most recent changes, however, are 
happening far faster than anticipated. 

Irene Rosenfeld, CEO of the snack 
company Mondelez (owner of Oreo 

Cookies and Ritz Crackers), was asked how 
her company had managed to improve 
so drastically in its third quarter, even 
exceeding the expectations of Wall Street.

Rosenfeld responded that these shifts 
in consumer spending were beneficial 
and anticipated, leading to much of her 
company’s success, but her company, and 
others, should still keep their ear to the 
ground for changes. 

However, with a solid bottom line plan, 
companies like Mondelez could survive 
rapid shifts as long as they continued 
to balance and focus equally on the top 
and bottom line. In a response, Rosenfeld 
stated: “I truly believe that the combination 
of a strong top line together with a 
strong bottom line is what makes for a 
sustainable business.”

It could be that a strong bottom line is 
what is helping Nestlé stay aloft in their 
rapidly changing market. It could also 
be that they simply got lucky with some 
successful futurecasting that helped them 
notice a trend before it passed them by. 
No matter what the motivation was, other 
companies will want to take note on how 
this shift towards transparency and animal 
welfare could work for them. 

It won’t be long before Generation Z 
becomes the next big marketing focus, 
and their demands are hard to ignore. 
Millennials have already had their place 
at the table, and their changes have 
helped shape the food industry for some 
time. However, those changes were only 
the beginning of a much larger disruption 
directly on its heels. 
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experience in marketing for small 
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millennials, and she has been 
featured on Fortune Magazine and 
the Quiet Revolution. She writes 
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I TA L I A N N I ’ S  R E S TAU R A N T
PA RT N E R S  F O R  H U G E  E X PA N S I O N
A f t e r  s e e i n g  s u c c e s s  i n  M ex i c o , I t a l i a n n i ’s  re s t a u ra n t  p l a n s  fo r  a  b i gge r  fo o t p r i n t .

Finding Italian food outside of Italy is easy. Finding an 
authentic Italian restaurant that serves traditional recipes 
outside of Italy is near impossible.

Italianni’s restaurant is trying to change that.

Founded on original, old-world Italian family recipes 
at affordable prices in the 1990s, Italianni’s restaurant 
is changing the perception of authentic Italian food in 
unexpected locations. The majority of the 120 restaurant 
chain’s locations are in Mexico, and the organization also 
has locations in the Philippines, Guatemala and Texas.

While these locations seem a little out of the way for 
traditional Italian fare, worry not: Italianni’s restaurant 
tirelessly works to provide authentic Italian fl avor in
each and every meal.

“We travel to Italy every year and have the great 
opportunity to handpick recipes from generations-old 
Italian families,” shared Juan Carlos Cachoua, CEO of 
Italianni’s restaurant. “We learn the history of the dish, 
how it evolved within the family, and eventually how 
to create these dishes from the people who have been 
making them for decades.” 

http://thebossmagazine.com/
http://thebossmagazine.com/
http://italiannis.com.mx/


BEST IN CLASS

I TA L I A N N I ’ S 
F A M I LY  R E C I P E S

C o z z e  a l l a  G e n o v e s e 
On La Isla de Ponza, Italy circa 1917, 

Nonna Patrizia Damini used to visit the 
Pescatori in the mornings in search of the 

freshest mussels to prepare this special 
recipe for her family, who inherited the 
recipe and prepared it specially during 

summer holidays.

Today Damini’s family prepares the 
same recipe after many generations to 

their loved ones.

L a s ag n a  a l l a  B i a n c i n i
This recipe was typical of the Biancini 

family. The grandmother, Lucia, prepared 
it in moments of celebration. Her 

grandson, who inherited the taste for 
cooking, continued with the tradition of 
preparing this recipe and shared it with 

us to the delight of all our guests.

This is the core of Italianni’s 
restaurant as an organization. 

“As recognition and tribute 
to all the families that have 
shared their traditional 
fl avors and unique stories, 
many of our dishes have 
their last name,” the 
company shared. “Also as
a thank you to their 
families, on our walls we 
put the photos they share 
with us of their special 
moments and loved ones.

“We hope that through 
each delicious dish, we
can transport them even 
for a brief moment to
this space in the heart of 
some Italian family.”

Italianni’s has defi nitely been 
successful in this regard. 
Consumers have recognized 
the organization with 
several different awards, 
including best shopping 
center restaurant and 
the most recommended 
restaurant chain in Mexico, 
as well as the best casual 
dining restaurants in
the Philippines.

With locations
in completely different 
regions culturally and 
geographically in the world, 
Italianni’s restaurant works 
hard to make sure each 
location fi ts its community. 

“For example, every city 
has its own challenges in 
Mexico. In some places, 
the freestanding model of 

https://www.sargento.com/
http://www.roccasveva.com/


“ O U R  B U S I N E S S  M O D E L  W I L L  A DA P T  T O  T H E 
M A R K E T.  F I N E  S P I C E S  S E E S  T H E  WO R K  W E ’ V E  P U T 
I N  S O  FA R ,  A N D  T H E  G RO U P  O F  I N V E S T O R S  H A S 
C O N F I D E N C E  I N  O U R  T E A M .”
Juan Carlos Cachoua, CEO
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our restaurant is perceived 
better. In others, being 
part of a shopping center 
yielded better results. In 
Cancun, we have to appeal 
to tourists, so the restaurant 
needed to adapt. Being 
fl exible—while still sticking 
to our authentic menu—is 
key to our success.”  

So what’s next for a brand 
that already seems to 
dominate saturation in its 
home market? Expansion.

Italianni’s restaurant has 
recently entered into a 
development partnership 

with Fine Spices LLC,
which is expected to
yield a whopping 200 new 
restaurant locations
over seven years. For those 
familiar with the casual 
dining market, however, you 
may think that now isn’t 
the best time to pursue 
such a large expansion. 
Cachoua understands your 
trepidation.

“It’s important to understand 
the position the restaurant 
industry is in before making 
these kinds of decisions,” 
he shared. “Trying to launch 
a casual dining location 

in today’s market sounds 
challenging, and it is—the 
market is going through 
some hard times right now.” 

One of the biggest 
challenges is that labor 
costs are increasing, and 
brands are having to fi gure 
out whether to cut costs 
elsewhere or raise prices. 
Compromises have to be 
made, and business models 
have to adapt. 

But Italianni’s restaurant 
and Fine Spices are both 
optimistic about their 
future in the marketplace.

“We’re continuing to study 
the trend and the evolution 
of the segment,” Cachoua 
continued. “Our business 
model will adapt to the 
market. Fine Spices sees the 
work we’ve put in so far, 
and the group of investors 
has confi dence in our team.

“We’re building a talented 
development team to fi nd 
the best locations so that 
they are commercially viable 
almost from the start.”

Italianni’s is in the process 
of opening its fi rst new unit 
since its partnership with 

Fine Spices earlier this year. 
JC Cachoua expects it to 
open in the next seven to 
eight months. 

The U.S. is a potential 
goldmine for Italianni’s, 
and much of the 
development of the 200 
additional locations could 
potentially end up in the 
U.S., specifi cally Texas
and Florida. 

“We have a well-rounded 
plan for the Florida market, 
that then could lead to 
expansion continuing up 

the East Coast of the U.S.,” 
Cachoua said.

Although the growth 
goes against what people 
expect of the casual dining 
market today, Cachoua isn’t 
worried. His confi dence
in the Italianni’s restaurant 
brand—and the obvious 
consumer love and support 
for its authentic Italian 
recipes and ambiance—
lead me to believe that the 
company will fi nd success 
in the U.S. market, and 
anywhere else it looks to 
expand. 

http://thebossmagazine.com/
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Transforming the remains of RadioShack Canada into a 
vital and relevant operation might seem like an impossible 
quest, but the current success of The Source proves that 
the pursuit of excellence really pays off.

As Canada’s largest consumer electronics retailer, 
The Source has risen from the ashes of former 
owners RadioShack Canada and Circuit 
City in spectacular fashion. At a time 
when legacy brick and mortar players 
are disappearing, the self-styled 
“neighborhood tech specialists” are 
opening profi table stores, kiosks, 
and tech vending machines 
throughout Canada.

One key strategy 
that has accelerated 

The Source’s fi ve-year 
reinvention journey: shifting 

from being a small player in
the big box realm to becoming

a dominating force in small
box retailing.

“It’s impossible to try and be everything to 
everybody. I think that was part of the failing of 

RadioShack: you can’t be a small version of a big 
box store,” explained Ron Craig, VP of Marketing and 

Development at The Source. “That’s the difference in our 
approach. We’re picking our spots and defi ning ourselves 

by categories that people are still looking for at retail.”

The Source is reimagining the way consumer 

electronics are sold—and changing Canada’s retail 

landscape one experience at a time.

T H I N K I N G  O U T S I D E

THE BIG BOX

http://thebossmagazine.com/
http://thebossmagazine.com/
https://www.thesource.ca/


BEST IN CLASS

146  |  thebossmagazine.com  |  January 2018

Despite having only a fraction of the square footage of a 
big box operation, The Source delivers 80 percent of the 
most in-demand SKUs in their specialty categories.

“We have the range of brands, we have the depth 
of selection, and that’s purely by making decisions 

regarding what we want to be in and what we want
to be out of,” Craig noted.

Craig also pointed to compact audio 
technology, which allows The Source to 

maintain an impressive experiential audio 
department in a very small space—a 

feat unheard of just a few years 
ago—as well as the ability to 

offer its customers one-on-one 
experiences and technical 

knowledge that big box 
retailers promise but

rarely produce.

“ W E ’ R E  P I C K I N G
O U R  S P O T S  A N D

D E F I N I N G  O U R S E LV E S
B Y  C AT E G O R I E S  T H AT 

P E O P L E  A R E  S T I L L 
LO O K I N G  F O R  AT  R E TA I L .”

RON CRAIG, VP OF MARKETING

AND DEVELOPMENT

http://thebossmagazine.com/
http://www.samsung.com/us/galaxy/note8/
http://www.samsung.com/us/galaxy/note8/
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FROM BROKEN 
CHANNELS TO BUY-IN
In charting The Source’s 
route from irrelevance 
to hotness, company 
president Charles Brown
is startlingly candid.

“We’ve taken this channel 
that was broken down, run 
down, and pretty derelict—
some people used to 
describe the stores as dark 
and dangerous—and we’ve 
revitalized that by bringing 
in brands, by bringing in 
fixtures, redesigning the 
stores, and training our 
people to deliver on our 
brand promise of providing 
a simplifi ed solution to our 
customers,” he asserted.

Creating customer 
experiences that align 
with their expectations 
for personalization and 
service is at the core
of the brand re-do.

“Part of brand reinvention 
is attracting and developing 
customer focused 
associates,” said Craig. 
“As we lean into offering 
knowledgeable and 
personalized service, there 
is an expectation that it is 
beyond what RadioShack 
would have delivered.”

If you’re thinking that’s an 
easy task given the Shack’s 
phenomenally listless 
reputation, think again.

“Reinventing the brand 
is helping us attract 
different and higher quality 
associates who want to be 
involved in our fundamental 
transformation of retail,” 
Craig added. “Most stories 
about retailers are going 
the other way, or are about 
downsizing and closing. 
[…] The fact that The 
Source continues to show 
strength and is opening 
new locations is helping 
us attract new talent 
at all levels of our 
organization.”

Along with 
the infusion of 
new talent, securing 
organizational buy-in is 
essential to The Source’s 
reformation.

“Clarity of positioning is 
the starting point,” Craig 
noted. “That’s what we’ve 
been working on—aligning 
the organization against a 
very clearly defi ned brand 
positioning and defi nition 

http://www.samsung.com/Dex
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of what The Source is 
going forward, with the 
understanding that it 
will evolve as technology 
changes but it will all be 
rooted in the same brand 
promise. We’ve been doing 
a lot of work, talking to our 
managers about the brand 
and culture and their role
in delivering on it.

“Once you start to 
demonstrate that you’ve got 
a clear defi nition of where 
you’re going, people start to 
see it. If you don’t have your 
team on board it’s harder to 
get the consumer on board. 
It can’t be just advertising 
messages; it has to be 
delivered through all touch 
points and that’s what we’re 
focused on—making sure 

it translates to the whole 
team and culture.”

RETHINKING 
THE 40-YEAR-

OLD VERSION
The Source’s 

bold tagline, 
“I Want That,” 

illustrates the company’s 
connection to younger 

shoppers. Changing the 
perception of The Source 
from a fusty, 40-year-old 
electronics shop to a hip 
destination is an exercise
in agility.

“There’s no doubt that
in retail there’s kind
of an industrial revolution 
that’s happened in that 
the channels, choice, and 

“ O N C E  YO U  S TA R T  T O 

DEMONSTRATE THAT YOU’VE 

G O T  A  C L E A R  D E F I N I T I O N 

O F  W H E R E  YO U ’ R E  G O I N G ,

P E O P L E  S TA R T

T O  S E E  I T.”
RON CRAIG

http://thebossmagazine.com/
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BEST IN CLASS

152  |  thebossmagazine.com  |  January 2018

options that the consumer 
has today are incredible 
compared to what
they were 20 years ago,” 
Brown recalled.

“In this changed 
environment the key for 
retailers, especially brick 
and mortar retailers, is 
that you have to make sure 
that what you’ve got is 
relevant and it’s something 
that consumers actually 
choose to interact with,”
he continued.

“If you go into a The Source 
store, you’ll see a large 
assortment of headphones. 
Headphones are a perfect 

category because people 
want to listen to them 
and you can’t do that 
effectively through other 
channels. We put mirrors in 
the stores because people 
want to see how they look 
on their head. They’re a 
fashion item and people are 
concerned about how they 
look—that’s a meaningful 
category that people will 
come in to check out.”

The Source changed 
its merchandise mix, 
shifting out of selling 
commoditized products 
such as thumb drives 
that can be purchased in 
a wide variety of places, 

to offering products that 
require interaction as part 
of the buying decision.

The Source’s experientially-
focused “tech centric” 
store redesign makes it 
easy for consumers to 
have a hands-on buying 
experience—a must 
particularly for audio and 

“ H E A D P H O N E S 
A R E  A 

P E R F E C T 
C AT E G O R Y 

B E C A U S E 
P E O P L E 

WA N T 
T O  L I S T E N 

T O  T H E M 
A N D  YO U 

C A N ’ T  D O  T H AT 
E F F E C T I V E LY 

T H R O U G H  O T H E R 
C H A N N E L S .”

CHARLES BROWN, PRESIDENT

SMOOTHTALKER

SmoothTalker, the industry leader in 
cellular signal boosters, has set itself 
apart from the competition with the 
most advanced product solutions.

SmoothTalker’s cellular signal 
booster solutions are the culmination 
of over 20 years of industry-leading 
experience. It boasts StealthTech 
technology, with proprietary 
algorithms that provide unsurpassed 
oscillation and power control to 
ensure SmoothTalker signal boosters 
protect the network and always 
provide maximum connectivity and 
coverage to the cellular device.

In 2001, the company designed the 
fi rst Digital Mobile Cellular Signal 
Booster in North America to receive 
FCC and Industry Canada approval.

And SmoothTalker continues to 
be an industry leader. Its products 
are commercial grade, made in 
North America and outperform 
all competing brands. As one of 
the most trusted names in cellular 
signal boosters, SmoothTalker 
solutions have been integrated 
with installations for homes, 
buildings, M2M, vehicles, RVs, 
and commercial fl eets throughout 
North America, South America, 
Australia, and Europe.

http://thebossmagazine.com/
http://smoothtalker.com/
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videophiles. Featuring less 
clutter, appealing lighting, 
wider aisles, warm wood 
accents and a neutral white 
backdrop ideal for testing 
out products, The Source’s 
stores are a hit with their 
target demographic of 
shoppers 18 to 44.   

Additionally, The Source 
is partnering with Ebay, 
Amazon, and other 
electronics sellers to expand 
its reach, becoming a true 
omnichannel retailer.

“It’s really two fold,” 
Brown enumerated. “One, 
make sure your stores are 
relevant by having the 
right people and the right 
product and good looking 
stores so people want to 
go to them, and create 

alternate channels so you 
can reach everybody.”

MEETING CUSTOMERS 
WHERE THEY ARE
For some fi rms, that 
expression is a popular 
contemporary marketing 
trope. For The Source, it’s 
quite literal. Seeking a
way to gain prominence
in a retail bricks and 
mortar environment 
roiled by anchor store 
closures, bankruptcies, 
and downsizing, company 
leadership is looking 
beyond the small box 
to kiosks and vending 
machines.  

“Forty million people go 
through Toronto’s Pearson 
International Airport 
every year. So when we 
started talking about 
traffi c declining at the 
traditional store level, my 
thought was simply, “why 
don’t we put stores where 
the people are?” That’s 
not brilliant, that’s just 
fi nding people and putting 
ourselves in front of them,” 
Brown admitted.

“We’ve put vending 
machines and kiosks in 
the airports, all aimed at 
putting the right mix of 
our products for people in 

GB MICRO

In business since 1983, GB 
Micro is a Canadian Distributor 
specialized in fl ash and computer 
memory products as well as 
various consumer electronic lines. 
The company’s main competitive 
advantage is the trust it had from 
customers to bring them the right 
product at the right time at the 
right price. This is made possible 
by an excellent product sourcing 
team, an aggressive sales force, 
and an effi cient supply chain. GB 
Micro carries a limited amount 
of lines per product category 
which enables the brand to focus 
on maximizing the sales of the 
lines it carries. If you are looking 
for a Canadian partner who can 
work closely with manufacturers 
to ensure maximum penetration 
in the Canadian market and high 
customer satisfaction, GB Micro 
is it.

http://www.gbmicro.com/
http://www.gbmicro.com/
http://dynamicsf.com/
http://dynamicsf.com/
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“THE KEY IS FINDING 

WHERE TRAFFIC EXISTS, 

AND THAT’S PART OF 

OUR STRATEGY TO 

COMPLEMENT WHAT 

WE ARE DOING IN 

TRADITIONAL RETAIL, 

MAKING SURE WE’RE 

RELEVANT,  AND FINDING 

OTHER SPOTS.”

RON CRAIG

the circumstance in which 
they’re in—airports. So you 
can imagine, we sell lots 
of headphones, chargers, 
cables, things that you’ve 
forgotten. That was a whole 
group of people that we 
weren’t tapping.”

The effort gave a brutal 
“tap” to Best Buy, knocking 
the big box store out of its 
vending position at Pearson.

The fi rm is taking that 
approach in other non-
traditional areas, including 

university campuses, rest 
stops, and other highway 
traveler locales.

“A lot of our products lend 
themselves to travelers, 
so airports and roadside 
locations make sense,” Craig 
exhorted. “The key is fi nding 
where traffi c exists, and 
that’s part of our strategy 
to complement what we are 
doing in traditional retail, 
making sure we’re relevant, 
and fi nding other spots.”

In Brown’s view, it’s all 
about reaching customers 
where, when, and how
they desire.

“It’s working,” he chuckled. 
“That’s the best thing. It’s 
working in this incredibly 
changing environment.” 

Craig is equally 
enthusiastic. “We’re seeing 
great response in terms of 

http://thebossmagazine.com/
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revenue, so it’s meaningful 
and it’s real,” he said.

REACHING OUT, 
STAYING STRONG, 
BEING COOL 
The Source’s relationship 
with iHeartRadio allows 
the company to create a 
presence at music festivals 
and concerts, boosting its 
infl uence on young music 
enthusiasts.

“It works really well from 
our standpoint on reaching 
an important demographic,” 
Brown concurred. “It’s a 
group that has a say about 
what is purchased in the 
home. What we bring to 
iHeart Radio is reach, and 
a way to reach people 
through audio and music 
because of the products 
they’re buying from us.”

Growth opportunities 
exist in the connected 
home products market 
and in educational toys 
revolving around science, 

“ W H AT  W E  B R I N G  T O

I H E A R T  R A D I O  I S  R E AC H ,

A N D  A  WAY  T O  R E AC H

P E O P L E  T H R O U G H  A U D I O

A N D  M U S I C  B E C A U S E

O F  P R O D U C T S  T H E Y ’ R E

B U Y I N G  F R O M  U S .”
RON CRAIG

technology, engineering, 
and math, or STEM.

“The cool thing about 
that category and its 
emergence is that is 
actually ties back into our 
heritage,” Craig recounted. 
“The RadioShack model 
was all about hobbyists or 
makers, and there’s a bit of 
that in this space, but we’re 
taking it to a different level 
more tied to education 
and what’s happening in 
schools around curriculum. 
We just launched our line 
of STEM products this fall; 
we’re expecting it to be 
really strong this Christmas 
and we will continue to 
build out that category.”

Wearable tech is taking off 
in the Great White North, he 
added. “[They are] perfectly 
aligned with what we’re 
trying to do. We’re just 
exploring connected cars 
and what we can do from 
an aftermarket perspective, 
so lots of cool stuff.” 

https://interadwes.com/en-us/
https://interadwes.com/en-us/
https://www.jabra.com/sports-headphones/jabra-elite-sport?gclid=CjwKCAiAmb7RBRATEiwA7kS8VEUQCVfDh0ZkcqyCI0LH4ZghCLHQ794wF_xgWKrG6xt4GQdeJbrFYhoC8jwQAvD_BwE


BEST IN CLASS Gulfstream Services

B L A C K  G O L D  & 
NEW BLOOD
G U L F S T R E A M  S E R V I C E S  I S  E M B R A C I N G  T H E 

N E W  F O R  G L O B A L  E X PA N S I O N .
There was a general feeling of uncertainty in the oil 
and gas industry when Daniel Miers joined Gulfstream 
Services as its Chief Operating Officer. The market was 
experiencing a downturn, one severe enough that only 
the decades-old veterans of the industry had experienced 
before. There was understandable internal skepticism 
when Miers—one of the youngest leaders in the industry—
started with the company.

“Gulfstream was a little beat up by the downturn,” he said. 
“Motivation was low. There was a feeling of ‘Oh wow, look 
at the kid boss coming in,’ when I started.” “Honestly I 
wouldn’t know how to react if the team acted differently, 
I have spent my career overcoming the age stigma and I 
think that keeps me on top of my game.”

It also helps that the ‘kid boss’ has 10 years of 
experience leading thousands of employees at publicly 
traded companies.

“But, and I’m not just saying this because I work here 
now, Gulfstream Services was and is one of the healthiest 
companies I’ve seen in this industry. They were able to stay 
profitable through the downturn, which is a huge feat.”

Although Gulfstream Services didn’t suffer as acutely as 
many other organizations did, Miers was brought in to 
help the company—and its culture—recover.  

“We haven’t changed the company’s values, or the way 
that Bobby Bond [CEO] has done things. I just brought a 
little flavor.”

Bond’s father founded the company in 1978; next year 
will be Gulfstream Services’ 40th anniversary. It began 
as a small but unique oilfield rental company that Bosco 
Bond ran until retiring in 1999.  He was succeded by Mike 

https://gulfstreamservices.com/
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Mire who served as CEO 
until August 2016 when 
Bobby Bond was appointed 
CEO. Today, Gulfstream 
Services has rental tool, 
wireline, decommissioning, 
cement head assembly, and 
HSE (health, safety, and 
environmental) divisions, 
covering a large cross 
section of the oilfield 
services sector. 

Bobby Bond is a fixture in 
the oil and gas industry. It’s 
a big reason Miers joined 
the company.

“The legacy here is 
incredible. It’s always been 
full of brilliant people who 
know this business better 
than anyone I’ve ever met.”

R E C O V E R I N G  F R O M 
M A R K E T  D O W N T U R N 
To overcome the negativity 
left behind by the 
downturn of the market, 
however, Miers and 
the executive team had to 
make a few changes. They 
were sensitive to the family 
culture that had been 
cultivated over its four 
decades in operation, as 
well as the challenges 
of marrying Miers’ new 
form of leadership with the 
views of the old guard. 

“Making the old and the 
new mesh at my previous 
companies was super hard 

to do. And while it wasn’t 
without its challenges here, 
the whole company was 
receptive to me. It was a 
great place to start.” 

Miers’ mantra of “teamwork 
makes the dreamwork” 
pervades his leadership 
approach. By trusting those 
who work around him, he 
has built a team that is able 
to hold itself accountable 
and understands the 
responsibility to perform.

A  P U S H  F O R 
C O N N E C T I V I T Y 
With locations ranging 
from the Permian Basin to 
Scotland, Miers and the 
Gulfstream Services team 
knew they needed to be 
more connected. With 
his proven knowledge of 
team management and 
an arsenal of new tools, 
Miers instituted new tech 
like Slack to help with 
communication.

“Now we have veterans 
with 40 years of oil and gas 
experience using emojis in 
conversation,” he shared.  

A new customer 
relationship management 
(CRM) platform has also 
been widely adopted, and 
a proprietary inventory 
management solution is in 
the works. Miers and his 
team are looking to push 

http://thebossmagazine.com/
http://www.efleets.com/
mailto:hello@revelry.co
https://revelry.co/
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out the pencil pushing and 
bring in the paperless work.  

“40,000 SKUs are super 
tough to keep track of,” 
he said. “We have a legacy 
software now, but we’re 
moving towards bigger 
and better. In the end, 
it will give customers a 
better experience, as well 
as utilize RFID tech when 
our equipment comes 
back to our facilities and 
electronic ticketing.

“If there’s a way for us to 
incorporate technology 
that will be beneficial to us, 
it’s probably in our plan.”

Gulfstream Services has 
seen some structural 
shifts under Miers and his 
leadership team as well. 
Today, each product line 
has a director. This has 
proven to be critical to 
how Gulfstream Services 
operates, and has made 
customer service easier.

G L O B A L  E X PA N S I O N 
S T R AT E GY 
Gulfstream Services’ 
equipment has been 
used by several big oil 
and gas players in over 
30 countries around the 
world. The company has 
several locations in the 
U.S., and a presence in 

Scotland, but is looking to 
reach even further.

“Honestly, we’re looking 
pretty much everywhere, 
focusing on seven different 
countries we operate in 
today,” Miers said. 

With the backing of 
a private equity group, 
Gulfstream Services can 
pivot and make decisions 
quickly. 

Daniel Miers has only been 
with the company for 
just over a year. Already, 
changes to technology and 
some shifting of company 
structure has resulted in 
a stronger, more resilient 
company. It’s not easy 
work, but Miers wouldn’t 
trade it for anything.

“Gulfstream is celebrating 
its 40th year in operations 
in 2018 and companies 
that last that long, through 
markets like this, do so for 
a reason: people. We are a 
family company that was 
started by Bosco Bond 
in 1978 and we take each 
customer request personally.  
If you are an employee that 
comes to work every day 
and gives 100 percent you 
will have a voice and you will 
be part of the best team in 
the world.” 

“ T H E  L E G A C Y  H E R E  I S 
I N C R E D I B L E .  I T ’ S  A LW AY S  B E E N 
F U L L  O F  B R I L L I A N T  P E O P L E  W H O 
K N O W  T H I S  B U S I N E S S  B E T T E R 
T H A N  A N YO N E  I ’ V E  E V E R  M E T.”
D A N I E L  M I E R S ,  C H I E F  O P E R AT I N G  O F F I C E R

http://thebossmagazine.com/
http://thebossmagazine.com/


FINANCE

RISING ABOVE THE NOISE
S TO C K T W I T S  C E O  I A N  R O S E N  I S  S E R I O U S  A B O U T T H E  D I S R U P T I O N 

O F S TO C K  M A R K E T I N V E S T I N G 
Writ ten by Anne-Frances Hutchinson

The past several years of Ian Rosen’s 
career have been all about making 
financial information accessible. From 
stints at Dow Jones and its media 
subsidiary MarketWatch to his role as Co-
founder of Even Financial, a first-of-its-
kind supply-side online lending platform, 
his efforts have simplified information 
gathering for seasoned financial world 
devotees and newbies alike.

As CEO of StockTwits, the largest social 
media platform for stock market investors 
and traders, he’s shaping an educational 

ecosystem that reflects the way young 
people think about and connect with 
financial information.

To begin, he engaged in a bit of 
mythbusting.

“I think that there’s a predominant view 
that there’s this new tool out there, and 
because this new tool exists, everyone 
should adopt it, but in reality that’s not 
what happens,” he recently told BOSS.

“In reality, what happens is that people 
change their behavior slowly, and if you 
use those new tools to stand in front of 
those changes, then people will adopt 
those new behaviors as a result of using 
the tools.”

Rosen credits some of StockTwits’ success 
in part to the realization that the company 
is “standing in front of a changed buying 
and research behavior that is more in tune 
with how people do things today.”

Millennials and digital natives favor a 
social and discovery-based style of 
learning and decision-making.

“They’re not going to go out and do 
research on StockTwits,” he said. “They 
may do that after some other things, but 
first they’re going to look and see what 
the smart people are doing, what are 
some of the recommendations based on 
what’s been done before, and what are 
some key ways that those similar to them 
are making their own decisions.”

StockTwits produces streams of 
investment-focused content from over 

https://stocktwits.com/
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1.2 million registered users and around 2 
million unique monthly visitors.

RULES OF ENGAGEMENT 
Access to a wide and deep range of 
expertise is one of social media’s biggest 
advantages. The ability to connect with 
a respected or admired advisor, either 
through conversation with them or about 
them, is a StockTwits cornerstone.

“Many people have learned how to invest 
on our platform by developing mentorship 
relationships or by listening to others 
speak about it, and asking questions and 
engaging in that way,” Rosen stated.

“The benefit of social media is 
primarily that you are able to create an 
environment where people can share in, 
find, listen to, and engage with the most 
relevant, smartest, easiest to understand, 

and the most helpful people.”

As learning methods shift from the typical 
interactions that Baby Boomers and Gen 
X’ers know well— think one professor 
addressing 150 students in a lecture hall—
to the crowdsourced experiences preferred 
today, discussions take precedence over 
traditional forms of research.

StockTwits streams open the doors to 
market experts, public companies, and 
a thriving community of knowledgeable 
investors, all of whom are willing to share 
their resources with novices.

“THE BENEFIT OF SOCIAL MEDIA IS PRIMARILY THAT YOU ARE ABLE TO 
CREATE AN ENVIRONMENT WHERE PEOPLE CAN SHARE IN, FIND, LISTEN 

TO, AND ENGAGE WITH THE MOST RELEVANT, SMARTEST, EASIEST TO 
UNDERSTAND, AND THE MOST HELPFUL PEOPLE.” IAN ROSEN, CEO

BREAKING BARRIERS 
Today’s fresh crop of investors is at a 
significant disadvantage compared to 
prior generations, who generally had more 
income to invest. Younger generations 
at the same stage of life today have more 
debt and less disposable income.

In Rosen’s view, this issue feeds the 
two other major barriers to investment: 
tradition and lack of trust.

“The traditional financial services 
infrastructure isn’t really designed to cater 
to younger people with small balances 
who just want to get started or just want 
to learn,” he pointed out. “It’s designed to 
cater to people who are ready to commit 
a certain higher amount of money.

“The kinds of companies that have been 
proliferating, including StockTwits, are 

companies that are able to engage 
younger people where they are today: 
they find investing to be maybe a little bit 
scary, maybe a little bit hard, a little bit 
boring, and (these companies) make the 
experience of learning investing more fun, 
more engaging, and more entertaining 
while providing options for investing small 
amounts of money and getting started in 
a very small way.”

He added that young investors with 
bankrolls of $1,000 or less simply don’t 
have the funds to approach either a 
traditional or a discount broker.

http://thebossmagazine.com/
http://thebossmagazine.com/
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Distrust of older generations and institutions 
is another significant obstacle StockTwits 
is determined to blast into oblivion.

“There’s a generation of younger people 
that have seen their parents go through 
the financial crisis, lose significant amounts 
of money,” he explained.  “The trust has 
been significantly eroded in what was the 
traditional financial services infrastructure.

“If you combine the fact that this old 
infrastructure is not very trustworthy with 
the tools that they use are not designed 
to work with the way young people want 
to experience and buy things […] and 
they’re simply not designed to accept the 
kinds of clients that they are, it opened 
up the opportunity for companies that 
are helping people learn how to invest in 
ways that people who do want to engage 
can flourish.”

StockTwits’ demographic skews young, 
with 65 percent of users aged 18 to 44, and 
Rosen is witnessing an influx of younger 
users previously unseen in financial media 
services technology applications.

“We’re knowledgeable and trustworthy 
and we’re a company that’s providing 
information that you can rely on, but 
we’re not the Morgan Stanley or Goldman 
Sachs of the world,” he asserted. “We’re 
a little bit more the anti-that, and we’re 
also using tools that will allow people to 
engage in lower volumes.”

DIY AND DEMOCRATIZATION 
“The millennial generation is very much a 
do-it-yourself generation of people who 
are responsible with money or want to be. 
So it doesn’t make them fearful to invest, it 
makes them fearful to invest in traditional 
ways with traditional players,” he clarified.

“THE MILLENNIAL GENERATION IS VERY MUCH A DO-IT-

YOURSELF GENERATION OF PEOPLE WHO ARE RESPONSIBLE 

WITH MONEY OR WANT TO BE. SO IT DOESN’T MAKE THEM 

FEARFUL TO INVEST, IT MAKES THEM FEARFUL TO INVEST IN 

TRADITIONAL WAYS WITH TRADITIONAL PLAYERS.”

IAN ROSEN

That rejection of the tried-and-true 
presents a golden opportunity for 
StockTwits. Take, for example, the current 
experience of banking for young people. As 
Rosen illustrated, it bears little resemblance 
to the experiences of past generations.

“If I’m going to give somebody money I’m 
going to do it through Venmo or PayPal. 
If I’m going to invest, I’m going to do it 
on the web with my phone or mobile-
first application. If I’m going to save, I’m 
going to do it through any number of 
technology-based applications.

“When I’m buying, I’m not going to 
withdraw money to go to a store. I’m 
hooking up an application to my bank or 
my credit card to Amazon. That’s very 
much changing the way in which young 
people are going to invest and the kinds 
of companies they trust to help them on 
that journey.”

For a generation seeking companies 
that speak their language, StockTwits is 
rising above the din to send a very clear 
message: we stand where you are.

“At the end of the day we are looking 
at a very, very large and fast moving 
democratization of information. 
Traditionally all the information was held 
by large institutions and investment banks, 
and you had to have a certain gravitas and 
account balance to get involved.

“That changed with the discount 
brokerage model—now all of a sudden 
you can get your own information on the 
web,” he said. “Now we are in a much 
more discovery-based world where the 
information is coming to you.” 

http://thebossmagazine.com/
http://thebossmagazine.com/


LIFESTYLE

N E W  Y E A R , 
NEW WORKPLACE?

Companies are revamping their 
wellness programs to better suit 

the needs of their employees.

It’s official: wellness programs are no longer considered 
“just a fad” or a “nice thing to do.” Wellness programs aren’t 
new to the corporate world, but they are being reinvented. 
Employers are taking a more whole-person view of well-
being, packaging programs based on career and life stages 
and giving more attention to the work environment itself by 
taking steps to ensure it promotes healthy behaviors.

In fact, the U.S. wellness industry is now worth nearly $8 
billion. Employee health and well-being remains a growing 
business priority, proven to support the professional 
and personal development of your employees. Of the 
employers surveyed by The International Foundation of 
Employee Benefits Plans, more than half saw a decrease 
in absenteeism and 66 percent saw an increase in 
productivity when introducing wellness programs into 
their businesses.

To be sure you’re taking advantage of important wellness 
programs, you’ll want to keep abreast of the new health 
and well-being trends on the horizon in 2018. Here are five 
areas to keep an eye on.

Written by Laurie Mitchell, Assistant Vice President, 
Global Well-being & Health Management, Colonial Life

1 
FINANCIAL WELL-BEING

Financial health will become a key component of wellness 
programs in 2018. Businesses will prioritize addressing 
employees’ money worries that cause stress or can 
aggravate mental health problems. Employers have a 
long way to go: according to a 2016 report from The 
Society for Human Resource Management, only 24 percent 
offered employees access to online financial advice and 
22 percent provided group workshops. 

And it’s affecting the bottom line. A recent PwC report 
estimated the cost of lost productivity caused by money 
concerns averages $3.3 million a year for a large business 
with 10,000 workers.

In addition to offering financial literacy and planning tools, 
employers can help workers be prepared for financial 
challenges by offering income protection insurance 
benefits. Long- and short-term disability, life, critical 
illness, and cancer coverage will become more important 
than ever before.

More employers will invest in wellness programs that 
contain education on the benefits of these products. 
Access to professional financial advice will also be made 
more readily available through online hubs, one-to-one 
meetings, and money management workshops.

https://www.linkedin.com/in/lauriemitchellrd/
http://livingbusiness.coloniallife.com/
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3 
YOU ARE WHAT YOU EAT

2 
THE MENTAL HEALTH DAY

Given the worrying statistic that nearly 50 percent of the 
U.S. population has one or more chronic health conditions, 
companies will pay more attention to the food options 
made available to employees in the workplace.

Gen Z and millennials care more about healthy food 
than previous generations, so appealing to the tastes of 
the business leaders of tomorrow could prove to be a 
successful recruitment and retention tool. Get ahead of 
the curve and reassess your wellness programs, swapping 
products high in sugar, fat, and salt with healthier and 
affordable alternatives.

That term used to be slang for slacking off, but no more. 
In fact, one CEO’s response to his employee taking 
a “mental health sick day” went viral in 2017 because it 
was surprisingly positive. In 2018, more employers will 
continue to realize the importance of cognitive self-care 
on their business’ bottom-line and the damaging effect of 
presenteeism, when staff are present but disengaged. The 
shift towards open acceptance of short-term paid time 
off for mental health support will continue to grow and be 
deemed a necessary way of reducing employee stress.

http://thebossmagazine.com/
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5 
A WEARABLE TECH BOOM

4 
RE-THINKING WORK 

ENVIRONMENTS

You might wince at the thought of investing in wearable 
technology company-wide, but given the fact that health 
care costs are rising for 79 percent of organizations, a 
preventive strategy is likely to pay off in the long run.

In fact, according to a recent Fitbit report, 35 percent of 
America’s Healthiest Employers already use wearable tech 
in their wellness programs, seeing a return on investment 
of $2 to $3 for every dollar spent.

Businesses will continue to enhance wellness programs 
in 2018, but more efforts will take place to capitalize on 
the further possible benefits of this wearables boom. This 
goes way beyond step count. Stress levels, sleep patterns, 
vital health signs like blood pressure and respiration will 
also start to become a key focus.

One recent study shows the happiest employees have 
greater control over where and how they work. More 
businesses will follow in the footsteps of the likes of Bank 
of America and Deloitte by using data-collecting services 
such as Humanyze, which monitors employee movement, 
interaction, and management visibility. The aim of such 
products is to optimize office design so it’s tailored to 
improve the day-to-day workplace of your unique workforce.

Uptake in solutions such as hot-desking, non-fixed work 
devices, break-out areas for socializing, and quiet rooms 
for sleep and meditation will increase in response to the 
growing body of research on how surroundings affect 
mental and physical well-being.

LIFESTYLE

These more in-depth insights will allow employers to 
predict and respond to indications of health risks in 
advance. They’ll then be able to take the steps needed to 
prevent them from becoming a bigger problem, resulting 
in costly health insurance claims and long-term absences.

There’s no one right way when it comes to workplace 
well-being, and approaches differ across the corporate 
world. No matter what wellness programs you choose, it 
pays for employee health to be top of your agenda and 
to recognize the transformative role an effective wellness 
strategy can play in retaining staff and achieving your 
business goals. 



WHAT’S GOING ON

HONOLULU, HI 
This is a multidisciplinary 

conference held concurrently 

with The IAFOR International 

Conference on Education–

Hawaii (IICEHawaii). Keynote, 

featured, and spotlight 

speakers will provide a variety 

of perspectives from different 

academic and professional 

backgrounds. The conference 

will cover policy development, 

enable the exchange of 

ideas, and encourage new 

partnerships. 

PORTLAND, OR 
Northwest Food & Beverage 

World is a premier food and 

beverage show in the West 

and the largest regional trade 

show in the United States. 

Covering 200,000 square feet of 

exhibit space, this show brings 

together hundreds of equipment 

manufacturers and food and 

beverage makers. It also offers 

an extensive education program 

and lunchtime keynote speakers.

LAKELAND, FL  
The aim of ICMT 2018 is to 

present the latest research and 

results of scientists related to 

manufacturing technologies 

topics. This conference provides 

opportunities for delegates 

to exchange new ideas and 

application experiences face to 

face, to establish business or 

research relationships, and to 

find global partners for future 

collaboration. 

VANCOUVER, BC 
Cambridge House International 

Inc. and Katusa Research will 

co-produce the 2018 Vancouver 

Resource Investment Conference, 

the world’s largest resource 

investment conference dedicated 

to resource exploration. 

Investment thought leaders and 

wealth influencers provide our 

audience with valuable insights. 

C-suite company executives 

covering every corner of the 

mineral exploration sector as well 

as metals, oil & gas, renewable 

energy, media, and financial 

services companies are available 

to speak one on one.

CORONADO, CA 
Join us in 2018 at the picturesque 

Hotel del Coronado in Coronado, 

CA for our full two-day 16th 

Annual Utility Supply Chain 

Conference. This long-standing 

event attracts a variety of 

procurement, purchasing, 

sourcing, planning, and inventory 

management executives to 

network with industry peers and 

exchange real-world business 

solutions to on-going supply chain 

trends and challenges.

4-6
JAN

15-17
JAN

8-10
JAN

21-22
JAN

22-23
JAN

8-11
JAN

IICSEEHAWAII 
2018

NORTHWEST 
FOOD & BEVERAGE 
WORLD

J.P. MORGAN 
36TH ANNUAL 
HEALTHCARE 
CONFERENCE ICMT 2018

VANCOUVER 
RESOURCE 
INVESTMENT 
CONFERENCE 2018  

PLATTS UTILITY 
SUPPLY CHAIN 
CONFERENCE

SAN FRANCISCO, CA 
The J.P. Morgan Healthcare 

Conference hosts the largest 

and most informative healthcare 

investment symposium in the 

industry. In 2018, more than 

400 companies, both public 

and private, are expected to 

deliver presentations to  8,000-

plus attendees. The conference 

provides a unique opportunity 

for investors to visit with many 

inter-related industry leaders in 

one setting.

CES is the world’s gathering 

place for all who thrive on 

the business of consumer 

technologies. It has served 

as the proving ground for 

innovators and breakthrough 

technologies for 50 years—

the global stage where next-

generation innovations are 

introduced to the marketplace. 

As the largest hands-on event 

of its kind, CES features all 

aspects of the industry.

CES 2018 
JANUARY 9-12 

LAS VEGAS, NV

https://iicseehawaii.iafor.org/
http://www.foodandbeverageworld.org/events/2018-northwest-food-beverage-world/event-summary-3576a93eab064db5ab5113dab47c9e70.aspx
https://www.jpmorgan.com/country/US/EN/jpmorgan/investbk/conferences/healthcare
http://www.icmt.org/
http://cambridgehouse.com/e/vancouver-resource-investment-conference-2018-69
https://www.platts.com/events/americas/utility-supply-chain/index
http://www.ces.tech/


VANCOUVER, BC 
AME is the lead association for 

the mineral exploration and 

development industry based in 

British Columbia. Established in 

1912, AME represents, advocates, 

protects, and promotes the 

interests of thousands of members 

who are engaged in mineral 

exploration and development in 

BC and throughout the world.

LAS VEGAS, NV  

We provide the foundation. 

You reap the rewards. World 

of Concrete is the largest 

international event dedicated 

to concrete and masonry 

professionals.  World of Concrete 

boasts more than 1,500 exhibiting 

companies and 55,000 registered 

industry professionals in more 

than 700,000 net square feet of 

exhibit space. This unsurpassed 

education program provides 

training and certifications, safety 

and construction fundamentals, 

and other safety training 

programs vital to the industry.

PALM BEACH, FL 
The BGSA Supply Chain 

Conference is the foremost CEO-

level event in the transportation, 

logistics, and supply chain sector. 

Our conference will draw the top 

thought leaders and influencers 

from the supply chain industry. 

At SC2018, attendees will have 

the opportunity to join interactive 

debates on current supply chain 

issues, assess revenue-enhancing 

and cost-saving technologies, 

connect with other CEOs and 

leaders, and analyze the risks and 

opportunities associated with 

emerging trends.

SAN JOSE, CA  
Over 2,500 supply chain 

professionals will gather in San 

Jose this January to be inspired 

and gain valuable insights from 

leaders deploying supply chain 

solutions in the cloud. This is 

your chance to hear customers 

and industry experts share 

their strategies and techniques 

for designing, planning, and 

managing their supply chains 

for a strategic advantage.

22-25
JAN

24-26
JAN

23-26
JAN

29-31
JAN

24-25
JAN

AME ROUNDUP 
2018

WORLD OF 
CONCRETE BUILD EXPO USA

BG STRATEGIC 
ADVISORS 
SUPPLY CHAIN 
CONFERENCE 
2018

MODERN SUPPLY 
CHAIN EXPERIENCE 
- ORACLE

NEW ORLEANS, LA 
Hospital and health systems are 

in a unique position to streamline 

supply chain operations with the 

evolving value-based healthcare 

system priorities for quality patient 

care, enhanced patient outcomes, 

and cost saving solutions. At the 

11th Annual Health Care Supply 

Chain Summit, delegates explore 

the best strategies to optimize their 

contracting, logistics, and value 

analysis supply chain operations.

30-31
JAN

11TH ANNUAL 
HEALTH CARE 
SUPPLY CHAIN 
SUMMIT

AUSTIN, TX  
Build Expo provides the building 

and construction industry an 

unrivaled environment to meet 

a lot of your buyers all in one 

place. By attending, you have the 

chance to meet with exhibitors, 

check out new developments, 

and keep a close eye on your 

competition. In addition, you can 

try out new products, attend 

demonstrations, and compare 

features and prices.

http://roundup.amebc.ca/
https://www.worldofconcrete.com/en/attendee.html
http://buildexpousa.com/
http://bgsaconference.com/
https://go.oracle.com/modernsupplychainexperience
http://www.worldcongress.com/events/HL17006/
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