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From the Desk of                           Robert Reiss

According to Jeff Bezos, “Frugality drives innovation, just like other constraints do. One 
of  the only ways to get out of  a tight box is to invent your way out.” 

As I think about innovation, whether driven by challenge or opportunity, it is probably 
the single greatest differentiator between the average and the exceptional CEO. 

Many CEOs have told me that they innovate by taking practices from unrelated industries 
and transforming them into their own industry. In our opening story on Infor we learn 
that CEO Charles Phillips uses a similar practice, which he calls ‘adjacent innovation.’ 
He explains it well.

In the book Built to Last author Jim Collins predicted the company that would last the 
longest would be 3M…because their core driver was actually innovation. As I look 
globally today, I see a key reason that America has the largest GDP, at around $20 
trillion, is that America’s greatest economic competitive advantage has always been 
innovation.

I hope you benefit greatly from the unique practices of  the 10 CEOs brought to light in 
this issue. Each of  these leaders has been awarded as “Transformative” through inno-
vation, either in their business model or with their product/service.

As we started here with retail innovation, let’s recognize that innovation and disruption 
are two sides of  the same coin. To reinforce that point we are including with this issue 
a copy of  IBM’s The Next Brick, an editorial platform that celebrates some ways brick 
and mortar retailers are leveraging innovation in cloud technology, data and AI to 
thrive in unprecedented ways.

Robert Reiss

Transformative 
through
Innovation
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Infor is a global leader in business cloud software products for companies in industry 
specific markets. Infor builds complete industry suites in the cloud and efficiently de-
ploys technology that puts the user experience first, leverages data science, and inte-
grates easily into existing systems. Over 68,000 organizations worldwide rely on Infor 
to help overcome market disruptions and achieve business-wide digital transformation.

Siemens Corporation is a U.S. subsidiary of  Siemens AG, a global powerhouse fo-
cusing on the areas of  power generation and distribution, intelligent infrastructure for 
buildings and distributed energy systems, and automation and digitalization in the pro-
cess and manufacturing industries. Through the separately managed company Siemens 
Mobility, a leading supplier of  smart mobility solutions for rail and road transport, Sie-
mens is shaping the world market for passenger and freight services. Due to its majority 
stakes in the publicly listed companies Siemens Healthineers AG and Siemens Gamesa 
Renewable Energy, Siemens is also a world-leading supplier of  medical technology and 
digital healthcare services, as well as environmentally friendly solutions for onshore and 
offshore wind power generation. 

JC2Ventures is a purpose-driven venture firm focused on helping global startups to 
scale, grow, and deliver solutions for a digital future. We’re mentors of  digital innova-
tion, who coach each of  our portfolio companies on their journey, using our experienc-
es to help them see around corners, accelerate markets, and create entirely new ones. 
JC2 Ventures is fully committed to developing startup companies, startup nations and 
a startup world because startups are the future in terms of  job creation and gender 
equality. As such, we invest in companies and entrepreneurs that are committed to 
solving today’s most pressing problems – such as security and world hunger. In teaming 
with strategic, visionary startups, we hope to create new markets and new possibilities 
for generations to come.

EmblemHealth is one of  the nation’s largest nonprofit health insurers, with 3.1 mil-
lion members and an 80-year legacy of  serving New York’s communities. The company 
offers a full range of  commercial and government-sponsored health plans to employers, 
individuals and families, as well as convenient community resources. As a market leader 
in value-based care, EmblemHealth partners with top doctors and hospitals to deliver 
quality, affordable care. For more information, visit emblemhealth.com.

Forcepoint is the global human-centric cybersecurity company transforming the digital 
enterprise by continuously adapting security response to the dynamic risk posed by the 
behavior of  individual users and machines. Forcepoint’s solutions deliver risk-adaptive 
protection to continuously ensure trusted use of  data and systems. Based in Austin, Texas, 
Forcepoint protects users and data for thousands of  enterprise and government customers 
in more than 150 countries. For more about Forcepoint, visit www.forcepoint.com.

Companies In This Issue
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Round Room began operations with TCC, the leading Verizon Authorized Retailer 
in the United States. Since moving the corporate headquarters to Carmel, Indiana in 
2013, the company began to expand operations through strategic investments in Redux 
and developing solutions in complementary areas. The establishment of  Round Room 
LLC continues this evolution, driven by our guiding principle to serve our customers, 
employees and communities. 

Worth Media is a content platform that inspires and informs a community of  affluent, 
influential and aspirational individuals to be their best selves. We connect our audience 
with the people and topics that matter most in their life, helping them make a lasting 
impact on their families, their network and the world around them. Worth Media offers 
a quarterly magazine, digital content, newsletters, podcasts, premium memberships, 
events, and an emerging video platform for brands to connect with the most impactful 
audience on the planet. Our content spans smart capital and investment, meaningful 
experiences and passions, purposeful living, philanthropy, trends and technology.

Nokia creates the technology to connect the world. We develop and deliver the indus-
try’s only end-to-end portfolio of  network equipment, software, services and licens-
ing that is available globally. Our customers include communications service providers 
whose combined networks support 6.1 billion subscriptions, as well as enterprises in the 
private and public sector that use our network portfolio to increase productivity and en-
rich lives.Through our research teams, including the world-renowned Nokia Bell Labs, 
we are leading the world to adopt end-to-end 5G networks that are faster, more secure 
and capable of  revolutionizing lives, economies and societies. Nokia adheres to the 
highest ethical business standards as we create technology with social purpose, quality 
and integrity. nokia.com

Avnet is a global technology solutions provider with an extensive ecosystem delivering 
design, product, marketing and supply chain expertise for customers at every stage of  
the product lifecycle. We transform ideas into intelligent solutions, reducing the time, 
cost and complexities of  bringing products to market. For nearly a century, Avnet has 
helped its customers and suppliers around the world realize the transformative possibil-
ities of  technology. Learn more about Avnet at avnet.com.

SRAX is a consumer data management and distribution technology platform that builds 
valuable verticals around specific data sets. SRAX’s technology delivers the tools to unlock 
data to reveal brands core consumers and their characteristics across marketing channels. 
Through its blockchain identification graph technology platform, BIG, SRAX has devel-
oped a consumer-powered data marketplace where people can own and sell access to their 
data thereby providing everyone in the Internet ecosystem choice, transparency, and com-
pensation. SRAX’s tools deliver a digital competitive advantage for brands in the CPG, au-
tomotive, sports and lifestyle verticals by integrating all aspects of  the advertising experience, 
including verified consumer participation, into one platform. Visit srax.com to learn more.

Companies In This Issue
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Charles Phillips                                          CEO Infor

Robert Reiss: Talk about the Infor business model. 

Charles Phillips: We stand for industry processes in 
the cloud and build applications by industry. We run 
them on a public-scale cloud, in this case, AWS or Ama-
zon. We built the company over the years by focusing on 
certain verticals and understanding that business well. 
Fast forward some nine years later, since we started do-
ing that we have accessed a lot of  data, and now we are 
building machine-learning applications on top of  that 
same data by industry.

What more would you say CEOs should under-
stand about the cloud?

It’s a matter of  time evolving that our industry is moving 
toward the cloud, but it matters what type of  cloud. If  
you’re just having a vendor who is renting a data center 
or running the same application you are running, then 
probably that’s not cloud. You have to change the appli-
cation, and the whole point of  this is a variable cost as 
well. CEOs should be able to have a kind of  cloud that 
can scale up and scale down. 

 The CEO Forum Group selected Infor in
	 the	first	position	as	innovation	leader	in
industry cloud. They created a new model with targeted clouds for 
specific	 industries,	which	has	 led	Infor	 to	work	with	almost	90%
of 	the	leading	companies	in	11	key	industries.	This	model	is	uniquely
built on half  business focus with Key Performance Indicators and deep
industry	expertise,	and	half 	technology.

“We’re half  industry experts and half
 cloud experts.”
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For instance, we chose AWS because when we need 
more storage we can get that on demand when we need 
it, pay for it only when we need it, and give it back when 
we’re not using it. So that variable cost perspective is the 
other benefit. 

The other additional long-term benefit is the data, hav-
ing access to the data all in one place. That’s the kind of  
platform for building machine-learning applications and 
AI, the insight into your business. So, the data will become 
more valuable than any cloud application over time.

How is Infor different from other companies?

We’re a blended company. We’re half  industry experts 
and half  cloud experts. A lot of  our people came out of  
certain industries; they understand those processes well 
…. what KPIs you should be running your business by, 
and understanding their processes so well that we could 
start to advise people how to run their company. Then 
you take that knowledge and put it in software, essential-
ly. So we’re hybrid students of  industry. 

And the second thing we do is once we have all of  the 
data, we can build the correlations to give you insight. 
We don’t just have manufacturing data or financial data, 
or HR data, we have it all. We can tell you, for instance, 
if  you’re having problems in the plant, for instance with 
quality, and if  certain shifts are producing well or if  they 
need more training, or they’re working too much over-
time. We correlate HR data with operational outcomes. 
Looking across all those silos of  data is hard to do, be-
cause it’s usually in separate systems.

You’re advancing to integrate different functions 
in business, and that enables you to come up 
with new insights.

Yes. We’re business people. We understand industries 
well, and we happen to have technology capabilities at 
the same time. That’s what an application should be, 
applying technologies to a business problem. We bring 
those two things together in a unique way, and we’re the 
only company in our business that’s organized by indus-
try. We have to be for what we’re doing.

We don’t want people customizing our applications. We 
don’t have to hire all these integrators to add things to 
our application. What they add are industry capabilities 
that don’t come with the applications. So, our insight 
was, “Why don’t we just find out what people customize 
and why are they doing that to learn their industry. Let’s 
put it in the application. Everybody in that industry can 
use it.” So, our clouds are built by industry.

What are some of  the key industries that you 
work on, and what are examples of  what you do?

Take Aerospace and Defense. We have a CloudSuite we 
call A&D, which is our product for Aerospace & Defense. 
They have all of  these requirements for ITAR Compli-
ance, which is a security standard on cost pegging, all 
sorts of  project management, contracting, things that 
are unique to their industry. Those are in our product, 
and we work with customers to put those in, and we hire 
people out of  that industry to help us learn that industry. 

We run in over 70% of  the hospitals in the U.S., so we 
have a CloudSuite Healthcare. What we do there is all 
the things that are unique to hospitals for clinical inte-
gration, for physician-preference items. You have to 
know when one physician orders something, he wants 
a certain component because that’s what he was trained 
on. A second physician doing the same procedure wants 
something completely different. We track all that. That’s 
all regulated as well. 

And so all of  those things by industry ... they are unique. 
These variables that may sound like esoteric things but 
they are super critical in that industry. Once you show 
that and demonstrate that you understand that, you’ll 
get all the other generic applications as well.

How is AI working in your business, and how do 
you see things changing?

“CEOs	should	be	able	to	have	a	kind	of 	cloud	that	can	scale	up	and	scale	down.”

“Once	 we	 have	 all	 of 	 the	 data,	 we	 can
	 build	 the	 correlations	 to	 give	 you	 insight.
	 We	don’t	just	have	manufacturing	data	or	fi-
	 nancial	data,	or	HR	data,	we	have	it	all.”

Charles Phillips                                          CEO Infor
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Charles Phillips                                          CEO Infor

We built an entire AI platform, called Coleman, and that 
platform has a digital system, so people can talk to our 
applications. You can use your phone or do a chat box, 
for instance, with our applications if  you don’t want to 
actually type anything in yourself. That’s the front end.
The backend is the correlations that I talked about. We 
have built a Dynamic Science Labs team. We called it 
that…they’re kind of  squirreling in MIT. So, we hired 
some professors, and they hired all their buddies over 
time. Now we have about 70 PhDs in the company. 
And what they’re doing is building AI applications – 
of  course by industry. That’s what we do. Looking at 
a healthcare plan, for instance, and saying “What’s the 
optimal scheduling of  a nurse? Should she be located 
close to certain locations, to certain equipment, certain 
patients? How do you reduce overtime” and also make 
her more satisfied with her job?

We do that for a lot of  hospitals. We have all their compe-
tencies, what they’re specialized in, what they’re certified 
in by the nurses. For instance, we know where they’re 
located. A lot of  times nurses complain they do a lot of  
walking, because the equipment is in one place, supply 
is in one place, and the patients are in another place. If  

you could correlate all of  that and reduce their walking 
around, and reduce their overtime hours as well, and 
measure patient satisfaction in this case, what’s the opti-
mum number of  nurses and teams of  nurses to schedule 
to get the best outcome?

Let’s talk about your personal leadership philos-
ophy. As background, you were a captain in the 
marines. 

That’s correct. And my son is in now, my uncles were in, 
and my dad was in. So, we have a lot of  military people 
in our family.

What did you learn about business from being in 
the military?

You learn about operational excellence in consistency, 
but also high standards. My first command that I had, 
there were some people who were underperforming, and 
I was reluctant to remove them, and I waited for prob-
ably six months. Finally, when I did it, it told me that 
people want high standards, and if  you don’t do that, 
they start to wonder why you’re accepting this. Things 
like that you learn because you had to manage people at 
an early age.

And speaking of  an early age, you were in high 
school in the ’70s, and when few people even 

“We’re business people. We understand industries
	 well,	and	we	happen	to	have	technology	capabil-
 ities at the same time.”
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Charles Phillips                                          CEO Infor

knew what computers were you were actually 
building computers. 

It was complete serendipity and luck. I walked into a 
store, which at that time was something like a Radio 
Shack, and you had to build your own computers. You 
couldn’t buy them off the shelf  for the most part. They 
had all these parts, and I wasn’t sure what I was looking 
at. The guy behind the counter saw me and said, “You 
look curious. Did you know that we build computers. Ev-
ery Tuesday and Thursday night, we have a club. Why 
don’t you come join us?” 

So, I showed up, and then within the first 30 days built a 
computer, and 30 days after that I wrote my first application.

What kind of  computer was that?

It was called then a Zenith or a heathkit. So, a heathkit was 
a kitted version. Then they turned it into Zenith over time.

And then Zenith, I haven’t heard of them in a while.

They had it run for a while but they chose the wrong 
standards, and they got replaced by the IBM PC.

So now everything has changed in the cloud.

Whether it is Google or Amazon, pick one, you shouldn’t 
be trying to build that yourself; it doesn’t make any 
sense. We’re not building our own electricity plants any-
more. So you don’t do this for computing. Today, there’s 
so much some more security and capacity than any one 
company could build, it doesn’t make sense to continue 
building your own.
 
Some software companies have not yet understood that 
but they will over time. They can’t compete with Ama-
zon and Google.

Let’s talk about the future of  Infor.

We just passed over about $3.2 billion in revenue in the 
last 12 months. Like you said, over 17,000 employees …

Which is remarkable considering that you’re 
only a 17-year-old company.

True. One of  the things we’re very excited about is we 
get to define the future of  work. There aren’t many com-
panies that do what we do; automate other companies. 
It’s two or three companies that matter, maybe four, and 
most companies in the world will use the applications 
from one of  those companies. 

We have millions of  people that log into our applica-
tions every month. That means the way people work 
going forward, and how automated that becomes, and 
how accessible technology is to other people, is some-
thing that we at Infor can help define. That is actually 
a more exciting long-term vision….that can take peo-
ple who don’t have access to these jobs, weren’t trained 
in technology, but make them very productive at their 
business. Technology should be easy to use, not some-
thing that you have to be a programmer to use. So, the 
analogy I give people is not many people can build an 
iPhone, that is a very specialized skill, but lots of  people 
can use an iPhone.

What are your thoughts on building a culture of  
innovation?

We recognize and reward innovation a lot throughout 
the company. You want to make superstars of  people 
who come up with ideas. Any developer that has an idea 
of  something they worked on over the weekend, and 
they want to show me -- they can show me that demo 
the next day.

I bet your doors are just wide open. You’re like, 
“Come on in.”

“We	have	millions	of 	people	that	log	into	our	ap-
	 plications	every	month.	That	means	the	way
	 people	work	going	forward,	and	how	automated
	 that	 becomes,	 and	 how	 accessible	 technology
	 is	to	other	people,	is	something	that	we	at	Infor
	 can	help	define.”

“The	analogy	I	give	people	is	not	many	people	can
	 build	an	iPhone,	that	is	a	very	specialized	skill,
 but lots of  people can use an iPhone.”
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Charles Phillips                                          CEO Infor

I don’t have a door, so that’s really wide open. I don’t 
have an office. The whole management team –

You don’t have an office?

No. We all sit at the same table. So, it’s an office space, 
and they can come, it’s a built-in atmosphere. People 
come in and show you what they’ve been working on, and 
you want to encourage that. The 10 minutes they get with 
you demonstrating, not just to me but to the entire man-
agement team, that is a motivating thing for them. Peo-
ple prefer that over money. They want some recognition. 
They want to work on something interesting.

In those 10 minutes how do you know that some-
thing truly is innovative and can be a game changer? 

That’s the art from it all. We do have to make judg-
ments and decisions, and pick some things, and take 
some risks. You can’t ask for perfection on day one, but 
you seek good ideas that can be developed. Sometimes, 
they’ll show me something that I can see is missing 
30% of  something else, but someone else showed me 
the other 30% a week before, and you put things to-
gether. And then we look across what we call adjacent 
innovation. 

Adjacent innovation. Interesting concept ...

You’ll see something that is compelling in one industry, 
and then a year later, you realize the same problem un-
der different terminology exists in another industry. So 
you take things in one industry and move it over and 
solve the different problem of  that industry. They don’t 
know that those two things that are the same, but be-
cause we work across industries we can move innovation 
across industries.

When we are building products in one industry and then 

you take a person and say, “Go visit with this other in-
dustry. You guys have a conversation, see if  this is appli-
cable to the second industry.” 

It is career development for both of  them, and by let-
ting them work together, when it makes sense, you create 
things you wouldn’t have thought of  before.

CEOs today are getting increasingly involved 
in technology and not just leaving it to the CIO. 
What advice do you have for CEOs?

That was one of  the first things that I was going to say: 
Don’t delegate technology too much. It’s not just a cost. 
Don’t let the integrators and consultants decide every-
thing for you. Our largest projects and most successful 
ones are ones that are super transformational, where 
we’re actually implementing an idea that we came up 
with working with the CEO on a business model, a new 
way to engage with customers, a new way to engage with 
suppliers or something to expand their business. IT can’t 
drive that, and very few people can drive something of  
that magnitude. It needs a CEO’s involvement. Those 
projects go very well if  senior management is involved; 
you can’t delegate.

And that’s great because the CEOs have the vi-
sion, but they need the business expertise and 
then your technical expertise.

And you need the energy that only the CEO can bring, 
because fatigue sets in. People go off of  the reservation; 
they want to do their own things; you forget why we 
started this project. The CEO is the leader who can keep 
people on target.

What’s an example of  a CEO you’re working with?

We are working with a large car rental company. They 
wanted to reinvent their business, and we wanted to 
build a new reservation system for them and a new fleet 
management system. Basically reinvent their business 
because they see Uber coming. So we wanted the ability 
for them to rent that car from anywhere. A lot of  peo-
ple leave the cars when they rent them on the side of  
the road; they don’t return them. Can you re-rent them? 
Can you let an Uber driver use them? 

“They’ll show me something that I can see is
	 missing	30%	of 	something	else,	but	someone	else
	 showed	me	the	other	30%	a	week	before,	and	you
	 put	things	together.	And	then	we	look	across	what
	 we	call	adjacent	innovation.”	
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Charles Phillips                                          CEO Infor

“Our largest projects and most successful ones are
	 ones	that	are	super	transformational,	where	we’re
 actually implementing an idea that we came up
	 with	 working	 with	 the	 CEO	 on	 a	 business
	 model,	a	new	way	to	engage	with	customers,	a
 new way to engage with suppliers or something
 to expand their business.” 

Just rethinking their business model from scratch, but 
that was changing their entire business model. The CEO 
is in every project meeting, and both of  us are saying, “Is 
this the right direction? What are the ideas?” 

Then, if  you have to shift and modify it along the way, 
you want to do that as well. “No. I understand that didn’t 
work, let’s try this.” The core strategy ... she should be 
signing off on that and understand that, because we’re 
changing your business process here. That has worked 
very well when I can get a senior executive engaged like 
that, or when the strategy is directly linked to the software.

Any final thoughts on the future of  technology?

It’s an exciting time to be in the applications and have 
access to all this data, and that’s what’s changing now. 
Before, we couldn’t see how people were using our ap-
plication; we didn’t have access to the data because it 
was running in their organization. For the first time, we 
can see every click how you use your applications; how 
long you’re spending on the screen; and give you advice 
on how you need to be trained better, or here’s a better 
way to do this. Then benchmark you against other com-
panies, because we have many companies in the cloud. 
That benchmarking aspect and showing you how your 
processes are less efficient than your competitors, we’re 
going to be bringing that to market as well.

Thank you, Charles.

Thank you very much, Robert.

Robert	Reiss	and	Charles	Phillips.	Interview	aired	May	26,	2019.

Charles	Phillips	is	Chief 	Executive	Officer	of 	Infor,	a	global	
leader	in	business	cloud	software	specialized	by	industry	with	
68,000	customers	in	170	countries,	and	17,000+	employees.	
Headquartered	in	New	York	City,	Infor	provides	CloudSuite	ap-
plications	that	automate	specific	industries	including	manufac-
turing,	retail,	healthcare,	fashion,	distribution,	and	public	sector.

Prior	to	Infor,	Phillips	was	President	of 	Oracle	Corporation	
and	a	member	of 	its	Board	of 	Directors.	Before	Oracle,	Phillips	
was	a	Managing	Director	at	Morgan	Stanley	in	the	Technology	
Group	and	served	on	its	Board	of 	Directors.

Phillips	served	as	a	Captain	in	the	U.S.	Marine	Corps	in	the	
2nd	Battalion,	10th	Marines	at	Camp	Lejeune	in	a	line	of 	
three	generations	of 	military	service.

Phillips	holds	a	B.S.	in	Computer	Science	from	the	U.S.	Air	
Force	Academy,	a	J.D.	from	New	York	Law	School,	and	an	
MBA	from	Hampton	University	and	is	a	member	of 	the	Geor-
gia	State	Bar	Association.

Phillips	serves	on	the	Boards	of 	Viacom	Corporation,	the	
Federal	Reserve	Bank	of 	New	York,	and	the	Council	of 	Foreign	
Relations.	Phillips	also	served	on	President	Obama’s	Economic	
Recovery	Board,	led	by	Paul	Volcker.
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CEO Insight

Innovation Intangibles: Harnessing 
the Best Self to Drive Change

By	Bill	Heyman,	Founder	&	CEO,	Heyman	Associates

2.5 billion. 1.9 billon. 1 billion. 320 million. Huge numbers. 
Those are the “monthly active user” totals for Facebook, 
YouTube, Instagram, and Twitter, respectively. LinkedIn 
and Snapchat are in that conversation, too. 

It’s not hard to argue that, together, these platforms have 
been the core innovation story in corporate communica-
tions over the past decade or more. We’ve moved from 
a regimented cadence of  quarterly reports, formal press 
releases, and New	York	Times op-eds to a chaotic, nonstop 
conversation. The whole wide world gets to chime in 
whenever they want to.

Companies communicate differently now, the reputational 
risks they face have multiplied, and the Chief  Commu-
nications Officer’s role has evolved to an extraordinary 
degree as a result.

“Innovation” is a new idea or way of  doing things. You 
could say that the most innovative PR leaders are the ones 
who saw ten steps ahead and embraced this new normal 

before it even was the new normal. That’s not inaccurate, 
but it’s also a boring conclusion that fails to engage with 
deeper truths.

For over a decade, our firm has collaborated with re-
searchers at the University of  Alabama to study the power
of  PR leaders’ intangible skills – EQ, self-awareness, em-
pathy – to unleash the potential of  their teams and the 
organizations they serve. The ones who exhibit these 
qualities should get better results from the people they 
manage and be able to retain top talent longer. I would 
also argue that some of  these traits are essential to building 
a culture of  innovation.

Self-Awareness.
None of  us can be the absolute best at everything. When 
a CEO or president of  a Fortune 500 company tells me 
what they want in a new head of  communications, I often 
advise them to prioritize three or four must-haves. Beyond 
that, you need someone who is willing to hire complemen-
tary talent. In the organizations that have gotten social 
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and digital media right, I can practically guarantee you 
that it wasn’t because the CCO had a midnight revela-
tion about doing the first-ever Twitter chat or posting 
a sneezing panda clip that went viral. It’s because that 
person believed great ideas could come from anywhere, 
hired smart people with very different skill sets, and then 
encouraged them to go find the next, next thing – and 
run with it. That last part is crucial: letting them shine, 
not taking the credit for something only they could have 
done. That breeds engagement and keeps the innovative 
ideas flowing.

Curiosity.
The CCO won’t always be the “idea person,” but that’s 
no reason to stop learning from those who are. We tend 
to think of  wisdom flowing down from the experienced 
leader to more junior employees. But why not learn about 
the next generation’s interests and worldview? Reverse 
mentoring is important. When we ask senior-level can-
didates to detail their approach to team management, it 
resonates if  someone takes pride in walking the halls or 
having periodic one-to-ones with indirect reports. Sure, 
all of  that helps with morale and development, but it also 
gives these CCOs a different lens for surveying the big-
ger-picture business and strategy issues that they are in 
the better position to address.

Embracing Failure.
Recklessness is not the only alternative to risk-aversion. 
There is some middle ground when it comes to taking 
chances. Communicators don’t just come to me for ad-
vice when they’re mulling a job offer. Frequently, they’re 
wondering how the actions they take today might impact 
their job prospects down the road. “Should I push back 
against the CEO on this?” “Should I stick my neck out 
and own this big change?” The subtext there is “Could 
this get me fired?”

A CCO, or any leader, can’t think that way and expect 
to keep ahead of  the curve. In her new book on this topic, 
Beth Comstock, who led marketing and communications 
at GE, talks about “the humility to realize failure is part 
of  your job.” Innovative ideas are not always going to pan 
out. That can’t be avoided. This is especially true in cor-
porate communications today, with a constantly shifting 
landscape and unpredictable dynamics that cannot al-
ways be reduced to forecasts or probabilities.

When you’re hiring a communications leader and want 
to gauge how close candidates can keep you to the cut-
ting edge, I suggest focusing on whether the person 
possesses these intangible qualities – and can tie them 
to real-world results. It’s not just: “What are your weak-
nesses?” but “How have you compensated for them as a 
leader?” Or: “When is the last time you learned some-
thing new?” Or: “What failure are you most proud of ?”

Setting aside the CEO-sleeping-on-the-Gigafactory-floor 
approach, innovation at the “C” level isn’t typically
about the nuts and bolts of  new technology. It’s about 
hiring the best talent, unleashing it, and giving every-
one (including yourself) permission to fail from time to
time on the road to whatever comes next.
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Bill	Heyman,	Founder	and	CEO	of 	Heyman	Associates,	has	been	
described by PRWeek as an “indispensable asset” in connecting the 
world’s	best	communicators	with	the	biggest	jobs	in	their	field.	With	
over	30	years	of 	 experience	as	an	executive	 recruiter,	he	has	advised	
a	majority	of 	the	Fortune	50,	as	well	as	the	leaders	of 	top	academic	
institutions	and	prominent	nonprofits.

Heyman	Associates	 is	a	 retained	 executive	 search	and	advisory	firm	
focused	on	senior-level	communications	and	marketing	roles	with	offices
in	New	York	 and	 San	Francisco	 and	 network	 partners	 in	 London,	
Frankfurt,	Singapore,	and	Hong	Kong.	Heyman	Associates	also	part-
ners	with	the	Plank	Center	for	Leadership	in	Public	Relations	at	the	
University	of 	Alabama	on	surveys	and	other	studies	about	the	nature	
of 	great	 leadership	in	that	field.	The	results	of 	 their	 fourth	biennial	
“Leadership	Report	Card”	survey	will	be	published	this	summer.

Heyman	Associates,	150	West	30th	Street,	Suite	200,	New	York,	NY	
10001;	212-784-2717;	wch@heymanassociates.com
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	“With	our	new	organization,	if 	there’s
	 a	complex	customer	with	a	need	now,
 they can go to a single place within the
	 corporation	to	get	that	service	fulfilled.”

Barbara Humpton                                                 CEO Siemens USA 

Robert Reiss: Siemens has always been a leading 
innovator, but that is often on the product side.
Now the business model is being completely re-
invented, changing the concept of  a conglomerate 
at the core. 

Barbara Humpton: That’s right. Siemens has been 
busy addressing the megatrends that are facing the world 
today. We think about urbanization, the globalization of  
supply chains…we think about changing demographics,
the need for sustainability…all of  those are motivators 
for Siemens and the technologies we choose to be involved
in. In the past, we’ve approached that as a conglomerate
with nine divisions. Over the last year or so, we’ve become
really focused on where we’re actually going to place our 
bets, freeing up some parts of  the company to become 
pure plays in the market.

You saw Siemens spin out Healthineers and carved out 
our Mobility business. Those companies have been doing 
phenomenally well in the market. Likewise, we formed a 
joint venture with Siemens Gamesa Renewable Energy. 
Our wind business has taken off, and we’re focusing on 
all kinds of  renewables around the world. 

	 The	CEO	Forum	Group	selected	Siemens	
	 as	the	innovation	leader	for	digital	infra-
structure	because	it	redesigned	the	company	to	be	completely	customer-
centric,	 focusing	 on	 the	 shift	 to	 a	 digitally-driven	 economy	 across
industry,	energy,	cities,	healthcare,	and	infrastructure.		
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Barbara Humpton                                                 CEO Siemens USA 

“A	company	that	doesn’t	bring	value	to	society	shouldn’t	exist.”		

Then, within the company – with Siemens continuing 
as the core manager – we have three units we’re focused 
on: gas and power to address that large power produc-
tion market; smart infrastructure to look at cities and 
look at the infrastructure needed around the electric mo-
bility of  the future; and digital industries. You’ve heard a 
lot about what’s happening in this age of  digitalization. 
Siemens is addressing all these things.

Now, the question is, “To do all that as a conglomerate, 
would we allow parts of  the portfolio, or one part of  the 
portfolio, to do well while another faces market head-
winds?” Everybody has seen the power of  the conglom-
erate in the past. But our objective now is to look at it 
differently and view each of  these as pure play companies. 
Give them the resources they need to be successful in their 
markets. Let them choose governance models that work 
for them, but then provide the overarching governance 
of  the corporation’s global power in areas like legal and 
compliance, talent development and a concept we’re call-
ing business-to-society. We put all of  that together. 

We’ve done a bit of  a restructuring – moving people 
around in the organization, getting lines of  communication
set up – but the key thing here is addressing customer 
needs in the markets where they really can benefit from 
the technology Siemens brings to the table.

Talk more about this business model transfor-
mation and your customers.

This is going be a change for customers in a very good 
way. One of  the tenets we’re using right now is we’re 
not changing points of  contact. So, if  we have customers 
who know their sales team, those points of  contact are 
there. They’re going to be there throughout this change. 
What’s different is that the people making decisions on 
the Siemens side are now coordinated in one team. A 
great example would be a distributed energy project.

Imagine a hospital or a university that says, “I’d like 
to have onsite power generation to help me be a little 
bit more resilient, maybe protected against the risk of  
storms in the future.” We now have under one roof  the 
distributed energy team to bring the changes we want 

to make in buildings, the changes we want to make in 
the electrical infrastructure. They can easily reach out to 
their colleagues in power generation to get power gener-
ating units or go outside the company if  that’s the right 
thing for the customer. With our new organization, if  
there’s a complex customer with a need now, they can 
go to a single place within the corporation to get that 
service fulfilled.

Let’s now talk broader. What is your take on the 
role of  a corporation? 

What we’ve been talking about a lot is this simple concept:
a company that doesn’t bring value to society shouldn’t 
exist. For any company the key question is, “What do 
you do?”

At Siemens, we have the know-how in electrification, 
automation and digitalization. We have things changing 
in the world around us, so we’re bringing together this 
know-how and actually shaping that future. We’re con-
vinced we’re going to get a better outcome for society by 
being engaged this way.

Talk more about how business is changing and 
what types of  projects build a better society.

Where do I start? Let me begin with what’s going on in 
industry right now. We all know it’s going through mas-
sive changes. In the past, we went from the traditional as-
sembly line to one that was automated with steam power 
and then by electrical power. Next, real computerized 
automation came into play. Now, we’re entering the next 
phase, the digitalization of  manufacturing, Industry 4.0 –
the fourth industrial revolution. And Siemens has been 
able to help companies navigate this digital revolution. 
What a lot of  people don’t realize is that we’re one of  the 
top 10 software companies in the world now.

“Everybody	has	seen	the	power	of 	the	con-
	 glomerate	in	the	past.	But	our	objective	now
	 is	to	look	at	it	differently	and	view	each	of 	
 these as pure play companies.”  

Barbara Humpton                                                 CEO Siemens USA 
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Barbara	Humpton	sits	in	on	a	Siemens	eAircraft	presentation,	delivered	by	Teri	Hamlin,	vice	president	of 	Siemens	eAircraft	USA,	in	Chicago.Huntsville.	

Could you just explain how Industry 4.0 works?

If  you’re a manufacturer and today you have an assem-
bly line, maybe it is fairly automated with some equip-
ment that’s run with the help of  computers. Maybe 
there are even some robotics on the line. You start to ask 
yourself  the question, “If  I use the data that’s coming 
from this production line, how much better could my 
production be?” 

We have people who are discovering new things every 
day and it ranges from, “Hey, I know better whether my 
equipment is about to break down. Maintenance can be 
on-site before I even have that breakdown.” That’s cool. 
That saves time and money. We also hear from people 
about how they are then changing their process. A new 
goal for a lot of  manufacturers is “Lot Size One,” which 
is the ultimate customization…being able to create an 
item that’s tailored to the individual customer. With 
enough of  these digital technologies, you’re able to do 
that and have the assembly line modify itself  as products 
move their way through the development. 

I just want to ask your take on augmented reali-
ty, because you see a lot of  virtual reality but I’m 
thinking augmented reality plays out in automo-
tive, in energy and almost everything in healthcare.

Everything we’re doing, whether it’s the maintenance of  
power plants or the work we’re doing to visualize build-
ing performance into healthcare, we’re finding out that 
augmented reality actually helps. There are people who 
are afraid of  what’s going to happen next as more arti-
ficial intelligence and augmented reality come into play. 
We view it differently. We view AI as elevating the role 
of  the human. It’s like the first time a human picked 
up a tool – the job changed. As we’ve worked our way 
through these various industrial revolutions, we’ve found 
that each time the role of  the human being has actually 
been enriched. So, here we are at the beginning of  this 
digital phase. 

What we’re doing at Siemens is working to develop the 
workforce of  the future, getting people ready for those 
middle skill jobs that combine the physical world with 
the virtual world. Then, we elevate their role in the 
whole process. Right now, we’re working with manufac-
turers who never even have to start to bend metal on that 
first prototype without first building the entire end-product
virtually. They build a digital twin of  what they will 
eventually manufacture. It saves time and money. It saves 

Barbara Humpton                                                 CEO Siemens USA 

“What	a	lot	of 	people	don’t	realize	is	that
	 we’re	one	of 	the	top	10	software	companies
 in the world now.”  
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so much on the cycle time of  the product, because we’re 
able to power through so many of  those things that were 
previously worked through by trial and error. So, we elevate 
the role of  the human in the loop, and we get more people 
involved in the key questions: what’s the ultimate service to 
be provided, and how can we advance that aspect?

It sounds like you are very excited about the future.

Can you sense that?

I could sense it. I remember Ginni Rometty was 
saying that AI is really augmented intelligence, 
not artificial intelligence.

That’s right! Take augmented intelligence in healthcare. 
It can help with diagnoses and more effective treatments, 
but only a human can provide care.

Siemens USA is about $23 billion, 50,000 employ-
ees, and you’ve been in America for 160 years. 
You started talking about the workplace of  the 
future at Siemens … 

We’ve undergone our own digital reinvention in recent 
years to become a leading software company. And with 

1,500 open jobs, we are constantly on the lookout for 
folks with digital skills to help us as we shape this business.

We’re also collaborating with people across the educa-
tional ecosystem. The model that educated people for 
background, trained them for skills, and then thought 
they’d get into business and have their skill set for life is 
not the way it works right now. 

So, we’re looking for models that teach people how to 
learn. We’ve brought the apprenticeship model from 
Germany here to the U.S. Over the last several years, 
we’ve expanded it to nine states. This enables the smartest 
young people who want to work on important issues that 
will build a better world to start their career at Siemens. 

We’ve built a playbook, and we’ve shared it with others 
so that other companies can get engaged and follow this 
model. Imagine a student who’s in high school who says, 
“I’d like to become an apprentice.” They may enter a 
community college when they begin their work with Sie-
mens. We make sure that they have time for their stud-
ies, but they’re also getting good hands-on experience. 
They’re getting reimbursed for these studies, and they’re 
getting paid for the work they do. Several years later, 
they come out of  the program with a technical degree, a 
job and no debt. It’s a great deal.

I think Siemens is a great place to work, and I’m here 
because I believe in what we do. These issues that we’re 
dealing with globally matter. The things that we work on 
will persist for decades. Infrastructure, for example, has 
planning cycles of  decades. 

We have a phrase we use at Siemens, “We make real 
what matters.” We’re bringing the physical world to-
gether with the digital world. We’re taking the talents we 
have on the digital side and applying them to bring about 

Barbara	Humpton	 joins	 local	middle	 school	 students	 in	Huntsville,	Alabama,	 to	 play	 a
MindSphere	hockey	game	at	a	Siemens-hosted	event	promoting	STEM	education.

Barbara Humpton                                                 CEO Siemens USA Barbara Humpton                                                 CEO Siemens USA 

“What	we’re	doing	at	Siemens	is	working
	 to	develop	the	workforce	of 	the	future,	get-
	 ting	people	ready	for	those	middle	skill	jobs
 that combine the physical world with the
	 virtual	world.	Then,	we	elevate	their	role
 in the whole process.”  
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“We’ve	 brought	 the	 apprenticeship	 model	 from	 Germany	 here	 to	 the	 U.S.
	 Over	 the	 last	 several	 years,	 we’ve	 expanded	 it	 to	 nine	 states.	 This	 enables
	 the	smartest	young	people	who	want	to	work	on	important	issues	that	will	build
	 a	better	world	to	start	their	career	at	Siemens.”	

change more quickly – change that has meaning and pur-
pose. I think young people who are thinking about what 
they want to do, what contribution they want to make 
with their lives, ought to think hard about Siemens. 

Let’s talk about something else that really mat-
ters, which is women CEOs in work. Right now 
we’re at a point where we have 24 of  the Fortune 
500 CEOs are women. I’ve written in Forbes that 
we need to have a goal of  having 50 Fortune 500 
CEOs be women and that’s frankly only 10%, so 
it’s way too low.

But double what we’ve got today.

So why is there this situation with so few women 
CEOs? What’s your take on this?

I can’t answer for what’s happened inside each of  those 
companies, but I’ll give you a perspective from my own 
journey. When I started my career back in the 1980s, 
the expectation was that a career would be 30 years and 
then you’d retire. Back in those days, I knew I wanted to 
raise a family, so I focused on that. I had a job throughout,
but the real strong message from management was that 
those who are going to rise to the executive levels are those
who put company first. And the indicators of  “company 
first” are that you’re here at all hours of  the day and 
night. When we say travel, you travel. All those things. 

I had a lot of  peers who sacrificed everything to be able 
to move their careers ahead during years when I loved 
my job, but I was also busy raising children. What I 
didn’t realize back then, and what I’ve been able to see 
now, is that 30, 40, 50 years might be the new arc of  a 
career. I passed 30 in my career several years ago.

Those childbearing years are actually a pretty limited set 
of  time. Today, both women and men are thinking about 
that. What does it mean to show loyalty to a company? 

What does it mean to be there and make a difference? 
How a career moves is changing, and we’ve been hear-
ing that people will follow career paths with multiple 
companies in the course of  their career. They need to be 
building the experiences that get them ready for executive 
leadership.

In my case, what it took was actually having some assign-
ments that lasted way longer than people expected. My 
philosophy was, “I’m in a great role. I’ve got a problem 
I’m dealing with. I don’t want to leave the team in the 
lurch. I’m going to see this through.” 

Someone shared with me a great perspective, which is, 
“What if  you did every job as if  you were the queen and 
would have that job for life?” It turns out you make de-
cisions differently when you think you might have to be 
there to clean things up; you might have to be there to 
see the next generation come along. 

Barbara Humpton                                                 CEO Siemens USA 

Barbara	Humpton	and	local	high	school	student	Ashley	Kimbel	talk	“women	in	technology”
during	the	Siemens-hosted	event	celebrating	Ashley’s	achievements	at	the	University	of 	Al-
abama,	Huntsville.	
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For a very formative part of  my career, I was at Lockheed 
Martin, and they did a very conscious thing: They got 
people to expect the need to move from side to side. So, 
today, you’re in an information technology area dealing 
with the FBI. Tomorrow, I may need you working with 
the Department of  Defense.

At Lockheed Martin, they were looking to really blend 
the culture. Make sure leaders across the company had 
shared values. This idea of  “Look to your left and your 
right. You might need to basically manage that in the 
future. You might want to give them some help today to 
make them a little bit more effective.” What resulted was 
the promotion of  a lot of  women who turned out to be 
excellent collaborators and decision-makers.

So what advice would you have to young wom-
en and girls who are entering the workforce and 
want to build their career to become a CEO?

Well, if  they’re entering and want to become a CEO, ku-
dos to them, first of  all. Think about all the many skills 
you’ll need in order to be an effective CEO. I know a lot 
of  folks will think, “Hey, it’s a pretty straight line.” I ar-
gue with that. I say, “No, it’s collecting your merit badges 
along the way. Learn how to do various jobs.”

Finally, what advice would you have to people 
who are on a Board of  Directors and nominating 
committees in terms of  opening up the opportu-
nities for more women CEOs?

I’d say, “Look for talent in unexpected places.”

There you have it. Barbara, wonderful having 
you on the CEO Show.

Thank you.

Barbara Humpton                                                 CEO Siemens USA Barbara Humpton                                                 CEO Siemens USA 

Robert	Reiss	and	Barbara	Humpton.	Interview	aired	Sept.	9,	2018.

Barbara	Humpton	is	CEO	of 	Siemens	USA,	where	she	guides	
the	company’s	 strategy	and	engagement	 in	serving	 its	 largest	
market	in	the	world,	with	more	than	50,000	employees	and	
over	$23	billion	in	revenues	and	$5	billion	in	annual	exports.
 
Most	recently,	Humpton	served	as	president	and	CEO	of 	Sie-
mens	Government	Technologies,	Inc.	(SGT),	a	 leading	 inte-
grator	of 	Siemens’	products	and	services	 for	 federal	agencies	
and	departments.	In	this	role,	Humpton	also	served	as	an	offi-
cer/director	member	of 	the	board	of 	directors	of 	SGT.
 
Prior	to	joining	Siemens,	Humpton	served	as	a	vice	president	
at	Booz	Allen	Hamilton	where	she	was	responsible	 for	pro-
gram	 performance	 and	 business	 development	 for	 technology	
consulting	in	the	Department	of 	Justice	and	Department	of 	
Homeland	Security.	Earlier,	Humpton	was	a	vice	president	at	
Lockheed	Martin	with	responsibility	for	critical	programs	such	
as	 the	FBI’s	Next	Generation	 Identification	 and	 the	TSA’s	
Transportation	Workers’	Identification	Credential.

“Someone	shared	with	me	a	great	perspective,
	 which	is,	 ‘What	if 	you	did	every	 job	as
	 if 	you	were	the	queen	and	would	have	that
 job for life?’” 



22   The CEO Forum   www.theceoforumgroup.com

Expert Advice

A Case Study in Innovation

When Blockchain Meets Picasso 
Robert Reiss: You have an innovative goal to 
transform the art market. Please explain.

Peter Saile: I am the co-founder together with my 
friend, Dr. Paul Hriso, of  Artemesium, which will bring 
the world’s art owners and sellers, art buyers, art dealers, 
art consultants, and artists together to buy and sell art-
works on Artemesium’s platform. This blockchain plat-
form will replace the middle man, with transparent indi-
vidually-developed smart contracts and provide trust in 
authenticity, provenance and all pertinent information 
about the specific artworks – objective and free of  conflicts. 

This will result in the decentralization, disruption and de-
mocratization of  the annual $64 billion art world.

I understand how the blockchain is used for trans-
parency, but explain the innovation behind the 
democratization of  the art world?

Today the art market is exclusive, open to a few, and cen-
tralized in the hands of  art dealers, galleries and auction 
houses. Further, art is illiquid and difficult to monetize for 
so many owners, especially in times when an art owner 
is in need of  cash and would have to sell for 30% or so 
under the market value of  his artwork.

Artemesium will solve these issues along with the prob-
lems of  manipulated authentication and provenance – all 
in a context of  a monopoly and a culture of  questionable 
expertise riddled with conflicts of  interest. Ironically, those 
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“Imagine being able to own a piece of a Picasso” 

few who can currently access the art market are the ones 
falling victim to speculation, forgeries and illiquidity.

Can you explain specifically how Artemesium 
will accomplish this?

Artemesium allows anyone to buy small segments in 
specific artworks with multimillion dollar values for as 
little as $100 a segment. Imagine being able to own a 
piece of  a Picasso. This segment is called an Art Cryp-
to Access – ACA – and all services on the platform 
are paid with Artemesium’s own crypto currency, the 
ARTM token, which has been certified as a payment 
and utility token by the Swiss Capital Market Regula-
tory Authority FINMA. 

Our blockchain development and holding company in 
New York owns the Swiss corporation launching the 
Artemesium ICO/IEO in Switzerland for the world 
market. This results in a cosmopolitan syndication 
where the community of  Artemesium’s users will have 
the sole power to carry out all transactions and negoti-
ations with each other in a transparent system free of  
manipulation and conflicts of  interest. If  the art mar-
ket is exclusive, opening up the art market will expand 
it tenfold. This has Artemesium poised to become a 
multibillion dollar business.

Blockchain has received much press mainly for 
Bitcoin. Explain how this is different?

Bitcoin is speculative. Artemesium’s ARTM is a utility to-
ken used specifically for the purchase of  ACA segments of  
art in an environment where an ever-increasing quantity 
of  artworks is traded on a platform using a fixed amount 
of  central currency. This causes a huge demand for the 
central currency, thus boosting its utility and consequently 
its value. 

The ARTM is a ‘Super Coin’ due to its super high utility 
and its unique consensus protocol shared between ARTM 
owners and ACA owners, making it impervious to spec-
ulation attacks. The Artemesium technologies, platform 
and economy will forever change and capture the imagi-

nation of  the art world by making art a liquid asset class, 
allowing anyone in any income bracket to become the 
owner of  a major artwork, democratizing the ownership 
of  fine artworks forever. 

As a lifetime art collector I know the market intimate-
ly and have contacts with patrons of  major artworks 
around the world. We all look forward to transfer art 
into a liquid asset. Therefore, the Artemesium platform 
will start with important artworks from artists such as 
Rubens, Rembrandt, Picasso, Max Ernst, Wilfredo Lam, 
Omiros and others.
 
You consider yourself  a syndicator for the better-
ment of  the art world. Please explain.

To understand my love for syndications, one has to un-
derstand my professional development and all the syn-
dicated methods I have used to build and operate all of  
my ventures. This began as a boy growing up in post 
WWII Berlin, watching American soldiers distribute ev-
erything from shoes to Hershey Chocolate to the kids on 
the streets of  destroyed Berlin. I received my first lesson 
on what a collective effort of  nations could achieve with 
The Marshall Plan and how fast West Berlin was rebuilt. 
This would be a blockchain platform in today’s world. 
Since then, I am convinced there is no better country in 
the world than America.

For	any	questions	please	contact	Peter	Saile:	psaile@usareil.com

Artemesium	 Core-Partner	 Peter	 Saile	 has	 created	 many	 venture	
capital	 projects	 from	 ready-mix	 concrete	 to	 real	 estate,	 industrial	
development	projects	and	art	with	more	than	$2	billion	in	syndicated	
investments	 across	 several	 countries	 and	 continents.	Currently,	 he	
is	 involved	in	a	five	million	square-foot	mixed	use	project	at	San	
Francisco	International	Airport	with	an	investment	of 	more	than	
$3	billion	USD.	He	is	especially	resolute	to	develop	Artemesium	into	
a	multibillion-dollar	enterprise	that	revolutionizes	and	democratizes	
the	art	world	which	is	his	love.
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“We	created	10,000	millionaires	at
 a time when a million dollars really
 was a million dollars.”
 

What was your most memorable survival job?

Working in Harrods’ packing department in the ’70s 

Robert Reiss: John, what was the key to growing 
Cisco from 400 people with $70 million revenue to 
70,000 employees delivering $47 billion revenue?

John T. Chambers: First, all of  us who have been CEO 
know there’s no substitute for being in the right market 
at the right time. From there, it’s a matter of  how well 
you execute and how well you disrupt existing markets. 

“It was a rush” would be an understatement for Cisco’s 
growth to occur, and my philosophy is that you have to 
try to catch technology transitions with business-mod-
eled transitions. That’s what we did at Cisco. We took a 
techy concept and instead of  talking about how do you 
sell routers, we talked about how it would transform ev-
ery business in the world, and we led by that example.

In the process, we tried to create – in the classic approach 
that all CEOs focus on – unprecedented opportunities 
for your customers, your shareholders, your employees, 
and your partners. We were the best partnering organi-
zation in the world. We won that. For the shareholders, 
the stock went up 10,000%, which is amazing. 

Marc Kidd                                                        CEO Captivate
 
John T. Chambers                         Founder & CEO JC2 Ventures

	 The	 CEO	Forum	Group	 selected	 JC2
	 Ventures	as	the	innovation	leader	in	startups,
helping entrepreneurs disrupt industries through technology and a 
new type of  partnership between enterprise and entrepreneur.
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In terms of  our own employees, we shared the success 
across the board in ways that I don’t think may occur 
again. We created 10,000 millionaires at a time when a 
million dollars really was a million dollars. If  you invested 
a dollar, you got $10,000. And everybody benefited – our 
existing shareholders, our leadership, etc. It does speak to 
how the future of  innovation will be about how you get 
business model change aligned with technology changes. 
What Amazon did very effectively versus Walmart, what 
Tesla is doing very effectively versus GM, what Uber is 
doing very effectively in terms of  asset sharing.

When you look at future innovations, you’ve told 
me there is a new dynamic between small and 
larger companies. A lot of  the CEOs we’re deal-
ing with are at the top companies, but a lot are 
smaller companies. Talk about the blend, how 
they work together, and in a world of  innovation, 
what should the CEO’s mindset be?

This is going to be a period where you disrupt or you’re 
going to get disrupted. When I started saying about three 
or four years ago that 40% of  the large companies in the 
world and a higher percentage of  small companies would 
not exist in a decade, people said, “John, that’s not accu-
rate. You’re missing it.” Now, I think most CEOs would 
say that’s a conservative number. As we in leadership think 
about it, the key change in innovation is occurring at three 
to five times the speed that it did during the Internet era. 
And this will increase even more over time. 

The example I love to use is Amazon took 21 years to 
bypass Walmart in market cap. I was on the Walmart 
board, the best-run company in the world, the most 
valuable company in the world, and we saw Amazon 
coming. But yet, we were not able to innovate with the 
speed they were.

Tesla passed GM a short time later, in 14 years in terms 
of  innovation and market valuation. Then Uber, with a 
different model for how you purchase and share assets, 
passed Tesla in seven years. Twenty-one, 14, 7 – that’s 
exhilarating. 

For the first time in my life, I’m seeing large multination-
als create true partnerships with small companies be-
cause they realize many of  the best and brightest -- from 
the alumni of  North Carolina State, from the MITs and 
the Stanfords of  the world, the Polytechnic in France, 
the IITs in India – instead of  going to the traditional 
Wall Street firms, or the large, established government 
agencies, are going to startups.

So, the big companies are saying, “If  I want to innovate, 
I have to partner with startups in a way I never have 
before.” You’re seeing a world-class innovation company 
like Boeing partner with a company called SparkCogni-
tion, 220 people, where they have a 50/50 joint venture 
for the next unmanned aviation for the FAA. You see an 
understanding by the CEOs at large companies that they 
probably will not be able to move with the speed that 
they did before and they’re saying, “I’m going to succeed 
in innovation in part by forging unique relationships and 
partnerships with small companies – with startups.”

That trend is going very, very fast as well, but the key 
takeaway is, when you see a business model change oc-
cur at the same time as a technology change, that’s when 
you either get disrupted or that’s when you disrupt and 
lead fast. Amazon’s business model changed the physical 
and the virtual world. The Internet of  Things is prob-
ably the driving force of  change in the future. I call it 
the Digital Era, where you combine 500 billion devices. 
There were only a thousand devices connected when 
Cisco started. There are 12 billion today. There will be 
500 billion before we know it. How you use this infor-
mation and concepts like AI to process this and get the 

“We	took	a	techy	concept	and	instead	of 	talking	about	how	do	you	sell	routers,
	 we	talked	about	how	it	would	transform	every	business	in	the	world.”

Marc Kidd                                                        CEO Captivate

“When I started saying about three or four years
	 ago	that	40%	of 	the	large	companies	in	the	world
 and a higher percentage of  small companies would
	 not	exist	in	a	decade,	people	said,	“John,	that’s
	 not	accurate.	You’re	missing	it.”	Now,	I	think
	 most	 CEOs	would	 say	 that’s	 a	 conservative
 number.”

Marc Kidd                                                        CEO Captivate
 
John T. Chambers                         Founder & CEO JC2 Ventures
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right information at the right time, to the right person 
and machine, to make the right decision, that’s what in-
novation is about. 

AI will probably be the only technology that I’ve seen, 
maybe other than the Internet – and even the Internet 
started slower – that will exceed its expectations early. 
A lot of  the technology creating buzz right now, like 
cryptocurrency and even blockchain may not develop as 
quickly as people think, but artificial intelligence is being 
done by almost every single one of  the 18 startups that 
I’m investing in, coaching and mentoring. You’re going 
to see artificial intelligence enable the information being 
collected from these 500 billion devices to change busi-
ness models, how you interface to your customers, how 
your supply chain works at tremendous speed, etc. And 
then, you’re going to have security across the whole gap 
of  that.

In terms of  where I’m looking for innovation, I’m look-

ing across the technology changes with the business 
model changes. I get to see every startup in the world 
– and I’m not sure I’m worthy of  this, but I get my pick 
of  the litter wherever it is in the world. I’m more of  a 
champion, a coach, a mentor. 

One great example of  an entire country doing this is 
France. President Macron of  France was kind enough 
to ask me to be his Global French Tech Ambassador. He 
appointed me to do this. Can you imagine America ap-
pointing a German or a French person to do something 
like this? But they’re thinking about disruption – how 
you do what you need to do in order to succeed for fu-
ture generations. 

They’re all into small businesses that are be-
coming brands in and of  themselves.

They are very much. France used to be the worst place 
in the world to do business. A great place to take your 
spouse for a romantic weekend, sure; a great place to 
have dinner, of  course; but the last place in the world 
to locate jobs, much less start a company. France is now 
number one in Europe. I predicted that four years ago 
because I saw the country changing. It went from 140 
high-tech startups per year to 740. 

“When you see a business model change occur
	 at	the	same	time	as	a	technology	change,	that’s
 when you either get disrupted or that’s when you
 disrupt and lead fast.”

John	Chambers	regularly	visits	each	of 	the	startups	included	in	the	JC2	Ventures	portfolio,	no	matter	where	they	are	based.	Meetings	like	this	one	with	IoTium	are	invaluable	to	the	mission	of 	
JC2,	which	is	to	act	as	mentors	and	coaches	as	each	company	travels	on	its	growth	journey.

Marc Kidd                                                        CEO Captivate
 
John T. Chambers                         Founder & CEO JC2 Ventures
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In fact, the U.S. is actually decreasing in terms of  the 
number of  startups each year. There’s no entitlement 
anymore – startups can thrive outside of  Silicon Valley, 
as long as there is a government-level startup agenda/
strategy in place. I saw that the hard way in West Virgin-
ia. They used to be on top of  the world – the Chemical 
Center of  the world. Now, they’re number 47, 48, 49, or 
and 50 in every area because they did not change with 
the larger shifts taking place. We’ll see if  we can change 
that with some things I’m honored to do with West Vir-
ginia University and Gordon Gee there. 

And then you look at Boston and they used to be the Sil-
icon Valley. Boston got displaced by Silicon Valley, and 
now Silicon Valley, which we all view as the innovation 
center of  the world, is getting passed by New York. 

What verticals are the hottest? 

The answer is, all of  them are moving with tremendous 

speed. This is the first time I’ve seen that. You usually 
see the finance industry lead first and then maybe man-
ufacturing. Now the key, no matter the industry, is the 
CEO, who has to own the transformation. They have 
to say, “I’m going to innovate differently.” They have 
to be willing to disrupt themselves, their leadership and 
their company, and they’ve got to say, “I’ve got to do this 
internally and map out two partnerships, all from the 
smaller companies.”

Let’s talk about your philosophy on facing chal-
lenges. In your book Connecting the Dots you told 
the story of  the lesson you learned in Elk River.

I wrote a book, Connecting	the	Dots, about lessons for leader-
ship in a digital startup world, because I got the same ques-
tions as I went around the world from entrepreneurs and 
experienced business leaders alike. It didn’t matter if  I was 
in Dubai or Paris or London or New York or New Delhi. 
The questions were all about the same aspects of  leader-
ship and how to lead in an increasingly digital world. 

One of  the most basic lessons in leadership is you’re 
more a product of  your setbacks and how you handle 
them, than your successes, although nobody ever writes 
about that. I’ll come back to that in a bit.

“Cryptocurrency	and	even	blockchain	may	not
	 develop	as	quickly	as	people	think,	but	artificial
	 intelligence	is	being	done	by	almost	every	single
	 one	of 	the	18	startups	that	I’m	investing	in.”

John	Chambers	speaks	with	former	U.S.	Secretary	of 	State	Henry	Kissinger	during	the	July	2018	US-India	Strategic	Partnership	Forum	(USISPF)	Leadership	Summit.	Chambers	serves	as	the	
Executive	Chairman	of 	USISPF.

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO Captivate
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Both of  my parents were doctors. At a very young age 
they taught our whole family about staying calm during 
a crisis. At six years of  age I was fishing in a place called 
Elk River, in the rapids. I was a pretty good swimmer, 
but we were in a very dangerous area. My dad said, 
“John, just don’t get too close, because if  you get swept 
out, you won’t be able to get back.” The water was go-
ing extremely fast that day. He was up about a hundred 
yards above me and what did I do? I got too close to the 
edge, I fell in, and I started to panic. 

As I was getting sucked under the water in the rapids, all 
my dad was yelling at me was, “Hold on to the fishing 
pole.” Robert, it was an ugly fishing pole, it might have 
cost $5. And still he was yelling at me, “Hold on to the 

“France used to be the worst place in the world
	 to	do	business.	A	great	place	to	take	your	spouse
	 for	a	romantic	weekend,	sure;	a	great	place	to
	 have	dinner,	of 	course;	but	the	last	place	in	the
	 world	to	locate	jobs,	much	less	start	a	company.
 France is now number one in Europe. I predicted
 that four years ago because I saw the country
	 changing.	It	went	from	140	high-tech	startups	per	
	 year	to	740.”

fishing pole.” He was flying down the side of  the river-
bank, yelling, “Hold on to the fishing pole.” I was getting 
plummeted over and over. Each time I had to go up for a 
gasp of  air all I heard, “Hold on to the fishing pole.” We 
must have gone 200 to 300 yards downstream, and he 
caught up to me, swam out and got me, and immediately 
brought me back to shore and sat me down. 

He asked me, “Why did I tell you to hold on to the fish-
ing pole?” I said, “I don’t know, Dad.” And he said, “Be-
cause in a crisis, you’ve got to remain calm. You can’t 
swim against the rapids. You’ve got to be realistic on the 
situation you’re in, and then find a way to navigate out 
of  it. Don’t let your emotions cause you to do things that 
will actually make the situation much worse.”

It sounds basic, but it’s a lesson I learned that has and 
always will shape me, and that’s why I told that story 
and other similar stories in Connecting the Dots. I wrote 
the book with the takeaways summarized at the end of  
each chapter, but in between, I tell stories because read-
ers will always remember the story about holding on to 
the fishing pole.

In reading that story in the book, it said there 
was a boy, 14 years old, who didn’t hold on to the 
fishing pole, and he died, and you were at the fu-
neral.

Well, I had no idea about this young man. He happened 
to be a friend of  one of  my sisters. He had many similar 
sayings that I did, like if  I die tomorrow, I’m OK be-
cause it’s been a great life. When I went to his funeral, I 
found out that he actually died in that exact same spot 
where I fell in Elk River. He was a strong athlete and 
much older than I was. It was very sad. My feeling is, no 
one was there to remind him to remain calm. It’s one of  
those lessons learned.

Anything you learned from other CEOs?

During the late ‘90s, I got to know Jack Welch very well. 
They modeled Cisco at GE. Again, big company, very 
innovative; a company that always did benchmarking of  
other companies. Usually we get one idea from other 
companies. Jack got 24 from us the first time he met with 
us, and we became friends. 

John	Chambers	speaks	at	Techonomy	Half 	Moon	Bay	in	2018.	Chambers	attends	events	
around	the	world	to	share	his	views	on	the	importance	of 	startups,	which	he	believes	will	
drive	jobs,	innovation,	inclusion	and	GDP	growth	in	the	future.

Marc Kidd                                                        CEO Captivate
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“Jack	Welch	told	me,	‘John,	you	have	a	good	company.’	I	said,	‘All	right,	Jack,	you’re	teaching
	 me	something.	What	does	it	take	to	have	a	great	company?’	He	said,	‘A	near-death	experience.’
	 I	didn’t	grasp	it	at	the	time.	But	after	2001,	our	stock	went	down	by	80%.”

During the late ‘90s, he said, “John, you have a good 
company.” Well shoot, at that time we were getting 
probably more credit than we deserved but I would have 
still said we were doing pretty good. We were on every 
magazine cover, and the most innovative company in the 
world; maybe the number one CEO in the world, etc.

Jack Welch told me, “John, you have a good company.” 
I said, “All right, Jack, you’re teaching me something. 
What does it take to have a great company?” He said, “A 
near-death experience.” I didn’t grasp it at the time. But 
after 2001, our stock went down by 80%, and it doesn’t 
matter that my competitors went down twice as much. 
My shareholders got hurt, people are suddenly ques-
tioned if  could I even do my job. 

So, what did I do? I changed the company. We made 
all of  our changes in 51 days, and we started gaining 
market share on Day 52. At the end of  2001, Jack Welch 
called me and said, “John, you’re now a great leader, and 
you have a great company.” I said, “Jack, no one would 
agree with you right now and probably no one else is 
ever going to tell me something like that for a long time.” 
He said, “John, I watched what you did. You handled 
the setback better than anyone else, and you survived.” 

You know the truth? He was only the first man who ever 
told me that. But in hindsight, he may have been right. I 
think all of  us are going to go through setbacks as lead-
ers, or as companies. While everybody likes to write and 
talk about how you got to the successes, you’ll be more 
a factor by how you handle your setbacks, and how you 
learned to deal with those, and how you learned for the 
future.

You also learned another important lesson about 
problem-solving from your parents about symp-
toms. 

Yes, as doctors they taught me that people, especially pa-
tients, often focus on the symptom rather than what the 

underlying issue is. Take a couple of  aspirin? Or are you 
dealing with an infection that really is an outgrowth of  
a much more serious issue? They taught me to analyze 
and do it unemotionally. Identify the underlying issue 
and then focus on the outcomes and how you’re going 
to get there differently. How are you going to deal with 
the world the way it is? Don’t try to change things that 
can’t be changed. 

As the leader you want to say, “What are transitions oc-
curring around you?” You’ve got to gather data and lis-
ten to the market. There’s only one Steve Jobs. He just 
knew what to build. The rest of  us are mere mortals. We 
need to listen to the market. The market will always tell 
us what we’re doing right and wrong.

What you want to do as a leader is realize that technol-
ogy will enable almost every change you’re going to see 
over the next decade. As a leader you need to identify 
these changes and say, “How does the technology shift 
that is occurring change with the business model? How 
will you as a leader learn to reinvent yourself  and the 
people around you?”

You don’t have to be a visionary as a leader. But you’ve 
got to know what you know, and equally important, 
know what you don’t know, and then get a team around 
you that can help you innovate and change and strive to 
always be better than before.

Any insights on hiring people?

When you think about who you want to hire, first you 
want to look for people who have a track record for get-
ting the results. Second, I always look for people who 
build great teams. One thing that I learned the hard way 
is that I was always a sucker for great talent. I’ve learned 
you only hire people who fit into your culture. No matter 
how good their talent is, if  they don’t fit into your cul-
ture, they aren’t going to achieve the results you want. 
It’s like a sports team. The Warriors, for example. They 
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Robert	Reiss	and	John	T.	Chambers.	Interview	aired	Feb.	24,	2019.

John	Chambers	is	founder	and	CEO	of 	JC2	Ventures,	a	com-
pany	which	focuses	on	helping	disruptive	startups	from	around	
the	world	build	and	scale.	He	invests	in	companies	that	are	
leading	market	transitions,	such	as	Aspire	Food	Group,	Balbix,	
Bloom	Energy,	Dedrone,	IoTium,	Lucideus,	OpenGov,	Pindrop,	
Privoro,	Rubrik,	SparkCognition,	Sprinklr,	and	Uniphore.	He	
serves	on	the	Board	of 	Directors	for	Bloom	Energy,	OpenGov,	
Pindrop,	and	Sprinklr.	

Chambers	is	the	author	of 	Connecting	the	Dots:	Lessons	for	
Leadership	in	a	Startup	World,	where	he	shares	new	rules	for	
disruption	and	lasting	success	in	the	Digital	Age.	He	is	also	the	
Chairman	of 	the	US-India	Strategic	Partnership	Forum	(USI-
SPF)	and	was	appointed	Global	Ambassador	of 	the	French	
Tech	by	President	Emmanuel	Macron	of 	France	in	January	of 	
2018.

Prior	to	founding	JC2	Ventures,	Chambers	spent	25+	years	
with	Cisco,	serving	as	CEO,	Chairman	and	Executive	Chair-
man.	He	currently	holds	the	title	of 	Chairman	Emeritus	with	
the	organization.

only put players on their basketball team that really fit 
into their culture and their strategy. The same thing is 
true of  companies.

Finally, let’s talk about something you and I 
share, having dyslexia. Before I read your book 
Connecting the Dots, through the first 57 years 
of  my life I was thinking that having dyslexia 
seemed a curse, and I now realize it‘s actually an 
advantage. In fact you’ve said, one in five CEOs 
probably has dyslexia.

It’s probably a number greater than one of  five, but most 
of  my dyslexic friends will not admit it publicly. I did it 
by accident. There was a young lady who went to the 
stage to ask a question after a session and she couldn’t 
get her question out. She stumbled over her words, and 
left the stage crying. She was about 10 years old, and 
when I went over to her to talk about what had I hap-
pened, she said she’s dyslexic and I said, “Me too.” I 
forgot I had my mic on and 500 people heard me. 

That’s what we all know with CEOs – we’re all going to 
get knocked down. We’re all going to have weaknesses. I 
could hide in my office or I could get back up and pros-
per. Here’s how having dyslexia can actually be an ad-
vantage: You think differently; when you have dyslexia 
you see A, B…Z. You see patterns and you can visualize 
the end game really quickly. 

So, like many things in life, people might see something as 
a negative where it actually can be a positive. For me, in-
stead of  trying to synthesize facts, because of  dyslexia I’ve 
been able to see clusters and emerging themes and actual-
ly see the whole chess game before playing the first move. 
 
John, a true pleasure having you on The CEO Show.

It was really fun, I liked it. Thank you very much! 

“First	you	want	to	look	for	people	who	have	a
	 track	record	for	getting	the	results.	Second,	I	al-
	 ways	 look	 for	 people	who	build	 great	 teams.	
 One thing that I learned the hard way is that I
	 was	always	a	sucker	for	great	talent.	I’ve	learned
	 you	only	hire	people	who	fit	into	your	culture.”
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Late Bloomers: The Power of Patience in a World Obsessed with Early Achievement
by Rich Karlgaard
“I’m tempted to say this book was long overdue, but the truth is that it couldn’t come at a 
better time. Rich Karlgaard makes a commanding case against the wunderkind ideal, in 
favor of  recognizing that late bloomers often prove to be the most radiant. If  you’ve ever 
known someone who was overlooked or underestimated – or been that someone – you’ll 
immediately appreciate the importance of  this message. Reading it is an utter delight.” 
—Adam	Grant,	New	York	Times	bestselling	author	of 	Originals	and	Give	and	Take.

The Unaccounted by Scott T. Hill
The Taliban leadership is divided. After almost two decades of  war, deep divisions exist within 
the executive Consultative Council on how to proceed with their jihad against the Afghan gov-
ernment and the West. Frustrated by the politics and inaction of  the Council, Mullah Abdul 
Manan, the brother of  the Taliban’s original founder and one of  the Council’s most conser-
vative clerics, decides to take matters into his own hands. Partnering with old colleagues from 
the Soviet-Afghan War who now hold senior positions within the Afghanistan government 
and American defense industry, the three conspirators set the wheels in motion to unleash an 
insidious attack upon Europe and the United States. The	Unaccounted offers an unusual look at 
the inner workings of  the Taliban leadership as well as a compelling story line about betrayal, 
greed and power. 

Total Rethink: Why Entrepreneurs Should Act Like Revolutionaries 
by David McCourt
In business, and in life, everything is changing fast, apart from how we behave. Our ways of  
thinking and making decisions have changed little since we lived in agricultural and industri-
al societies, but the problems we now need to solve are entirely different. It requires a revolu-
tion in thinking and behavior to meet the challenges that now face us and avoid disaster we 
need to totally rethink the model. Part business biography, part business blueprint, Total Re-
think explains how this can be done. Successful telecoms entrepreneur David McCourt lays 
out the reality of  the dangerous situation we find ourselves in and suggests solutions which 
will empower everyone, including business people, politicians, diplomats, and teachers, to 
repair the damage we have already done, and prepare for the dramatic changes to come.

CEO Library  

“One of  my favorite quotes on learning is from Julia Child, ‘You’ll never know everything
 about anything, especially something you love.’ My love has been learning about business
 models and success, where I have read over 1,000 business books; following are three of
 those which I believe can be of  great value to today’s top CEO.”

Marc Kidd                                                        CEO Captivate



32   The CEO Forum   www.theceoforumgroup.com

CEO Insight

CEO Perspective on Creating a New Category
of Port…300 Years in the Making
By	Robert	Reiss,	The	CEO	Forum	Group	with	The	Fladgate	Partnership	CEO,	Adrian	Bridge

Since Croft’s founding in 1588 it is probably reasonable 
to think that every possible Porto has been invented, but 
the story of  Croft Pink Porto shows otherwise.

In 2005, CEO Adrian Bridge thought that it would be 
reasonable to make a rosé Porto given that most other 
wine categories have a rosé variant. Once challenged, 
his winemaking team used traditional techniques of  low 
skin contact to turn the red grapes into rosé and low 
temperatures to lengthen the fermentation period to cre-
ate a delicate style of  Porto.

Armed with samples, Adrian visited the Porto Industry 
Regulator. Yes, it is a highly regulated industry. The con-
versation went like this:

Adrian: ‘I would like to make Rosé Porto.’

Regulator: ‘You can’t. It does not exist.’

Adrian: (Producing a bottle … ) ‘It does now, taste it.’

Regulator: ‘Not important; Port is defined in law as ei-
ther red or white.’

Adrian: “Let’s change the law.’

Regulator: ‘Only if  the entire industry wants it will 
Parliament provide time to debate it.’

Adrian: ‘But half  the industry will say no, because they 
do not like change and the others will simply copy us.’

Regulator: ‘Not my problem.’

Problem-solving

This is the point when the project might have died. 
However, every regulated industry has loopholes to be 
used. Porto can be sold using brand names / trademarks 
only without saying what style of  Porto it is. So Adrian 
applied for, and obtained, the European trademark for 
the word ‘Pink’ for alcohol.

Armed with this, he represented back to the regulator. 
Croft - brand name, Pink - trademark, Porto - legal defi-
nition. There is no regulation on the color of  bottles, so 
by bottling in clear glass the consumer understood that 
it was a rosé but nowhere did it make this claim. The 
regulator accepted this, and Croft Rosé Porto was born. 
Launched on St. Valentine’s Day 2008 it became a great 
success – and by July 2009 the law changed and every-
one can now make Rosé Porto.

As a final twist, the launch in the USA saw a restaurant 
in Houston become the biggest single buyer in the coun-
try. Why? They were putting Croft Pink straight into 
their slushy machine and making adult sorbet. Simple, 
refreshing and delicious. Innovating the innovation – 
that is real change.

Deep Thought and Risk
I asked Adrian about his thoughts on innovation in a 
327-year old company, and he responded:

“When you are one of  the oldest companies in the world 
(Taylor Fladgate Port Est.1692) it is reasonable to as-
sume that everything must be working well to have sur-
vived that long. Innovation? Who needs it? We have sur-
vived (and thrived) because alcohol has not gone out of  
fashion and because quality will always find a customer.

“But, each year, a new generation of  consumer is born 
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– all of  whom need to be educated. Opportunity! Yet 
every distribution channel demands something new and 
exciting. Challenge! Innovation of  product or packaging? 
Or both?

“For me it is about listening to customers and thinking 
deeply about what they are wanting and taking risks. My 
view is we can overanalyze customers. We are all con-
sumers and we can trust our own view as to what we like 
and what we expect from brands.

“In 2008 I created Rose Port – other wine categories have 
Rosé, why not Port?…In 2013, I turned 50 and many 
friends sent me gifts. My response was to launch a 50-year-
old single harvest Port for our extensive reserves that we 
kept for blending. The result is an entirely new, premium 
market of  Ports, and many happy 50-year-olds!”

Adrian summed it up by saying: “Innovation is a mind-
set that combines deep thought and risk. We can all do it 
if  we trust ourselves.”

Adrian Bridge was born in a fine year for Vintage Port 
(1963) and educated at The Oratory School, Berkshire. 
In 1984, Adrian was commissioned into the British Army 
and joined The 1st Queen’s Dragoon Guards. During his 
time with the Army, he served in a number of countries 
also spending a year with the United Nations in Cyprus. In 
1988, Adrian joined Merrill Lynch.

In 1989 he moved to County NatWest Investment Bank to 
work on the U.S. equity desk. By 1993 he was made head 
of the U.S. Equity sales team and appointed a director of 
NatWest Securities USA. 

In May 1994, Adrian moved to Portugal to become the 
next generation in a family wine company. Formally be-
coming CEO on Jan. 1, 2000, Adrian has led the growth 
of the business organically and through acquisition. The 
Fladgate Partnership is a leader in quality Port worldwide 
(brands include Taylor’s, Fonseca, Croft and Krohn).

Adrian is married to Natasha and they have 3 children.

Robert	Reiss	with	Adrian	Bridge	and	a	fine	selection	of 	port	wines	at	The	CEO	Show	interview	May	8,	2019.
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Karen Ignagni                     President and CEO EmblemHealth

Robert Reiss: EmblemHealth is the leader in 
healthcare in New York State and has over three 
million members. Talk about your business.

Karen Ignagni: The business is to provide affordable 
high-quality healthcare for individuals. We’re essential-
ly the gateway into the system for individuals. We have 
some of  the best hospitals in the world here, but without 
insurance coverage, people can’t access those best facili-
ties. So that’s our role – to act as a navigator, to act as a 
door opener, to be in the individual’s boat through a very 
complicated healthcare system….To try to provide the 
support and services they need, to get to the right place, 
at the right time and at the right cost.

How does your background tie into this?

I worked for HHS at the beginning of  my career and 
came most recently from Washington representing a very 
large organization that provided support and service to 
all of  the health plans in the country. That’s how I came 
here. We worked with President Obama and his team 
and the Department of  Health and Human Services to 

“What	was	critical	with	our	trans-
	 formation	was	making	sure	that	we
	 built	a	culture	that	was	an	innovation
	 culture.	So	I	expunged	from	our
	 thinking	and	our	discussions	any
	 description	that	goes	something	like
	 ‘We’ve	always	done	it	this	way.’”

 The CEO Forum Group selected
	 EmblemHealth	 as	 the	 innovation	
leader in healthcare for their new model of  being an incubator for 
innovation	 in	 expanding	health	coverage	as	a	non-profit	organiza-
tion.	 They	 have	 created	 key	 partnerships	 in	 social	 determinants	
of 	 health	 and	 in	 curating	 medical	 research	 for	 personalized	 care.
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support the efforts to get healthcare coverage to people 
and expand it, and that was a significant achievement. 
Of  course now things are in a very different circum-
stance with respect to the large healthcare debate going 
on, and that will go on into the election period next year, 
but also in terms of  where that legislation stands and 
the uncertainty of  whether or not people who have been 
navigated into the system will be able to stay.

When I came here, the company was in a challenging 
situation, and I recognized that it had an 80-year leg-
acy. It has one of  the largest physician groups in this 
area, in the five boroughs now, as a partner of  the plan. 
We’re a unique entity in the healthcare ecosystem with 
the health plan coverage side, but also on the physician 
group’s side. 

A third pillar for us is our neighborhood care centers. 
So, we are in communities all across the five boroughs 
here making sure that they can have access to language 
training, to SNAP, which is the new term for what some 
of  your listeners may know as food stamps, and housing 
help, a number of  issues that are very, very important 
to individuals as they navigate a complicated healthcare 
system. That’s what our neighborhood care centers do.

We are a not-for-profit health plan, not a shareholder-
owned health plan. That distinguishes us in terms of  val-
ues. There’s a soul to it that’s very, very different. 

We launched our plan to turnaround and transform to-
ward the spring of  2016; that is what we’ve been focused 
on since then. I suspect a number of  your CEO listeners 
have been part of  turnarounds and transformations. 

We’ve merged now into the transformation stage from the 
turnaround, which is very exciting, but it involves rebuild-
ing every aspect of  a business and organizing it, so it can 
be stronger, it can be faster, it can be more effective. 

What were some of  the unique practices that you 
did to help drive this transformation?

Technology is crucially important, especially having 
data systems that are secure and having the ability to 
look at information interpreters and determine what 
your beneficiaries need. How can you help them effec-
tively? Those are examples of  how you use technology. 
Our technology platform was old creaky, and I could 
use a number of  other metaphors. I’ll spare your listen-
ers and readers. 

“We	talked	at	EmblemHealth	about	being	an	incubator	for	innovation.	We	are	partnering	with	a
	 number	of 	pre-IPO	companies	now	that	are	bringing	unique	scale	and	supports	to	our	health	plan.”

Karen Ignagni                     President and CEO EmblemHealth

Left	to	Right:	Karen	Ignagni,	President	and	CEO,	EmblemHealth;	Navarra	Rodriguez,	MD,	President	and	Chief 	Medical	Officer,	AdvantageCare	Physicians;	and	Karin	Mayhew,	Emblem-
Health	Board	Member,	at	the	Empower	Fireside	Chat.
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We needed to modernize our technology. That was the 
first thing: to be able to have an infrastructure on which 
we could build. Two, we have to make sure that we have 
the right team working in the right places, doing the 
right things that can take us to the next level. I spend a 
significant amount of  time on that.

We had to have a North Star for where we are trying 
to go. How do you get from here to there? What are 
your goals and objectives? What was critical with our 
transformation was making sure that we built a culture 
that was an innovation culture. So I expunged from our 
thinking and our discussions any description that goes 
something like “we’ve always done it this way.” That’s 
not the way you approach a transformation. You have 
to have a clean piece of  paper every morning and every 
night to constantly reevaluate and think, “Am I going 
in the right direction? Are we achieving our objectives? 
What do we need to do? Are we thinking bigger and as 
big as we need to think?”  

And just when you are rebuilding, it’s a propitious time 
to think about “Where are you going? How are you get-
ting there? And how do you dream about what’s around 
the next corner?” And that’s very, very important. I think 
you’ve written, Robert, about transformational CEOs, 

seeing around corners, being a provocateur. Like Pres-
ident Obama’s, “Yes, we can” and Nike’s “Just do it.” 
Those are examples of  the kinds of  things that leaders 
do, that motivate people. 

I’ve learned a lot from people. I’ve learned a lot by lis-
tening and reading about individuals who are very suc-
cessful and throughout my career I’ve tried to put these 
practices into place in a way that leads to transformation. 

Where do you go for your inspiration to learn, to 
create the vision?

I get up very, very early every morning. I exercise and 
am very disciplined about that. Most important is I’m a 
reader. So, I read all of  the newspapers, and I read the 
local papers in New York. One of  my favorite authors 
is Robert Caro, and I’m reading his book Working now, 

“We	want	to	have	the	agility	of 	the	large	com-
	 panies	with	whom	we	compete,	and	we	want	
	 to	 have	 the	 personalization	 and	 agility	 of 	 a
	 small	 company	 and	 the	 soul	 of 	 our	 not-for-
	 profit	community	responsibility	and	that	ethos.”

Grand	opening	of 	BronxDocs	location	at	932	Southern	Boulevard	on	Feb.	25,	2019.
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which is tremendously insightful. There is one quote that 
he credits to an editor at Newsday when he first started, 
and the editor told him to “turn every page.” In other 
words, don’t take the short route. It’s wonderful for man-
agers, so I’ve been proselytizing about Robert Caro’s 
quote now to my team. I’m sure they’re sick of  hearing 
that, but it’s a great book and he’s been very, very suc-
cessful. I am unpacking how he is successful. Those are 
the kinds of  things I find very intriguing. 

You built new teams, and innovation is at your 
core, yet you’re non-for profit. How do you do that?

Well, first you have to have a desire to do it. So, we talked 
at EmblemHealth about being an incubator for innova-
tion. We are partnering with a number of  pre-IPO com-
panies now that are bringing unique scale and supports 
to our health plan. 

I’ll give you one example. We are partnering with a City-
block, which is an organization that originally came out 
of  Google Labs, and they created a company to actual-
ly deal with social determinants of  health – the kinds of  
things we were talking about earlier – housing, issues with 
respect to mental health, issues with respect to navigating 
throughout your life and the challenges that present. 

Treating someone’s health involves mental health, phys-
ical health and social health. And Cityblock is our part-

“We	have	on-demand	care,	so	people	can	come
 without an appointment or they can get same day 
 appointments.”

ner in helping us do that. We are starting in Brooklyn, 
and now we’re expanding.

And then on our physician group…We’re partnering 
with a company called HealthReveal, which is a com-
pany of  very smart physicians that have partnered with 
researchers in all the best research organization centers 
throughout the country to curate medical research. The 
hypothesis is doctors can’t spend every night reading 
the New England Journal, JAMA, Lancet, et cetera, no 
matter how intriguing all of  that is, because they don’t 
have the time. So, curating that into decision trees, then 
through artificial intelligence that we can put into our 
electronic health record. 

Doctors have the ultimate call, obviously, but to remind 
them, to let them know, “Here’s the latest in the scientific 
research of  what you can do for patients with diabetes, 
with cardiac disease,” things of  that sort.

So, those are two examples of  incubation initiatives that 
we are fostering and partnering with, while we are trans-
forming our health plan. So, we want to have the agility 
of  the large companies with whom we compete, and we 

Conversation	Over	Coffee	–	group	leaders	share	insights	and	lead	a	discussion.
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want to have the personalization and agility of  a small 
company and the soul of  our not-for-profit community 
responsibility and that ethos. That’s what we are striving 
for, and that’s how we are navigating through all of  our 
challenges in rebuilding this very important organiza-
tion that has meant so much for families in New York, 
in Connecticut, in New Jersey, and hopefully beyond in 
the future. 

It’s really interesting and inspiring how you’re 
creating these new partnerships and your incu-
bators of  innovation, but how do you get your 
thousands of  staff and doctors to embrace this? 

On the physician side, we have a wonderful physician 
leader, Dr. Navarra Rodriguez, who was trained here at 
Columbia, went to Columbia Medical School. She is our 
physician leader. Dr. Leon Kurtz is our specialty leader. 
Together they have led a transformation on our physi-
cian group, so that we can provide a concierge experi-
ence for individuals and our patients that we’re serving 
through the medical group … to make sure that we are 
at a five-star practice at the front end of  innovation, and 
bringing all those modern tools to a very old-fashioned 
mission that beneficiaries and patients really support.

We have on-demand care, so people can come without 
an appointment or they can get same day appointments. 
We have an electronic medical records that follows me 
as a patient of  our physician group through 40 physician 
practices throughout the five boroughs. So if  something 
happens to me on Staten Island, or something happens 
to me in Queens or Brooklyn or in the Bronx, they can 
pull out my medical record. Deploying all of  those fea-
tures together is very important for a physician group 
practice. 

On the health plan side, we’ve reinvented a number of
our products, and we are now deploying things like 
health coaching. The most important thing we can do is 
be that door opener, provide coverage for people, so that 
they will be able to use the healthcare system. Prior to 
getting catastrophically ill, what can they do, say, if  they 
have diabetes? Like me, I have asthma. What can I do, 
like reminding people to fill their medications. I have an 
inhaler in my purse. So, if  I didn’t have an inhaler and 
something happened, I could end up in the emergency 
room. And for people who face every day stress, for peo-
ple who have challenges with maintaining their weight. 

Our company is called EmblemHealth, because so many 

Karen	Ignagni	speaking	with	resource	groups	for	an	all-groups	quarterly	meeting.
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people who we serve wear emblems, like police officers, 
firefighters, sanitation workers, teachers. We are serving 
working families and a range of  other individuals in the 
New York area, but that’s our mission. 

We get up in the morning and think about how can we 
make their lives better through what we do. And that’s 
what we’re focused on.

Let’s talk about the future of  healthcare.

The future of  healthcare I think is going to be far more 
personalized, and technology is going to help facilitate 
that; for example, the whole area of  genomics and help-
ing individuals who have different metabolic make-ups. 
I process drugs very differently than you do, and under-
standing that and allowing physicians to have the tools 
at their disposal to understand, “How do I dial into your 
metabolic mix? What should you be taking?” I think that’s
a great future of  healthcare.

It’s also important to understand that mental and phys-
ical health go together. I think the future is very bright 
about taking the next step and bringing the two together. 
And then, finally, I think I’m making sure that people, 
individuals, that we serve and the population itself, have 
the tools to do what they can to actually keep themselves 
healthy. So we provide more information, to provide 
support, to provide access when it’s necessary. 

We will be using things like tele-health. We will be using 
more of  the ability to get people into non-hospital, com-
munity center physician practices prior to needing to go 
to the emergency room or treating people when they’re 
catastrophically ill. 

Karen, a pleasure having you on The CEO Show.

Thank you so much, Robert. It was such a pleasure.

Robert	Reiss	and	Karen	Ignagni		–	Interviewed	April	30,	2019.

Karen	 Ignagni	 serves	 as	 President	 and	 CEO	 of 	 Emblem-
Health,	a	New	York	City-based	not-for-profit	health	insurance	
company.	EmblemHealth	 provides	 quality,	 affordable	 health	
care	coverage	and	administrative	services	to	approximately	3.1	
million	people	in	New	York.
 
Since	 arriving	 in	2015,	Ms.	 Ignagni	 has	 led	 an	 enterprise	
transformation	 to	 improve	 the	 consumer	 healthcare	 experi-
ence and expand the company’s presence and reach across the 
greater	 tri-state	 area.	Under	 her	 direction,	Ms.	 Ignagni	 has	
led	 the	 integration	 of 	 EmblemHealth	 and	 AdvantageCare	
Physicians,	expanded	membership	across	EmblemHealth’s	key	
markets,	and	introduced	several	industry-leading	partnerships	
to	 enhance	 EmblemHealth’s	 approach	 to	 addressing	 social	
determinants	 of 	 health.	Ms.	 Ignagni	has	 overseen	 the	mod-
ernization	of 	EmblemHealth	through	investments	in	relevant	
technological	capabilities	and	in	bringing	innovative	offerings	
to	the	communities	it	serves.
 
Prior	to	joining	EmblemHealth,	Ms.	Ignagni	was	the	Presi-
dent	and	CEO	of 	America’s	Health	Insurance	Plans	(AHIP),	
the national trade association representing the health insurance 
industry.
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The Business Imperative of a 
Multigenerational Workforce
By	Robert	Reiss,	CEO	&	Founder,	The	CEO	Forum	Group

A massive wave is coming and, in fact, it has already be-
gun to build. Is your business paying attention?

Certainly it should be, because the wave is coming 
straight at virtually all industries. As I mentioned recent-
ly in my Forbes.com column, one of  the greatest trends 
any of  us will see in our lifetime is the unprecedented 
aging of  the population, both in the U.S. and in most de-
veloped countries around the world. In the U.S. 10,000 
people turn 65 every day, and globally 22% of  the popu-
lation will be 60 or older by 2050. In fact, if  you want to 
glimpse the future, look to Japan. In that country, 30% 
of  the population is over 60.

Of  course, you can’t change the forces of  nature. What, 
then, does this trend mean for companies? Does it offer 
opportunities to tap? And, since this trend is all about 
people, what does it mean for not only our customers 
and what we provide them, but for our workforce? 

A group of  executives and I tackled these questions at 
the recent AARP International Global Summit—Dis-
rupt Aging: The Future of  Work for All Generations. 
Joining me for a panel I moderated were BlackRock 
Chief  Marketing Officer Frank Cooper, Morgan Stanley 
Global Head of  Talent Management Peg Sullivan, and 
Aegon CEO Alex Wynaendts. 

What the discussion unearthed was exciting. It also un-
derscored how the time has come to rethink, reimagine, 
and roll up our sleeves—starting right now.

Customers and the Talent Pool
All executives on the panel quickly reached a consensus: 
Creating a future built on a multigenerational workforce 
– one in which four and five generations are working 

side by side – is a business imperative. First, there is the 
customer to consider. 

Take, for example, Aegon. The company helps enable 
financial security by working with people of  all ages and 
life stages, from those early in their careers to those in 
full retirement. Thus, Wynaendts shared with the audi-
ence that his company seeks “a very diverse workforce 
because our customers are diverse.”

In other words, Aegon understands the need to assem-
ble and maintain a team of  people that understands its 
customers. Diversity is key when it comes to staffing, and 
companies need to make age a part of  their diversity and 
inclusion programs. That has begun to happen, but it’s 
not happening fast enough, the panelists said. 

Also driving the business imperative is the need for a 
company to be able to access the best talent. A talent 
pool comprising a mere two or three generations won’t 
make for a sustainable business. “It’s an enormous waste 
of  talent,” Wynaendts said.

Highlighting the workers’ perspective, Cooper agreed. 
With people living longer and the 100-year life expected 
to become increasingly common, he noted, “You’re not 
going to golf  and play tennis…[starting] at 65 and do 
that for 40 years.”

Translation from the business side of  the equation: All that 
talent can’t be left on the sidelines. Moreover, research shows 
productivity is highest when generations work side-by-side, 
and that diverse teams drive better financial returns. 

But how do you achieve an age-diverse workforce and 
gain such returns? 



www.theceoforumgroup.com   The CEO Forum   41   

Bi-Directional Mentoring
A solution Morgan Stanley originally targeted for in-
creasing female talent at the leadership level is also poised 
for a new application. In 2014 the company launched a 
return-to-work program – a sort of  internship for people 
who have been out of  the workforce for any number of  
reasons, including parenting to elder care. The result is 
a continuous stream of  new talent and energy coming 
through the door. The program has brought in sever-
al hundred women, said Sullivan, and now it’s serving 
emerging needs, such as age diversity.
 
Sullivan was unrestrained regarding the program’s success, 
reporting that “the impact has been fantastic.” Participants, 
she said, have brought to their work tremendous enthusi-
asm and unique experience. Such benefits translate well to 
older workers, whom research has shown to be more com-
mitted and engaged than their younger counterparts.

Success of  such programs, of  course, means not only re-
cruiting but retaining talent. “I think it’s really important 
to understand what motivates talent,” said Sullivan. 

On that note, Cooper underscored the importance of  
creating “on-ramps” and “off-ramps” for workers, from 
instituting sabbaticals to helping staff gain transferable 
skills. Panelists spoke of  the mutual benefit and value in 
mentorship and reverse-mentorships, whether via for-
mal programs or by inculcating the practice into the cul-
ture. As Sullivan noted, when members of  different gen-
erations partner up, “There are opportunities for both 
parties to learn from each other.” 

On the broader scale, opportunity and imperative await. 
It’s time to harness the wave — not get blindsided by it. 

Bi-Directional Mentor-
ing

From	left,	The	CEO	Forum	Group	CEO	Robert	Reiss,	Morgan	Stanley	Global	Head	of 	Talent	Management	Peg	Sullivan,	Aegon	CEO	Alex	Wynaendts,	and	
BlackRock	Chief 	Marketing	Officer	Frank	Cooper	during	the	AARP	International	Global	Summit	–	Disrupt	Aging:	The	Future	of 	Work	for	All	Generations.			
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“You	have	to	be	vigilant	24/7	in
 our space.”

Robert Reiss: Until recently I had not heard of  
the name Forcepoint, but you’ve created a differ-
ent model in cybersecurity. And, frankly, over a 
trillion dollars has been spent on cybersecurity 
and it seems everyone is still getting attacked. 

Matt Moynahan: I’m not surprised you didn’t know it. 
It’s a new name. The combined expertise from our early 
companies is 25 years, but the new Forcepoint is fairly 
new, only two-and-a-half-years old.

Forcepoint is a purpose-built security company from sev-
eral different companies designed to change the way you 
solve the security problem. Our approach is around un-
derstanding what really matters most to organizations, 
which is their people and their interactions with content 
and critical data. So, you’re right, a trillion dollars has 
been spent. It could be considered one of  the biggest 
failures in modern industry, but the threats are so ad-
vanced that the thinking needs to change.

Matt Moynahan                                                  CEO Forcepoint

Forcepoint	opened	the	company’s	Cyber	Experience	Center	in	Boston	in	April	and	hosted	a	ribbon-cutting	ceremony	featuring,	left	to	right:	Massachusetts	Governor	Charlie	Baker,	Forcepoint	
CEO	Matthew	Moynahan,	Raytheon	Chairman	and	CEO	Tom	Kennedy,	and	U.S.	Senator	Edward	Markey	of 	Massachusetts.

 The CEO Forum Group selected Forcepoint
	 as	the	innovation	leader	in	cybersecurity	for
creating	the	new	approach	of 	human-centric	cybersecurity.	This	new
model	focuses	on	the	intersection	of 	users	and	critical	data,	and	has
stopped	countless	attacks	before	they	could	happen.
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“The	first	thing	for	you	to	think	about	as	the	CEO	is:	What	data	do	I	have	that	could	be	important
	 to	my	company,	critically	important,	such	that	if 	it	was	stolen,	it	might	impact	the	market	value	or
 brand of  that company?”

Explain the Forcepoint model.

Quite simply, we’ve changed the way we try to secure 
things from thinking about infrastructure, which is the 
old way: trying to prevent people from getting in – clas-
sic walls and moats. It’s been proven that you cannot 
secure the internet. You cannot secure a corporate in-
frastructure fully, so people are getting in. Second, the 
number one attack vector right now to get in is stealing 
people’s identity; credential theft. 

In summary, instead of  trying to monitor all the technol-
ogy in your company, we try to provide a safety network 
for your employees, customers and partners by under-
standing what normal behaviors are. So that when those 
identities or credentials have been stolen, we’re able to 
tell when hackers are inside of  your company because 
their behavior is different than that of  your good em-
ployees. It’s a behavioral-centric approach to how we 
stop bad things from happening.

So it’s a double whammy, it hits the individual 
and the corporation?

Exactly. So we said let’s flip this model on its head. Let’s 
try to understand what do people typically do? What do 
good people do, what do bad people do? Let’s go create 
an understanding of  what “good” looks like instead of  
worrying about all the technology. When we see outlier 
behavior, where it would suggest that someone’s identity 
has been stolen and there’s two Roberts on the network, 
it allows us to understand who the good Robert is and 
protect the company. So, it’s just a different way to think 
about what you need to secure. 

From our standpoint, it’s really around understanding 
what bad people have penetrated your organization, 
what data are they touching, and how do you stop that, 
while at the same time allowing the good employees, 
which are the vast majority, to go about their day with-
out friction in the business processes.

Are most of  the bad people already in the com-
pany, or are they from outside the company?

There are three types of  bad. One is really bad actors, and 
those could be in the form of  nation states or various types 
of  hackers that have penetrated the company and gotten 
in. The two other types of  bad things that happen are typ-
ically done by good people. There is accidental leakage. 
People make mistakes all the time. The second type are 
adversaries that have stolen identities and gotten in. Un-
derstanding the behavioral patterns of  people inside of  
your company really allows you to surface the needle from 
the haystack, so to speak, without all the blinking lights of  
worrying about infrastructure. We’re very excited by this.

Since everyone is probably being attacked at all 
times, what should a CEO do first? 

Almost every company is a target at some point in time. 
The world is powered now by data. The first thing for 
you to think about as the CEO is: What data do I have 
that could be important to my company, critically im-
portant, such that if  it was stolen, it might impact the 
market value or brand of  that company? So, naturally, 
folks will immediately go to things like customer data 
or blueprints of  products we’re building or engineering 
designs. That’s absolutely critical. But it gets a little bit 
more sophisticated than that. What data do I have or 
do I produce that, if  it got in the wrong hands, could do 
damage to me personally as a CEO?

First and foremost, what sort of  data exists about me 
from my own personal brand as leader of  this company, 
which obviously is attached to the company brand or 
company data, that if  it got in the wrong hands could 
have a significant negative impact?

What types of  vital information should CEOs be 
aware to protect?

We’re routinely protecting blueprints of  really sensitive 

Matt Moynahan                                                  CEO Forcepoint
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Audience	gathers	at	the	Forcepoint	Cyber	Experience	Center	for	a	“State	of 	Cybersecurity”	fireside	chat	with	CEO	Matt	Moynahan.

products. It could be sneakers, it could be refrigerators, it 
could be jet airplanes, it could be trading algorithms for 
hedge funds. If  that information gets out, it’s very, very 
easy for that to be replicated. 

Every single day, if  you look, there are nations all around 
the world who don’t have the same respect for intellec-
tual property that this country may have, or there are 
multiple use cases for this type of  technology and it is 
under attack. That’s number one. Number two, we do 
look for other types of  information that could be used to 
do harm to your company like press releases that could 
cause stocks to trade in advance. Any type of  informa-
tion that could be abused, you really need to, first and 
foremost as a CEO, get your arms around that.

As you work on the human side of  breaches, 
what’s an example with a CEO?

I’ll give you a real world example of  a CEO for a fair-
ly prominent company. It was on a Saturday. This gen-
tleman was off from work, checking his email over the 
phone while at his son’s soccer game. His son scored his 
first goal so he’s very proud, naturally. The CEO then 
went and posted a quick message to his Facebook ac-
count, which he didn’t use that much, and said how 

proud he was of  his son scoring the goal. He immedi-
ately had a “parent” of  one of  his son’s teammates send 
him an email saying that she caught the first goal on vid-
eo and how proud she was of  him, and if  he wanted to 
get access to that video, he should please send his email. 

Now, it happened to be China who sent that email, not 
a parent of  his son’s teammate. This gentleman never 
used Facebook much, but this is how intense the scrutiny 
is over CEOs, boards of  directors, and key employees. 
They are the number one attack vector to get inside of  
a company. Going back to the approach that Forcepoint 
has, once your identity has been stolen and there are two 
CEOs on the network, how do you identify which one 
is the real CEO? And it’s through behavioral patterns.

Behavioral patterns – how do you do that?

Every person has a certain rhythm to the way they go 
about living, right? You could view it as simple as a habit. 
When you get up every morning, what do you do? Do 
you check your phone? Do you log into work? Check 
your email? Drink a cup of  coffee?

I get it. Brilliant. I assume this is done through 
digital?

Matt Moynahan                                                  CEO Forcepoint
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“Think	of 	us	as	painting	a	picture	of 	normal
	 behavior	patterns	of 	a	human	being.	We	use
	 that	 to	 protect	 them.	 So	when	 someone	 has
	 stolen	 the	 identity	 and	 gets	 on	 the	 network
	 and	is	doing	bad	things	to	a	company,	we	can
	 tell	what	good	and	bad	is.	Hackers	don’t	know
	 how	you	go	about	living	your	daily	life.	So,	it’s
	 very,	very	hard.	It’s	easy	for	them	to	steal	your
	 identity;	it’s	hard	to	replicate	who	you	are.”	

Forcepoint’s	new	Boston	location	features	the	company’s	state-of-the-art	executive	briefing	center	and	global	center	of 	excellence	for	behavior	analytics.	

There’s also a technical wizardry behind the scenes, but 
it has to be done with respect to the privacy of  all indi-
viduals. First and foremost, it’s collecting fragments from 
the way people go about and interact with digital tech-
nology. Think of  us as painting a picture of  normal be-
havior patterns of  a human being. We use that to protect 
them. So when someone has stolen the identity and gets 
on the network and is doing bad things to a company, 
we can tell what good and bad is. Hackers don’t know 
how you go about living your daily life. So, it’s very, very 
hard. It’s easy for them to steal your identity; it’s hard to 
replicate who you are. 

So we paint a picture of  that behavior and then when 
things get bad we will in fact let the companies know. 
Those companies will then go and let that employee know 

that their identity has been stolen, and maybe change a 
password or take protective measures. It’s really almost 
creating a personalization, a curated type of  security for 
each and every person on your network to make sure that 
you protect them from some of  these new modern threats.

And who do you deal with in that company…the 
Chief  Security Officer? The CIO? 

Depending on the size, in a smaller organization it might 
be the head of  IT who may also be responsible for se-
curity. In larger organizations that would be the Chief  
Security Officer, Chief  Risk Officer, or CIO.

In summary, instead of  trying to monitor all the technol-
ogy in your company, we try to provide a safety network 
for your employees, customers and partners by under-
standing what normal behaviors are. So that when those 
identities or credentials have been stolen, we’re able to 
tell when hackers are inside of  your company because 
their behavior is different than your good employees. It’s 
a behavioral-centric approach to how we stop bad things 
from happening.

When you look at security, what’s wrong with 
our approach today?

I think the security industry, as you mentioned earlier, 
needs to be changed. There has to be a paradigm shift in 

Matt Moynahan                                                  CEO Forcepoint
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“We	 started	 everything	 from	 our	mission	 and
	 vision	 to	understand	cyber	behaviors,	and	we
	 needed	to	make	sure	that	the	mission-oriented
	 culture	was	driven	through	everything	we	did,
 and any customer interaction felt that.”

the way people think about things because the old way 
clearly isn’t working.

You became CEO in 2016. What were some of  the 
first things you focused on?

It was really interesting coming into an environment where 
there were three companies when I came in, and then we 
went and purchased five. It was a very rare opportunity to 
go put in place the first culture for the combined company.

Typically you don’t get that, typically you have to be a 
startup, otherwise you’re coming into a large  organi-
zation when the culture is already baked. So this was 
actually the rare opportunity of  putting in a culture for 
the first time. Actually it turned out to be a competitive 
advantage for us because we said, “Let’s create a mis-
sion-oriented culture to solve this specific problem and 
align everything we do around accomplishing that prob-
lem for our customers.” So we started everything from 
our mission and vision to understand cyber behaviors, 
and we needed to make sure that the mission-oriented 

culture was driven through everything we did, and any 
customer interaction felt that. 

So it started with the people, and we do have this concept 
called radical candor, which is essentially giving people 
straight talk with the intent of  helping them improve their 
performance….not with the intent of  being critical or po-
litical or backstabbing. And in a company that’s coming 
together that didn’t have historical execution fabric or ex-
ecution DNA as a single company, we really needed peo-
ple to talk straight talk. If  you did it in a bad way the com-
pany would have been pulled apart. But if  you create this 
culture where people do it in a good way, the gravitational 
forces pull it together. And that’s what we’ve been doing.

So how is it working?

It’s fantastic. We routinely get emails from people who 
have joined the company recently that talk about how 
welcoming it is and how it’s rewarding and intrinsically 
motivating. You can’t just be nice. It’s got to be this in-
trinsic motivation to help build a company. I think people 
feel like they’re personally vested in doing that.

We do a lot of  work in many, many different industries 
ranging from governments to financial services to what 
have you, and the things that we’ve been able to prevent 
from happening have ranged from suicides to cases of  
active terrorism.

Matt Moynahan                                                  CEO Forcepoint

The	Forcepoint	booth	was	a	hub	for	meetings	and	demonstrations	at	the	2019	RSA	Conference	in	San	Francisco.
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“We	 really	 needed	 people	 to	 talk	 straight	 talk.	 If 	 you	 did	 it	 in	 a	 bad	 way	 the	 company
	 would	have	been	pulled	apart.	But	 if 	you	create	 this	culture	where	people	do	it	 in	a	good
	 way,	the	gravitational	forces	pull	it	together.	And	that’s	what	we’ve	been	doing.”

When you monitor behavior you can surface a lot of  
things. Everything becomes a use case of  human behav-
ior. If  you see someone walking down the street that looks 
happy, you know they’re happy. If  they look sad, you’re 
like, “Hey, what’s the root cause of  that?” On the Inter-
net, you don’t have the physical cues. You can’t see peo-
ple to go help them or watch out for them. So essentially, 
when you monitor behavioral patterns on the internet, yes 
you can do some things like stopping identify theft and 
credential theft. But you can also do some amazing things 
like stopping acts of  terrorism. You can stop things like 
suicide, because everyone’s got different signs. It’s almost 
like understanding the symptoms of  a problem. 

In the digital world, you don’t see it typically. If  you sur-
face that in a way where the proper folks – whether it be 
HR or a general manager – can go help someone, you 
can do that type of  thing.

So let’s talk about your leadership philosophy. 
I know you like lobster hunting. Anything you 
could learn from lobster hunting that ties into 
leadership of  cyber security.

Matt Moynahan                                                  CEO Forcepoint

The	immersive	and	interactive	Forcepoint	Cyber	Experience	Center	showcase	brings	to	life	today’s	evolving	threat	landscape	for	enterprises	and	government	agencies.

It’s an eat or be eaten type of  industry!

Touché.

I’ve eaten many lobsters, and I’ve enjoyed it, but they’re 
very prickly characters. One thing I’ve liked about cy-
ber, and it’s kept me in there for 20 years, is that it’s a 
very, very hyper-competitive industry, and you have to 
be vigilant. Almost going back to Andy Grove, ‘Only the 
paranoid survive.’ 

It’s very, very true. I think you see several of  our larger 
competitors out there who, quite honestly, have stopped 
innovating, and that has opened the door for us to come 
in and do something that is paradigm-shifting. You have 
to be vigilant 24/7 in our space. The nice thing is when 
you’re motivated to change the world in a mission-ori-
ented type of  way, you have that sort of  extra kicker. It’s 
not just about making a profit, this is around actually 
trying to change the world and we feel that here.

People are feeling that sense that you can make 
the world a better place.
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Matt Moynahan                                                  CEO Forcepoint

Absolutely, absolutely.

Let’s shift to sports. I know you’re a big Patriots 
fan, and I’m seeing now you actually look a little 
bit like Tom Brady. Any leadership lessons you 
could learn from the Patriots? 

It’s about not getting enamored with superstars and 
thinking more in terms of  the system that you put in 
place. I think that’s really important. It’s not just the Pa-
triots. There have been several dynasties you can point 
to. In rugby we have the All Blacks, and there’s several 
of  those reference models. We try to make this a sum 
of  the parts type of  company and culture. When ev-
erybody knows their job and knows what’s expected of  
them and comes to work every day trying to do their job, 
great things can happen. We operate in an industry that 
has 30% normal attrition rates. When someone leaves, 
you’ve got to have the next person step up and fit into 
that system and what’s expected. There are lessons to be 
learned from those types of  organizations.

Let’s go back and summarize what CEOs need to 
do to prepare for cybersecurity attacks.

The threat environment has completely changed over 
the past two decades. It started out with people trying to 
defame Amazon and wreck websites, to credit card theft,  
which now feels completely minor in the big scheme of  
things. There are major things that are happening rang-
ing from terrorist events to intellectual property theft de-
signed to bring companies down. The first thing for a 
CEO is really to be aware; don’t think you’re not a target 
because you are. There is someone out there that finds 
value in something your company is creating, for some 
reason. Try to identify what that is. 

Start with your data, most importantly, and then try to 
take a look at your workforce and try to put in place 
increased protections for those that are interacting with 
that critical data to keep your company from harm.

A pleasure having you, Matt, on the CEO Show.

Thank you Rob, I appreciate it.

Robert	Reiss	and	Matt	Moynahan	–	Interviewed	March	31,	2019.

Matt	Moynahan	is	the	chief 	executive	officer	for	Forcepoint.	
Under	 Moynahan’s	 leadership,	 Forcepoint	 launched	 a	 bold	
new	 approach	 to	 cybersecurity,	 centered	 upon	 enabling	 cus-
tomers	to	focus	on	what	matters	most:	understanding	people’s	
behaviors	 and	 intent	 as	 they	 interact	with	 critical	 data	 and	
systems	everywhere.	

Before	he	joined	Forcepoint	in	2016,	Moynahan	held	a	series	
of  senior leadership positions including as president of  Arbor 
Networks,	 a	DDoS	 service	 provider;	 founding	 president	 and	
CEO	of 	Veracode,	an	application	 security	 services	provider;	
and	vice	president	of 	Symantec’s	Client	&	Host	Security	and	
Consumer	Products	&	Solutions	divisions,	leading	the	latter	to	
$2	billion	in	annual	revenue.	

Moynahan	holds	a	bachelor’s	degree	in	economics	from	Wil-
liams	College	and	a	Master	of 	Business	Administration	de-
gree	from	Harvard	Business	School.	He	currently	serves	on	the	
board	of 	directors	of 	Care	to	Compete,	a	nonprofit	organiza-
tion supporting athletes with brain damage and chronic trau-
matic	 encephalopathy,	and	 is	a	member	of 	 the	Big	Brothers	
Big	Sisters	program.
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Expert Advice

Reinvent Your Enterprise:
Become a Cognitive Innovator 

by	Raphael	(Rafi)	Ezry,	IBM	Services

The Merriam-Webster dictionary accurately and simply 
defines ‘innovation’ as the introduction of  something 
new: a new idea or method or device, a novelty. As to-
day’s CEOs are well aware, there is nothing simple or 
novel about the need for continuous innovation through-
out an enterprise in order to survive and thrive in today’s 
turbulent yet opportunity-rich times.

Sudden, disruptive change is a reality that organizations 
must strategically accommodate, often by embracing in-
novative business models. Facing a need to differentiate 
themselves, leading companies are now expecting their 
entire organizations to adopt and adapt to a culture of  on-
going innovation at an unprecedented breadth and depth.

And while the ‘outside-in’ digital transformation wave of  
the past decade has certainly spurred many innovation-
driven initiatives, it has now given way to the ‘inside-out’ 
potential of  a new era of  business reinvention and a next 

generation business model of  the Cognitive Enterprise. 

A Cognitive Enterprise is an organization that creates 
knowledge from data to expand virtually everyone’s ex-
pertise, continually learning and adapting to outthink the 
needs of  the market while augmenting human intelligence.

Characterized by the ability to fully exploit data using 
exponential technologies including pervasive artificial in-
telligence, automation, Internet of  Things, Blockchain, 
and others, a Cognitive Enterprise is best positioned to 
prepare for the dramatic changes that will characterize 
the coming decade.

Through our biennial IBM Global C-suite Study pub-
lished by IBM’s Institute for Business Value, we know that 
some organizations and CEOs – we have dubbed them 
‘Cognitive Innovators’ – have long been convinced that 
the implications of  cognitive systems and technologies are 
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real and are profoundly impacting their organizations. 

They quickly recognized the impact of  cognitive comput-
ing on their business, typically resulting in recognizable 
business value outcomes including:

• The creation of  new ways of  interacting with customers,
• The revelation of  more powerful on-demand business
 insights through real-time access to data, and
• The enablement of  business model – and ecosystem –
 transformation.

Cognitive Innovators realize and embrace the catalytic 
transformational power of  cognitive solutions – from 
predictive analytics and recommendation engines to ro-
botics, natural language processing and deep learning. 

Serving as an engine that helps redefine organizations 
and how they engage, cognitive solutions are holistically 
providing enterprise-wide opportunities, adding value 
across an organization’s front office, middle office, and 
back office functions. Cognitive Innovators are reaping 
results ranging from an increase in revenue (driven by in-
novation through the feeding of  insights from structured 
and unstructured data) to radical cost reduction (driven 
by increases in speed, agility and accuracy of  processes). 
Our research also routinely reveals that today’s CEOs 
not only expect the pace of  innovation to continue to 
increase but also increasingly rate innovation as being 
the single most important activity for the overall success 
of  their organization.

Here are five recommendations to become a Cognitive
Innovator:

Make innovation central to business visions, strategy and 
execution. Aligning and embedding innovation to your 
business strategy must be a strategic imperative. Establish 
clear processes and measures to facilitate and guide new 
innovations. And encourage collaboration across the or-
ganization with customers and with ecosystem partners. 
Ensure there is senior management buy-in and establish 
measurement systems to ensure alignment takes hold. 

Create a competency to clearly articulate business prob-
lems that cognitive technologies can help solve. Define 
the scope for cognitive intervention and communicate 

it to all stakeholders. Because a cognitive solution is not 
a fit for every business issue, identify and prioritize the 
business problems which can be addressed by cognitive 
technologies and then evaluate and redefine those prob-
lems so as to address through cognitive intervention.

Define value associated with solving those problems and 
make appropriate investments. The differentiated value 
cognitive brings must be defined up front through a road-
map that articulates the cognitive investments required 
and benefits to be realized. Keep in mind that cognitive 
systems are evolutionary by nature and that benefits are 
incremental, requiring a periodic reevaluation and vali-
dation of  the benefits.

Ensure data strategy targets information needed to address 
problems identified. The importance of  the establishment 
of  a necessary infrastructure for cognitive systems cannot 
be overstated. Define a data strategy for establishing data 
ecosystem and data governance measures, augment the 
ecosystems with new sources of  data over time, and ensure 
well-governed data curation services are installed that ad-
here to organization policies.

Adopt a strategy of  continuous improvement. Revis-
iting the enterprise level strategy through continual 
measurement of  strategy elements will ensure a culture 
of  ongoing innovation is established. Measure the ele-
ments of  the defined strategies and validate against the 
agreed-upon defined benefits. Identify ways to improve 
or augment services by monitoring services and keeping 
a check on the defined milestones along the way.

Raphael	(Rafi)	Ezry	is	General	Manager	of 	IBM	Services’	North	
American	 Cognitive	 Process	 Transformation	 practice.	 He	 regularly	
partners	with	C-suite	executives	at	clients	 to	realize	 the	value	of 	 the	
Cognitive	Enterprise	by	reinventing	business	processes	and	workflows	
with AI and exponential technologies at the core.
https://www.linkedin.com/in/rafiezry/
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Scott Moorehead                                 CEO Round Room

Robert Reiss: Round Room is a $2 billion company 
and yet, until I read the book Build a Culture of 
Good, I hadn’t even heard of  it. 

Scott Moorehead: You probably haven’t heard of  us 
because we are from the middle of  nowhere Indiana and 
nobody knows where that is. But Round Room is a leader 
in serving the wireless community. We’ve been a partner
with GT Mobile Net before and now with Verizon 
Wireless, and we run over 1,250 wireless stores across 42 
states today.

And Round Room is a family business started by 
your grandfather in 1930. 

Yes. We went from electrical engineering to business tele-
phone systems to local area networking, to car phones, 
and then into the cellphone business. So, it’s been one 
opportunity that my family has chased after another.

Your dad did a brilliant job shifting the business 
into the area of  cellphones and then grew the 
business to $130 million. First, what lessons did 
you learn from your parents?

	 The	CEO	Forum	Group	 selected	Round
	 Room	as	 the	 innovation	 leader	 in	culture.	
Their	concept	of 	‘Culture	of 	Good’	is	perhaps	the	first	significant	new	
idea	on	culture	as	it	 integrates	employees,	customers	and	causes	into	a	
simultaneous	 model.	 Not	 only	 has	 the	 model	 driven	 Round	 Room’s	
revenue	 from	$137	million	 to	$2	billion,	 but	 the	 ‘Culture	 of 	Good’	
has	 been	 shared	 with	 other	 top	 companies	 driving	 significant	 results.

“The	key	to	sustaining	a	great	culture
	 is	integrating	cause,	customers	and
	 employees	into	the	ongoing	DNA	of
	 your	business,	which	means	working
	 on	all	three	simultaneously	and	having
 them completely interconnected in a
 culture of  good.”
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My parents always treated people the way they wanted 
to be treated. And they did it no matter if  it was to their 
detriment or not. And so, it was always about being fair 
and for the better good of  the company. They’ve pret-
ty much branded that deep inside of  me. That was the 
best thing that I could have ever learned from them. It 
helped develop the base for what we became, and what 
made us special, and that’s what made us a $130 million 
company in the middle of  the Midwest serving smaller 
communities all over. We were able to develop a model 
out of  that and take it all over the country.

Any lessons you learned at the dinner table?

My mom said, “So many companies want to be cus-
tomer centric, and our company will never be customer 
centric. Our company will always be employee centric.” 
She told me that before I was even out of  college, and 
I never understood what that meant until I got to the 
corporate headquarters and started working with them 
and realized that everybody in our company was part of  
one big family.

That’s great. How about from your dad?

My dad always said, “Find great people, hire them and 
fight like hell to keep them.”

We’re talking about learning leadership philos-
ophy from your parents where it’s not about the 
customer first, it starts with the employees.

Absolutely.

And then that transfers through to the customer, 
right?

Absolutely. You know, a happy employee makes for a 
happy customer.

So you joined in 2000 and became CEO in 2008 and 
within just over a decade grew it geometrically to 
$2 billion. Talk about what it was like for you to 

take over a business that your grandfather started 
78 years ago, and what you were thinking with the 
family legacy when you first became CEO?

Well, all statistics will tell you that the third generation 
is going to screw it up pretty monumentally. So I was 
nervous. Nervous to not only be the CEO, but I also did 
a buyout. My parents wanted to be bought out of  the 
business. And so I was 30 years old running a $137 mil-
lion business and had an incredible mom and dad. It was 
one of  those things where you sit underneath the ceiling 
fan at night and just stare up and try and stop sweating. 
You get what I’m saying? What am I going to do next? 
There are no more boxes to check for anybody else and 
it’s nerve-racking.

You ultimately have to take a look at your team, under-
stand your strengths and try and fill in because you’re 
not going to grow too much in all the different areas 
where you don’t understand things. So I started one by 
one to build a really great team. It was part of  this cul-
ture that people wanted to come into, where they knew 
that we’re a family. They knew that we wanted to grow, 
and they knew that we were aggressive, and they want-
ed to be part of  the party. It was actually an incredible 
amount of  fun. 

In order to do that we had to hire people with a ton of  
energy and all the same values. That was really import-
ant, because the values were all about community, fami-
ly, giving back and hard work and doing what we say we 
were going to do.

When you’re interviewing early on, how do you 

“My	parents	always	treated	people	the	way	they	wanted	to	be	treated.	And	they	did	it	no	matter
 if  it was to their detriment or not.”

Scott Moorehead                                 CEO Round Room

“My	mom	said,	“So	many	companies	want	to
	 be	 customer	 centric,	 and	 our	 company	 will
	 never	be	 customer	 centric.	Our	company	will
	 always	 be	 employee	 centric.”	 She	 told	 me
	 that	 before	 I	was	 even	 out	 of 	 college,	 and	 I
	 never	understood	what	that	meant.”
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find those people? Are there questions you ask? 
Are there things you look for? How do you know 
the person is going to be a fit to the culture?

I’m going to tell you something really corny, but I always 
ask one question. In an interview you’ve got somebody 
on one page of  paper and you know their entire life and 
their background. You get an hour to talk to them and 
understand who they are, and a lot of  times they tell you 
what you want to hear. So I ask one question at the end 
of  every interview, and I got really good at telling who 
people were at their core after I asked the question.

Boy, I want to hear this. You’ve got 600,000 people 
listening to what is the question you ask?

I’m a huge music fan, by the way, that’s where the name 
Round Room came from. My favorite band is Phish, and 
I have probably five companies and they’re all named 
after Phish songs. The one question I ask when hiring, 

which tells me someone’s true personality, is, “Okay, now 
that we’ve talked you’re going back to your car, you’re 
going to turn your car on …. I want to know what song 
is going to come on the radio.” 

How is that going to tell you that someone’s 
good? I don’t get it.

It tells me who they are. I have gotten so many different 
answers. I can’t tell you a lot about their personal lives, 
and they won’t tell you a lot about their personal life, and I 
can’t ask about it. But I can ask him what’s going to come 
on. What radio station is it? What kind of  music is it?

Scott Moorehead                                 CEO Round Room

“We	had	to	hire	people	with	a	ton	of 	energy	and	all	the	same	values.	That	was	really	important,
	 because	the	values	were	all	about	community,	family,	giving	back	and	hard	work	and	doing
 what we say we were going to do.”

“The	one	question	I	ask	when	hiring,	which	tells
	 me	someone’s	true	personality,	is,	“Okay,	now
	 that	we’ve	talked	you’re	going	back	to	your	car,
 you’re going to turn your car on….I want to
	 know	what	song	is	going	to	come	on	the	radio.”
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Some people say the song that’s their favorite song.

They will tell you what they want to come on, right? And 
so, I got all these different answers. Like one guy said, 
“Silence.” And I was like, “Silence? I’ve never gotten 
that answer before.” And he said, “I’ve got seven kids. 
My life is chaos. My wife is constantly after me, and all I 
want is silence.” 

It gives you an insight into who they are personally, what 
their values are, what kind of  lifestyle they lead, and how 
they will act when they are not at work.

Now that is brilliant! I think it’s the best recruit-
ing question I’ve heard. 

It really works for us.

So let’s go back to growth strategy. You grew 
from $137 million to $2 billion in just over a de-
cade. What is the secret to that?

The secret of  our growth is all about building a culture 
of  good. To do this, Robert, we had to find some glue, 
because our model is built around one or two headquar-
ters offices and then we’ve got multiple thousands of  em-
ployees spread out all over the country and little pods 
of  three or four. You figure out how to make them feel 
part of  something bigger. I think most employees at all 
levels of  the company want to feel like they’re a part of  
something bigger. 

So you have to create this glue in the center of  it to make 
sure that people get that authentic feeling from your 
company that they can take away with pride.

What we’ve created we call Culture of  Good. And the 
glue at the center is actually a meeting of  three pieces 
– employee engagement, corporate social responsibility 
and strategic intent. All three of  those actually meet in 
the same spot, and we called that “the sweet spot” right 

in the center, and that’s the soul of  your company. Every 
company has a soul; some of  us just have to dust that off. 

That’s the Venn diagram, the intersection.

It’s the Venn diagram. It’s actually on the cover of  a book 
that I wrote called, “Building a Culture of  Good.” Not 
that I want to plug that for any reason, but you could 
find that on cultureofgood.com.

This Culture of  Good was all about giving employees 
pride, giving them passion in what they do every day. So 
many people clock in to work, and they do their job, and 
then they go home, and they don’t feel the passion. They 
don’t feel proud of  what they do, and they don’t know 
how it contributes to the overall goal. You have to take 
your strategic intent, figure out how to create something 
authentic and philanthropic around them.

What’s an example of  integrating all three?

I’ll give you an example of  what we came up with. We 
evaluated most of  the frontline employees, and we said, 
“Who are they in general?” Most of  those employees are 
retail employees and they’re customer facing. In order to 
do that job, you’ve got to be absolutely extroverted. You 
have to get your energy from talking to people. So they 
are absolutely people-people. And they get their energy 
from there, so let’s start with people are important. Let’s 
build our cause around people. 

Because of  our strategic intent we pretty much own 
a circle of  the community. Those people are for us to 
serve, right? So you’ve got people, you’ve got community 
and then, ultimately, you’ve got connection. People don’t 
come into our stores for equipment; they come in to our 
stores for connections.

Scott Moorehead                                 CEO Round Room

“I	 think	 most	 employees	 at	 all	 levels	 of 	 the
	 company	want	 to	 feel	 like	 they’re	 a	 part	 of
 something bigger.”

“What	we’ve	created	we	call	Culture	of 	Good.
 And the glue at the center is actually a meeting
	 of 	three	pieces	–	employee	engagement,	corporate
 social responsibility and strategic intent. All
	 three	of 	those	actually	meet	in	the	same	spot,
 and we called that “the sweet spot” right in the
	 center,	and	that’s	the	soul	of 	your	company.”
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Great point.

How do we find the cross between people, community 
and connection? How do we serve that? Ultimately we 
started giving back, but we didn’t give back at a central-
ized level. We gave back and pushed it all the way to 
the outer rims of  our company. The very first thing we 
did was a community backpack giveaway, and we did it 
out of  every one of  our 1,250 locations. Last year we 
gave out 187,000 backpacks all within the same two-
hour period all across the nation. Going back to school 
is an expense that some staggering statistic of  the coun-
try cannot afford. So all our employees worked with our 
customers and the community.

That galvanizes everyone, and at the same time it’s 
person-to-person community outreach. Brilliant!

It absolutely is. You may have experienced where you go 
into a drugstore or what-not and they say, “Hey, would 
you like to donate a dollar?” And you say, “To what?” 
And they’re like, “I don’t know.” 

Scott Moorehead                                 CEO Round Room

“The	very	first	thing	we	did	was	a	community
	 backpack	giveaway,	and	we	did	it	out	of 	every
	 one	of 	our	1,250	locations.	Last	year	we	gave
	 out	187,000	backpacks	 all	within	 the	 same
	 two-hour	period	all	across	 the	nation.	Going
	 back	to	school	is	an	expense	that	some	staggering
	 statistic	of 	the	country	cannot	afford.”

“Our	 employees	 are	majority	Millennial,	 and
	 they	 don’t	 have	 an	 attention	 span	 very	 long.
	 So	we	use	 video	 to	 talk	 to	 them,	and	we	 try
	 and	 keep	 them	 under	 a	 minute.	 It’s	 almost
	 like	our	internal	YouTube	channel.”

We do the same thing except we say, “Your dollar is go-
ing to go towards giving a kid in our community a back-
pack.” It starts to build that concrete base. 

We’re not acting like we’re fixing anything for anybody, 
but it’s just our job to help. That’s something that every 
employee got to touch. They got to feel it and got to be 
there, and they got to own it. That felt very authentic, 
and we got a chance to tell our customers about it which 
really spread the word that we’re more than a wireless 
shop. We’re actually somebody with a heart and a stable 
part of  the community. 

All things considered, if  you could go shop at any wire-
less shop, why not give us a chance? It became some-
thing that not only helped engage our employees but it 
helped engage our customers. It was phenomenal for 
business overall.

What mistakes do you see CEOs making to 
building a culture?

Often there will be a great cause, but it’s actually imposed 
upon the employees, and when it’s over, it’s over. For ex-
ample, one major financial services company was doing 
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Scott Moorehead                                 CEO Round Room

some important work helping rainforests. Great idea, but 
it was a one off and didn’t engage all the employees or tie 
to the customers, and when it was over it was done. 

The different approach is getting it all at the same time. 
When employees and your customers rally to a common 
cause, good things – in fact great things – can happen. 
The key to sustaining a great culture is integrating cause, 
customers and employees into the ongoing DNA of  your 
business – which means working on all three simultane-
ously – and having them completely interconnected in a 
culture of  good. 

That’s one of  the first original concepts of  cul-
ture I’ve heard in some time. Now you’re a tech-
nology company, how do you use technology in 
building a great culture?

The one problem that keeps me up at night, still to this 
day, is communication. We’ve got thousands of  employ-
ees all over the country and building the communication 
infrastructure has been a constant challenge. We’ve tried 
different platforms. 

What we do know is that our employees are majority 
Millennial, and they don’t have an attention span very 
long. So we use video to talk to them, and we try and 
keep them under a minute. It’s almost like our internal 
YouTube channel.

Any final advice to CEOs about building a great 
culture?

You have to figure out what made you special in the first 
place. Figure out what made you special in the begin-
ning and never lose it.

Robert	Reiss	and	Scott	Moorehead	–	Interview	aired	April	21,	2019.

Scott	Moorehead	is	the	CEO	of 	Round	Room	and	each	of 	it’s	
entities:	TCC,	Wireless	Zone,	Culture	of 	Good,	and	Redux.
These	 combined	 entities	 eclipsed	 $2	 Billion	 in	 revenue	 in	
2017	making	Round	Room	one	of 	the	5	largest	privately	held	
companies	in	the	State	of 	Indiana.	He	has	been	in	this	role	
since	2008.	With	nearly	20	years	of 	experience	in	the	compa-
ny,	Scott	has	held	various	positions	of 	increasing	accountability	
along the way. 

Under	Scott’s	direction	as	CEO,	TCC	has	grown	from	annual	
revenues	of 	$135	Million	to	one	of 	the	biggest	small	companies
on	the	planet.	TCC	was	named	to	the	Inc.	500/5000	list	of 	
the	nation’s	fastest	growing	private	companies	for	four	consec-
utive	years.	TCC	has	maintained	a	position	 in	 the	rankings	
of 	the	Hire	Power	Awards	from	Inc.	Magazine	as	one	of 	the	
country’s	top	job	creators.	Scott	has	been	placed	on	multiple	40	
under	40	lists	for	high	achievers	and	leadership	in	business.	In	
2018	Scott	was	recognized	by	Ernst	&	Young	as	Entrepre-
neur	of 	the	Year.	
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“Our transformation is about broadening
	 the	meaning	of 	‘Worth.’	In	short,
 it’s about worth beyond wealth.” 

What was your most memorable survival job?

Working in Harrods’ packing department in the ’70s 

when I was a student for no money a week, packing up 

very expensive pieces of elegant crockery to be sent to 

very exotic places.

Robert Reiss: When you became CEO in August 
2018 you had a mandate to transform what was 
Worth magazine to Worth Media. Describe the 
company.

Juliet Scott-Croxford: I like to describe ourselves as a 
27-year-old startup. Our heritage is in financial and in-
vestment content for a high net worth and affluent audi-
ence. Our vision now is to inform and inspire a commu-
nity of  affluent influential and aspirational individuals 
to be their best self. It’s about connecting them with the 
people and topics that matter most in their life, so that 
they can leave a lasting impact not just on themselves but 
on their family, community and the world around them. 
Our transformation is about broadening the meaning of  
‘Worth.’ In short, it’s about worth beyond wealth. 

Our content is distributed in many forms. We still have 
our quarterly magazine, which we’ve recently redesigned. 
We do a series of  live events for our community, and 
we also have worth.com. So we’re putting a lot more in-
vestment into our live and digital online content to en-

Marc Kidd                                                        CEO CaptivateJuliet Scott-Croxford                                                         CEO Worth

 The CEO Forum Group selected Worth
	 Media	as	the	innovation	leader	in	media
for	transforming	the	business	model	from	a	magazine	to	a	multimedia	
company	focused	on	events,	 subscriptions	and	digital	 for	people	at	a
high	level	of 	success.

Juliet	Scott-Croxford	engages	in	conversation	at	the	Conversations	with	Worth	event	featuring	Marc	Lasry	in	December	2018.
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gage our community in different ways and to broaden 
our content and themes to ensure that the stories that 
we’re creating and the information that we’re providing 
is relevant to our audience. That still might be content 
around smart capital, smart investment and professional 
development, but we’re also leaning more into lifestyle 
content such as meaningful experiences and passions 
and purposeful living. That is around health, wellness 
and personal development as well as impact investing 
and how is philanthropy evolving, as well as trends in 
technology and innovation and how that’s really disrupt-
ing the economy, society and the way that we need to 
think and the way that we need to operate.

How do you define the Worth community?

Traditionally, our readership has been a high net worth 
community with 80% of  our readers having a net worth 
of  over $10 million. We distribute our magazine to 
125,000 individuals across the U.S. each quarter. We 
also have a print subscription model with overseas sub-
scribers as well as a weekly newsletter. We describe our 
Worth audience as affluent and influential, but we also 
talk about a shared mindset. We focus on topics that are 
relevant to our audience such as health, wellness, longev-
ity, family and making a positive impact as well as smart 
capital and investing. Our audience are people who are 
really redefining what success looks like and living and 
leading a life with purpose.

Our focus at Worth is on driving deeper relationships 
with our high net worth community who are incredibly 
important to us, through our content as well as experi-
ential real-life connections in the form of  events. As we 
increase our content output online, we are also reaching 
a younger, more diverse and aspirational audience that 
also have similar values around success and leading with 
purpose. That’s how we are diversifying our audience 
base whilst ensuring we continue to engage our existing 
community in new and authentic ways.

Talk about your background where strategy and 
online publishing transformation were core, and 
the transformation you’re undertaking. 

I was a coder with IBM. I didn’t really enjoy that then, 
but I’m so relieved that I started my career in coding 
because now it’s everything. But what I did realize very 
early on was that I was interested in the impact that 
technology and digital have on industries, organizations, 
processes and people. 

I then moved into business strategy and organizational 
change. I worked across a number of  different indus-
tries as a management consultant helping clients solve 
complex business problems, which often had a tech-
nology underpinning. They often wanted to shift their 
business model recognizing that their consumers were 
experiencing their products or services in a different way, 
and therefore they needed to change their thinking and 
transform their business model in some way. 

I then realized that the media industry was being disrupted
fairly early on with what was the evolution of  digital and 
that interested me. I could relate to it. I thought it was 
sexy. I thought it was relevant. So I then specialized in 
media and publishing and joined Boxwood KPMG, be-
cause their first media client was a company called The 
Guardian, a brand I loved, and which at the time was the 
ninth largest U.K. newspaper. It’s now the third largest
global quality media organization in the world. 

The project was supporting their print to digital trans-
formation, and that was really about understanding the no-
tion of  how people were consuming content in different 
ways and how you get different parts of  the organization 
to come together to transform both content, products 
and storytelling to reach and engage the audience that 
you want to reach and then monetize it.

That’s the big question everyone I know is trying 
to figure out…How do you monetize digital?

The media industry is being so disrupted, and it changes
pretty much every quarter. Gone are the days where you 
can have a five-year plan and a five-year strategy and 
stick to it. It’s still very important to have a strategic vision
and a strategic framework, but then encourage the orga-
nization to work in a very adaptable data-driven nimble 

“I’m	a	fundamental	believer	in	the	fact	that	you	need	to	diversify	your	business
	 and	revenue	model.”

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO CaptivateJuliet Scott-Croxford                                                         CEO Worth
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“We are now building a content studio to
	 create	360	degree	sponsored	content	for	our
 partners.”

Juliet	Scott-Croxford	addresses	attendees	of 	the	Women	&	Worth	Summit	in	March	2019	in	New	York	City.

Marc Kidd                                                        CEO CaptivateJuliet Scott-Croxford                                                         CEO Worth

way and then test-and-learn in order to achieve the goals 
that the organization wants to achieve. 

In media, specifically, monetization takes a number of  
forms. You have advertising which is a traditional form 
of  partnership but media organizations now need to 
monetize in different ways. I’m a fundamental believer 
in the fact that you need to diversify your business and 
revenue model. We work with partners on the B2B side 
and on the B2C side to connect their brand with our au-
dience and distribute our content, and we are now build-
ing a content studio to create 360 degree sponsored con-
tent for our partners around relevant themes so that we 

can get their brand messaging in front of  our audience  in 
a variety of  ways and also drive conversion and support
with prospecting. So, that’s one way. 

The other way is really about how we monetize our au-
dience. So, that might be recurring revenue, such as a 
subscription model. It might be through tickets to some 
of  our experiential events or through new product devel-
opment. A lot of  organizations are experimenting with 
the membership economy and membership models. 
What’s critical there is ensuring that you’ve got a solid 
compelling value proposition that I think needs to con-
nect both content product and meaning and inspiration 
in order for someone to be willing to pay for what you’re 
doing.

And when you’re driving a transformation, let’s 
discuss more about your leadership philosophy.
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“Gone	are	the	days	where	you	can	slap	some	values
 up on a wall and that warrants why you exist.
	 Organizations	are	trying	to	navigate	this	notion
	 of 	profit	and	purpose.”

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO CaptivateJuliet Scott-Croxford                                                         CEO Worth

I think it’s interesting when you work across different gen-
erations now. The clarity around your strategic direction 
is fundamentally important. And I think providing the 
organization with a framework around what your goals 
and priorities are is still very, very essential. In addition 
to that, in order to motivate – and particularly with the 
younger generation – I think it’s important to have an 
authentic purpose. So, I think gone are the days where 
you can slap some values up on a wall and that warrants 
why you exist. Organizations are trying to navigate this 
notion of  profit and purpose, and it’s important that the 
talent in your business understand what their organiza-
tion stands for and believes in, as well as how they make 
money. Wrapped in your strategic framework, your pur-
pose, vision and your strategic goals as an organization 
needs to be crystal clear. 

I also think that you need to lead with a sense of  cama-
raderie and authenticity. We talk a lot about inclusivi-
ty and the language we use and how we include every 
single person within the team, so that they feel invested 
and included in what we’re doing. I’m a big believer in 
empowerment. So, for me, I’ve used this model a couple 
of  times now called OKRs which Intel invented in the 
1970s. It stands for Objectives and Key Results, and it’s 
really a framework to enable every different part of  the 
organization to operate in a highly collaborative way, in 
a data-driven way, but also to work at pace and adapt 
where necessary. What I would do is set the strategy, set 
our goals, have a clear view on what our annual objec-
tives are. Then with objectives and key results, we would 
as a team chunk that down quarter by quarter and say, 
“Okay, this is what we’re intending to deliver this quarter 
and the results we want to see. This is how we’re going 
to measure it.” 

The team then figures out how we are going to get there. 
It’s okay if  we fail (and learn from it), but it then gives us 
a clear sense of  whether we are on track to achieve what 
we need to achieve by the end of  the year and if  we need 
to make adjustments to the plan.

Are you able to get to the point where everyone is 
driving that instead of  you?

Yes, and that was very much part of  the turnaround plan 
that I was involved with at The Guardian. Essentially, if  
you set out where we’re heading and then you empower 
what I would call cross-functional teams or huddles to 
get together, who all have very different capabilities, and 
then they work out how they’re going to get there. 

Those diverse mindsets and people coming together to 
work on a shared goal and a shared objective can be 
incredibly powerful. 

The key thing is I don’t prescribe how they do it, but I 
do prescribe the results that we’re expecting to get at the 
end of  it. And then they feel empowered to figure out 
how best to get there. I’m not a developer or a product 
manager, so they know better than I what we should test 
and how we get there. As long as they’ve got a clear sense 
of  where we’re trying to get to it’s a really powerful way 
to drive the team and business forward. 

It takes quite a lot of  effort to set-up and it’s a cultural 
shift to think, lead and work in that way, but it’s really 
quite powerful because you are then connecting your 
organizational goals with your entire organization, and 
you know that everyone in the team is working towards 
that goal and invested in your mission but also working 
together in a collaborative way.

When you’re talking about empowerment, you and 
I have spoken in the past about similar passion we 
both have. I personally believe we need more than 
24 Fortune 500 women CEOs - we need at least 50 - 
and that’s just the starting point. I know also The 
Second Shift, one of your sister companies, is very 
involved with bringing women back to work. I think 
the greatest untapped force we have is women who 
already have skills and now are eager to come back. 
As you know I also have set the goal of having 50 
Fortune 500 companies led by women, instead of  
the 24 we have today. 

“I’ve	 used	 this	 model	 a	 couple	 of 	 times	 now
	 called	OKRs	which	Intel	invented	in	the	1970s.
	 It	stands	for	Objectives	and	Key	Results.”
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Jean	Chatzky	(far	right)	moderates	the	Financial	Pivot	Points	in	Women’s	Lives	panel	at	the	Women	&	Worth	Summit	in	New	York	City.

Marc Kidd                                                        CEO CaptivateJuliet Scott-Croxford                                                         CEO Worth

Robert, I think we need 150, not 50.

I love that! Let’s work on it together…

Yes, let’s! The numbers are going backwards and we 
have to accelerate progress in this area. The World Eco-
nomic Forum has come out and said it’s going to take 
over 200 years to close the gender pay gap, only 2.5% of  
investment goes to female-founded companies, and only 
0.2% is the amount of  investment that goes to women of  
color. We’re just not doing enough in this space.

I think the approach should be, not how do we get wom-
en to come back, but how do we get women to remain 
in the workforce in a more flexible way? One of  our sis-
ter brands, The Second Shift, does just that. They have 
a technology platform that connects incredible female 
talent with organizations and brands in a flexible way. 
Many of  them are embracing shared parental leave and 
recognize that we need different policies and structures 
so that the many highly experienced women out there 

can remain in the workforce but on their terms and in 
a way that works for them.  It’s a win win for organiza-
tions, women and the economy more generally.

Everything I hear at the moment is that we have a tal-
ent shortage. Really rethinking how we enable women to 
remain in the workplace and participate equally in the 
economy is how we’ve got to think about this. You can 
see it’s a passionate subject of  mine.

“I’m	a	big	believer	it’s	not	how	do	we	get
	 women	 to	 come	 back,	 it’s	 how	 do	 we
	 get	 women	 to	 remain	 in	 the	 work-force
	 in	 a	 more	 flexible	 way.	 One	 of 	 our
	 sister	 brands,	 The	 Second	 Shift,	 has	 a
	 technology	 platform	 that	 connects	 incred-
	 ible	 female	 talent	 with	 organizations	 and
	 brands	in	a	flexible	way.”
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As	CEO	for	media	brand	Worth,	Juliet	Scott-Croxford	is	re-
sponsible	for	leading	its	transformation	from	a	print	magazine	
to	a	content	platform	that	inspires	and	informs	an	affluent	and	
aspirational	community	of 	individuals	to	be	their	best	selves.

Juliet	began	her	career	as	a	management	consultant	in	technology,	
strategy	and	change	at	IBM	Business	Consulting	Services.

Her	experience	in	this	area	took	her	to	a	role	at	KPMG	where	
she	 worked	 as	 a	 senior	 consultant	 in	 business	 strategy	 and	
transformation,	with	a	focus	on	the	media	and	technology	sector.

In	2012	she	 joined	 the	Guardian	News	&	Media	 to	oversee	
strategy	 and	 operations	 for	 the	 commercial	 business.	 Juliet	
joined	 the	Guardian’s	 executive	 committee	 in	2015	and,	as	
Chief 	Delivery	Officer,	was	responsible	for	the	strategic	imple-
mentation	of 	the	global	three-year	turnaround	plan	and	trans-
formation	and	growth	for	the	Guardian’s	U.S.	operation.

She	lives	in	Brooklyn	with	her	husband	and	son.

Juliet	Scott-Croxford	and	Robert	Reiss.	Interview	aired	June	2,	2019.

“Women	 influence	 more	 than	 83%	 of
	 all	consumer	spending	in	the	U.S.	That’s
	 bigger	than	the	Chinese	and	Indian	market
 combined.”

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO CaptivateJuliet Scott-Croxford                                                         CEO Worth

And we’re not waiting 200 years on this!

Quite right. We relaunched Worth in Q1 this year with 
the Women & Worth Summit. The summit was about 
convening a group of  leaders, founders, investors and 
change makers who can help make this change and ac-
celerate progress recognizing that we are stronger togeth-
er. We are not equipped from an organization, business 
and industry standpoint to facilitate women working in 
a more flexible way.

And in addition, women influence more than 83% of  
all consumer spending in the U.S. That’s bigger than the 
Chinese and Indian market combined yet women are 
not, in a lot of  cases, taking control of  the decisions they 
make around money and wealth. 

We need to talk about this and take action to help accel-
erate progress for women for the benefit of  us all.

On that inspirational note, it’s been a pleasure
having you on The CEO Show.

Thank you, Robert.

Juliet	Scott-Croxford	addresses	guests	at	the	Conversations	with	Worth	event	
in	Kiawah,	South	Carolina	featuring	Martha	Ingram	in	June	2019.



64   The CEO Forum   www.theceoforumgroup.com

“Instead	of 	focusing	on	the	fires	at
	 your	feet,	raise	your	head	and	look	to
	 the	horizon	and	focus	on	creating	the
 circumstances that allow you to win.
	 This	is	about	thinking	one	rung	higher
 on the abstraction ladder.”

Robert Reiss: Later on we’ll talk about innova-
tion, but let’s start with the turnaround and what 
the state of  Nokia was when you became Chair-
man in 2012.

Risto Siilasmaa: For the first six months of  that year, 
our operating losses were over $2 billion. Our key share-
holders didn’t even want to meet with us. They felt that 
our stock would not be attractive to them in the foresee-
able future. (I’m not talking about current shareholders, 
thankfully.) Our employees were scared; we were plan-
ning the biggest layoffs in the history of  the company. 
Our revenues were declining over 25% per quarter from 
the previous year. There was speculation in the media 
about the company going bankrupt. It was a scary mo-
ment to become chairman of  a company that was such a 
big thing in a small country, sort of  a big duck in a really 
small pond. If  the worst happened, I knew that history 
would remember me from that possible bankruptcy or 
loss or destruction of  the company.

Nokia was this great shining star that embod-
ied all the goodness of  Finland. Not only did you 
have a company on your hands, you had the whole 
country looking over your shoulder.

Marc Kidd                                                        CEO CaptivateRisto Siilasmaa                                                         Chairman Nokia

	 The	CEO	Forum	Group	selected	Nokia	as
	 the	innovation	leader	in	telecommunications.
They	 received	 this	 recognition	 for	 their	 work	 in	 a	 business	 turn-
around,	 where	 market	 capitalization	 had	 dropped	 96%	 from
$153	billion	to	$6	billion.	The	result	of 	 the	turnaround	was	the
enterprise	value	actually	grew	20	times.
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Yes. Of  course, Nokia meant so much for me as well. I 
have been an entrepreneur all my life. In the beginning, 
when I started globalizing F-Secure, my own cyber secu-
rity company, on our printed brochures I put the Silicon 
Valley office first on the list so that people would mistak-
enly think that we were a Valley-based company. The 
Finnish office came way down the list. 

Nokia changed that for me. Nokia gave me pride in be-
ing a Finn and pride in stating publicly that my company 
is a Finnish company. It meant so much for me to be 
involved in the Nokia team and to become the chairman 
of  the company. It was not just a piece of  the heart of  
Finland, it was a piece of  my heart as well. It still is.

You were able to lead a tremendous turnaround, 
including growing the enterprise value of  the 
company 20 times. Let’s start with what led to 
the downfall. 

There were a lot of  dynamics that affected that outcome. 
One was the importance of  the operating system. When 
Nokia started making cellphones, there was a small piece 
of  software in every device and it was easy to customize 
that software for every device the company launched. 
When we fast-forwarded to the smartphone era, that 
small piece of  software had grown into a huge chunk of  
software. But the company kept the old way of  thinking 
about the devices, that is, customizing the software for 
every new device. Instead of  allowing the trunk of  the 
software tree to grow stronger, a huge amount of  work 
was spent in these dead-end device-specific branches. 

That was completely different from all other companies 
in the market. Apple, Microsoft, Linux, Unix – for all these 
ecosystems, the operating system was at the core. Nokia 
thought differently. So, this created a long-term erosion of  
value in the operating system. The operating system be-
came not a tree but a hedge, an impenetrable hedge.

How did you start the turnaround?

Well, I was sort of  lucky. My first instinctive reaction 

turned out to be, I think, the right thing to do. Instead of  
thinking about how to fix the immediate problems, I was 
thinking about, “How do I create an environment where 
it would be more likely that the team will be successful in 
fixing our fundamental challenges?” 

In more general terms, instead of  focusing on the fires at 
your feet, raise your head and look to the horizon and focus 
on creating the circumstances that allow you to win. This is 
about thinking one rung higher on the abstraction ladder.

That’s a very interesting point.

Actually, I have found that to work in many other situations.

I became the chairman of  a Finnish industrial association 
about two years ago, and the first thing that I did there 
was to try to identify the next rung on that abstraction 
ladder. Not what the issues are on the business level, but 
what would be that next rung. For me, it turned out to be 
changing our decision-making criteria to be based on the 
long-term interests of  the country, because we believe that 
whatever will be good for the country in the long-term 
will be good for the companies of  our industry as well. 

For lobby groups, the natural tendency is to demand im-
mediate improvements for business conditions and ag-
gressively oppose any and all changes that would have 
any kind of  negative impact. And, when all industries do 
that, change becomes really hard. That short-termism 
prevents sensible compromises where some may some-
times lose something in the short term, but almost every-
one wins in the long term. We said that we are ready to 
set the example and support regulatory changes that will 
make the country overall a better place to do business 
even if, as an industry, we might lose something in the 
short term. 

Many of  the CEOs lead publicly traded compa-
nies. How in a world of  quarterly earnings can 
you stay so focused on the long-term?

I think it starts from a real sense of  ownership, which I 

“Instead	of 	thinking	about	how	to	fix	the	immediate	problems,	I	was	thinking
	 about,	 ‘How	do	I	 create	an	environment	where	 it	would	be	more	 likely	 that
	 the	team	will	be	successful	in	fixing	our	fundamental	challenges?’”

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO CaptivateRisto Siilasmaa                                                         Chairman Nokia
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think all entrepreneurs have. When you start a company, 
you feel a sense of  ownership. Short-term doesn’t really 
mean that much for you then. But you can have that 
same sense of  ownership even if  you are a hired CEO. 
You just need to brainwash yourself  into thinking like 
that. Then you need to communicate that this is the way 
we want everyone to think about the company. 

It’s the same message over and over and over again?

Always. But having said that, it is a fact that publicly 
traded companies have a growing systematic disadvan-
tage against privately owned companies. Increased reg-
ulation, disclosure requirements, what is practically a 
mandatory requirement to focus on the short term and 
intense media attention are all drivers making it difficult 
for publicly traded companies to provide returns equal 
to, for instance, private equity-owned companies.

What is the core of  your leadership philosophy?

Leadership for me starts with accountability, and I like 
to think of  that through the sense of  ownership. When 
I give talks about entrepreneurship, I often ask my au-
dience how many of  them have rented a car. Almost all 
hands rise. Then I ask how many of  them have washed 
a rental car. No one raises their hand. The point I am 
driving at is how much the sense of  ownership influences 
our behavior. We treat our own car differently from a 
rental car, because we care about the long-term value of  
that car, both the monetary market value as well as the 
value we get from using the car.

So, if  you have a job which feels like a rental car for you, 
you actually deserve better. You should be looking for a 
job that feels like your own car, because then you real-
ly want to be proud of  that company and then you go 
the extra mile. If  we can instill that sense of  ownership 
in people so that each one feels that every small frayed 
edge somewhere is his or her responsibility, then we are 
creating a great culture.

Talk about the behind the scenes of  the Micro-
soft deal, as it laid the groundwork for Nokia’s 
transformation.

I think the core thing that enabled us to navigate through 
those dangerous waters was that we spent a lot of  time 

in scenario planning. The old way in the old board of  
directors, from my point of  view, was that there was 
always only one single management plan presented to 
the board, with no alternatives. I think of  that as a dark 
landscape with one lit path crossing that landscape. As 
we seemed to always fail to execute on that official plan 
and that path kept leading us into trouble, the only thing 
the new board really knew was that we would be travel-
ing through that landscape but we would not follow that 
one lit path. We would have to navigate through a dark 
terrain we knew nothing about.

With scenario planning, we said, “Hey, let’s figure out all 
the primary ways the future can unfold. For the positive 
ones, we’ll create action plans on how to increase the 
likelihood of  those positive scenarios. For the negative 
ones, we will take action to prevent them from happen-
ing.” Suddenly, we were faced with the same dark land-
scape but now there were numerous lit paths crossing 
that landscape. 

We knew that even if  we didn’t go down any one of  those 
paths, we’d go close enough to some of  them, so we could 
see what’s ahead. We now had a general understanding of  
the terrain ahead. That gave us a sense of  control. 

When we started the deal-making, we thought numer-
ous times about what could happen: What could they of-
fer? Why? How are they modeling our value? Who else 
might they buy? How do we prevent them from buying 
a competitor?

For all the possibilities we thought about, we had action 
plans. We felt in control. That feeling of  control gives 
you confidence, and it helps the team feel comfortable 
and relaxed. We do better work that way.

In your book Transforming Nokia, you wrote about  
a negotiating strategy you called ‘Four by Four.’ 

Marc Kidd                                                        CEO CaptivateRisto Siilasmaa                                                         Chairman Nokia

“If 	you	have	a	job	which	feels	like	a	rental
	 car	 for	 you,	 you	 actually	 deserve	 better.
	 You	should	be	looking	for	a	job	that	feels	
	 like	your	own	car,	because	then	you	really
 want to be proud of  that company and
 then you go the extra mile.”
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“I	think	the	core	thing	that	enabled	us	to	navigate	through	those	dangerous	waters
 was that we spent a lot of  time in scenario planning.” 

Nokia	at	MWC	2019

I was not a very experienced deal-maker when we start-
ed this process. For the first meeting in New York be-
tween the Microsoft team and the Nokia team, it was 
two armies facing each other. There were probably 30 
people in the room, with powerful bankers battling for 
who was the biggest and the baddest. Of  course, Steve 
Ballmer had the first claim on the alpha role. 

With such a large audience, 
people started performing for 
the crowd instead of  being com-
pletely genuine. It was not a good 
meeting. From that, I learned that 
we needed to do this differently. 
So, I suggested to Steve, “Next 
time, let’s have just the core teams 
meet. We’ll take the support peo-
ple with us but they will not be in 
the room.”

From then on, we always negotiated with the key prin-
cipals only – Steve and I, our CEO and Terry Myerson, 
who ran the Windows phone devices or phone software, 
and the CFOs and the CLOs. That was the core team. 
It was an important lesson that you need to create trust 
between people. You can only do that if  you have more 
intimacy in the negotiations.

So let’s talk about the customer. How did you 
keep the everyday business going while you were 
also steering such a large-scale transformation?

That was a whole different dimension. There was this 
transformation dimension but there was also the everyday 
business dimension. These were worlds apart, even though 
selling the handset business would result in radical struc-
tural changes. Most of  the management team was not 
burdened by the transaction process and they were able to 
focus on our customers and keep the business going.

For the transaction team, there were a lot of  questions 
to consider. One of  the main ones was, What should we 
do with the network business, which was a joint venture 
with Siemens? Siemens had surprisingly announced that 
they wanted to get rid of  their ownership. Then in June 
2013, Microsoft’s board shockingly turned down the 
deal that I had shaken hands on with Steve Ballmer. We 
were in the final stages of  talking with Siemens about 
the future of  the joint venture. We were not well fund-
ed enough to just buy Siemens’ shares outright, but we 
decided to acquire the Siemens share anyway, despite 
our weakening balance sheet. We took some short-term 
funding from Siemens and from JP Morgan, and then 
I called Steve Ballmer a little bit later and told him, “I 
need you to lend us $2 billion.” 

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO CaptivateRisto Siilasmaa                                                         Chairman Nokia
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“The	biggest	lesson	is	defined	by	the	words
	 ‘paranoid	 optimism.’	 Meaning…if 	 I’m
	 paranoid,	 I’m	 thinking	 about	 how	 can
 something fail and how can I preempt that.”

A risky call, but it made sense. The reason we couldn’t 
tap the financial markets was because of  the negotia-
tions we were having with Microsoft. It was their fault 
that we couldn’t use external funding. They had lots of  
trapped cash overseas. So, why not invest it with us?

It was actually a win-win then?

It was.

When you’re going through situations like this, 
are you always thinking win-win? Are you always 
thinking about how to create the right environ-
ment? What is going through your mind through 
all these steps? 
 
It is like a chess game. You don’t necessarily think about 
a win-win always. But you do think about acting hon-
orably. So whatever you do, you want to be able to feel 
proud of  what an investigative reporter might find out, 
if  they took an interest in the proceedings. I mean, I was 
not working for Microsoft, so I was not single-mindedly 
looking for their benefit. I was looking to benefit Nokia 
shareholders but would not have ever considered doing 
that in a way that would have compromised our integrity. 

What was the biggest lesson you learned in going 
through this whole transition of  seeing Nokia go 
down and then go up again?

I think the biggest lesson is defined by the words “paranoid 
optimism.” Meaning…if  I’m paranoid, I’m thinking about 
how can something fail and how can I preempt that. If  I 
can reduce that likelihood, then that gives me a reason to 
be optimistic about the future. If  I know what can go wrong 
and I’m prepared for it, then I can focus on the positive sce-
narios and work to make those real. When I am a paranoid 
optimist, I will automatically engage in scenario planning. I 
will be better at predicting what might happen, and what-
ever happens I will be better prepared for it.

Let’s shift and talk about your take on the future 
of  our digital world. 

The challenge that many economists have is that the 
productivity growth has not been what it should have 
been during the ICT era. This is called Solow’s paradox. 
The fact is that 70% of  economic activity has not been 

digitized yet. Now with 5G, AI and other new technolo-
gies, we believe that 70% can be digitized. Then we will 
see significant productivity growth in that major chunk 
of  the economy over the next 10 years. This will add 
trillions to the US GDP towards the end of  the 2020s.

How do you see 5G changing business and the 
world, and what’s the timeline for 5G implemen-
tation from Nokia’s perspective?

5G will enable industrial automation in transportation, lo-
gistics, manufacturing, energy and many other industries. 
We will be able to attach sensors to everything and connect 
automated machinery to cloud services with real-time con-
nectivity and perfect reliability. This will lead to a new level 
of  productivity, but also changes in the nature of  work. As 
to the timing of  5G, the race has started already. However, 
4G investments will still surpass 5G investments for the next 
couple of  years. The 5G cycle will last at least for the next 
10 years, however, so there is lots of  time to get things right.

What is the one Nokia innovation you are proud-
est of ?

Nokia is over 150 years old and has been deeply involved 
in numerous industries from wood and pulp, cable, rub-
ber, TVs and PCs to maps, mobile phones and network 
equipment. We have over 100,000 patents and have won 
eight Nobel prizes, two Emmys, two Grammys and an 
Oscar. It is not easy to choose.

If  I would name just one solution that has mattered most 
to me personally, I would have to name the Nokia Com-
municator. This was the first truly mobile computer that 
truly released me from the shackles of  a fixed office loca-
tion. In 1996, it was undoubtedly ahead of  everyone else.

Are there any unique practices Nokia uses to 
build a culture of  innovation?

I can’t say if  we have any unique practices, but I believe 

Marc Kidd                                                        CEO CaptivateRisto Siilasmaa                                                         Chairman Nokia
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Robert	Reiss	and	Risto	Siilasmaa.	Interviewed	October	14,	2018.

Risto	 Siilasmaa,	 author	 of 	 Transforming	 Nokia:	 The	
Power of  Paranoid Optimism to Lead Through Colossal 
Change	and	Chairman	of 	Nokia	since	2012	and	Interim	
CEO	in	2013	and	2014,	has	led	the	company	in	one	of 	
the	most	successful	corporate	reinventions	to	date.	Through	
three transactions that he helped negotiate in just two years 
―	the	purchase	of 	complete	ownership	of 	NSN,	the	sale	
of 	its	core	mobile	phone	business	to	Microsoft,	and	the	re-
cently	announced	acquisition	of 	Alcatel-Lucent	―	Nokia	
has	become,	once	again,	a	successful	global	technology	lead-
er.	Siilasmaa	is	also	the	founder	and	chairman	of 	F-Secure	
Corporation,	a	Finnish	cybersecurity	company.

a culture of  innovation is always based on true respect to-
wards the people doing research and development. Once 
you truly understand the importance of  constant innova-
tion as the core of  your future success and realize it is all 
up to a limited number of  individuals, you start to gain 
genuine respect towards those people. Respect leads to a 
drive to remove unnecessary friction from the innovation 
process and increased understanding on what motivates 
these people. There are no shortcuts for innovation.

And what did Nokia learn from undergoing the 
turnaround we discussed? How is leadership us-
ing those lessons to drive innovation in the future?

One example of  a deeply understood lesson is the im-
portance of  scenarios as a way of  being future-proof. 
We are constantly thinking and planning via scenarios. 
Another example might be one of  my favorite sayings: 
“Bad news is good news, good news is no news and no 
news is bad news.” I hear people repeating that across 
Nokia to enforce the fact that we need to ensure that bad 
news travels fast. We need to have a culture where we 
do not discourage people from sharing important news 
even if  it’s news that others might not enjoy hearing.

I also believe that past failures are an invaluable part of  
our history that we need to keep alive and continuously 
learn from in order to avoid repeating old mistakes. We 
should feel proud of  our mistakes. They are part of  who 
we are and they can make us stronger going forward. 

That sounds like a very exciting future. It was a 
pleasure having you on the The CEO Show.

Thank you so much. It was fun.
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“70%	of 	 economic	activity	has	not	been
	 digitized	yet.	Now	with	5G,	AI	and	other	
	 new	technologies,	we	believe	that	70%	can
	 be	digitized.”
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CEO Insight

The Business of Being Human
Annastasia	 Seebohm,	 the	 Group	 CEO	 of 	 global	 luxury	 lifestyle	
group	Quintessentially,	offers	her	take	on	how	empathy	in	the	work-
place can do wonders for business. 

In today’s business world, now so reliant on technology 
and ever evolving digitalization – an age where everything 
can be done virtually and you can work for hours, if  not 
days, without physical interaction – it is easy to forget how 
powerful the human touch can be. Yet it is proven that the 
more human and connected a workplace feels, the more 
content and more productive people are – and the more 
likely talent will stay. 

Leaders who think more openly, take time to listen more 
frequently, and truly understand what makes their team 
come together, ultimately create a more innovative and 
successful business. 

As leader of  Quintessentially, a fast-paced global company 
with multiple teams and time zones, a focus on wellness 
within the work space is so important for both my em-
ployees and me. People naturally perform better when a 
work-life balance feels genuine and accessible. At Quint-
essentially, we strive to promote an open, flexible and nurtur-
ing work culture – we offer social connectivity, awareness and 
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support around mental health weeks, many opportunities 
to spread kindness, and strong mentorship programs that 
really inspire our talent. I actively embrace a working day 
beyond the traditional 9 to 5, and encourage the same of  
my team, knowing that creativity and smart thinking can 
be achieved at more than just the office. 

Spending time where you can with each and every em-
ployee, sharing your values as a leader and listening to 
feedback and ideas is key. When an employee comes to 
me with a problem, I try to take a step back to consider 
how I can best help them, and what I might learn from 
the experience too. Do they need me as a boss, a mentor 
or a friend? As leaders in business we shouldn’t be afraid 
to be in touch with the purpose and passion of  all three. 
This is particularly important to me as being human is 
what Quintessentially is all about – offering the personal 
touch. Our members all over the world are looking for in-
sider knowledge, access and expertise, but ultimately they 
want someone who listens and genuinely cares about their 
lifestyle needs.

The same approach applies when connecting with new 
partners and growing Quintessentially. We never forget 

the power of  personal relationships. Invest time in getting 
to know your partners and clients as people – understand 
their businesses and their stories, and ensure an agenda is 
firmly off the table. Authenticity builds more meaningful 
networks, and the better we get to know the people we want 
to work with, the greater our successes together will be.
Business can be complex, but in today’s frenetic world 
it is important to stay connected to our emotions, stop 
fearing the inevitable failures or mistakes that will come 
our way, and not be afraid to show our human side. We 
must strive to be kind, to be curious, to be bold and to 
take responsibility. 

Life in business won’t always be straightforward – we are, 
after all, only human.
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Annastasia	Seebohm	 is	 the	Group	CEO	of 	Quintessentially,	 the	
global	 luxury	 lifestyle	group,	 leading	a	 team	of 	1000	across	60	
offices	worldwide	with	revenues	exceeding	$100M.	Annastasia	is	
an	authority	on	the	lifestyle	industry	and	luxury	market,	and	has	
been	featured	in	Business	Insider,	Entrepreneur	Magazine,	Harper’s
Bazaar,	Forbes,	HuffPost	and	WWD	amongst	others.	She	has	spo-
ken	on	panels	for	FT	How	To	Spend	It	and	Luxury	Daily,	and	
appeared	at	summits	such	as	Worth’s	‘Women	and	Worth’.	Ann-
astasia	sits	on	the	advisory	board	of 	Racked	Stretch	(an	innovative	
biomechanics-based,	 wellness	 start-up)	 and	 Electric	Woman	 (a	
business	connecting	women	to	1-1	coaching	and	workshops),	both	
female-founder	 led	 businesses.	 Annastasia	 is	 on	 the	 membership
committee	 for	 YPO,	 and	 created	 Quintessentially’s	 own	 thriving	
global	 mentorship	 programme,	 with	 a	 focus	 on	 young	 talent	 in	
business.	A	passionate	advocate	for	being	more	human	in	business,
Annastasia	 champions	 a	 more	 empathetic,	 emotionally	 led	 and
connected	leadership	approach.	www.quintessentially.com
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“It’s important to honor the core
	 business	that	you	have,	so	no	one
 gets threatened by the fact that you
	 need	to	have	new	revenue	streams.”
 

What was your most memorable survival job?

Robert Reiss: Avnet is a $19 billion company turn-
ing 100 years old in two years. This is your third 
round as a CEO, and with Avnet you’ve led a really 
interesting transformation. 

Bill Amelio: Our roots are a distribution company, and 
we’ve recently changed our model to be a technology 
solutions provider with a specific focus on driving inno-
vation. We started back in 1921 right here in New York 
City, and we’ve now spread into 104 different countries. 
What’s interesting with what we do is we essentially take 
the world’s technology and we bring it to our customers in 
a lead time and cost-optimized way. So, we’re technology 
agnostic, and we’re able to take an idea that any customer 
has and turn it into a real product by being able to select 
the right technology and the right components to allow 
them to scale that product into production.

Smart model…practically every CEO I know is 
looking to innovate. 

So, we do three things for CEOs. We want to take out 
complexity. We want to improve their time to the market, 

Marc Kidd                                                        CEO Captivate
 
Bill Amelio                                                     CEO Avnet

	 The	CEO	Forum	Group	selected	Avnet
	 as	 the	 leader	 in	 technology	 innovation.
Under	CEO	Bill	Amelio	the	$19	billion	company	transformed	into	a
technology solutions company with an ecosystem of  experts to support
every	stage	of 	product	development.
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and we want to be able to ensure that it’s at the lowest 
cost. Whether we’re working with a small startup or 
whether they’re an established company or a non-tradi-
tional customer, we’re able to take an idea that they have 
and help develop it for them and then turn it into a full-
fledged product.

What’s an example of  how you accomplish these 
three objectives?

We created a device with a company called Vital. If  you 
ever go into the emergency room and they want to take 
your vitals, they bring over the crash cart, as they call it, 
and they take your vitals. It usually takes about 15 minutes 
to take your vitals, your blood pressure, your temperature, 
etc. We’ve developed a device with Vital that’s essentially 
the size of  your cellphone, where you put your finger on 
it, and it measures your vitals within three minutes and 
does it perfectly.

And what the killer app will be is we’re going to be intro-
ducing non-invasive glucose monitoring.

They came to you with the idea and then you help 
them actually produce it?

Yes.

So, you’re like the innovator of  innovators.

That’s sort of  the way to put it. I like that.

I was going to say you’re the Intel inside! What is 
your actual process of  how you streamline to re-
duce costs? 

“We’re	able	to	take	an	idea	that	any	customer	has	and	turn	it	into	a	real	product
 by being able to select the right technology and the right components to allow
 them to scale that product into production.”
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Bill	Amelio	demonstrates	the	Vital	device	at	the	Consumer	Electronics	Show.

“It	usually	takes	about	15	minutes	to	take	your
	 vitals,	 your	 blood	pressure,	 your	 temperature,
	 etc.	We’ve	developed	a	device	with	Vital	that’s
	 essentially	 the	 size	 of 	 your	 cellphone,	 where
	 you	put	your	finger	on	it,	and	it	measures	your
	 vitals	within	three	minutes	and	does	it	perfectly.”
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We have a set of  talented engineers that have skills in 
many different disciplines, whether it’s wireless technol-
ogy, optics … We have organized the complete skills that 
go across the entire gambit of  what you need, as a cus-
tomer, to bring a product innovation to market. Another 
example we could look at is a company called Hanhaa, 
and what they do is track parcels globally via ParceLive, 
a real-time shipment tracking system that provides users 
with insight into any shipment’s journey – tracking the 
precise location, condition and security of  thousands of  
packages all around the world. 

What’s another example of  an innovation you 
helped create?

There’s a company we work with called Not Impossible 
Labs, and the CEO is a gentleman by the name of  Mick 
Ebeling. He had the idea of  “How can I help one and 
then eventually help many?” And Avnet was able to scale, 
so the CEO could help many. 

His concept was giving the deaf  and hard of  hearing 

people the ability to be able to experience music like they 
have never before. They had a vest that they put haptics 
technology on. It allowed them to be able to practice 
with this, and they did it with some people who were 
deaf, and they had amazing results. Then we took that 
design and we hardened it. We made it really slick, and 
now it’s become one of  the most sophisticated wearables 
on the planet. We have 22 different sensors across the 
vest. We’ve got items on your wrist and on your ankles 
that allow you to experience music like never before.

I’ve got to interrupt. Have you ever witnessed 
someone who’s deaf  wearing this?

Yes, we had a debut concert. We built 250 units, and half  
of  the group was deaf  or hard of  hearing, the other half  
could hear, and we had a headline band Greta Van Fleet 
in Las Vegas. We actually had a concert to witness the 
people who had never experienced music like that before 
and it brought tears of  joy to my eyes. We had three of  
our employees there and the stories they tell after that 
happened was an example of  what I say helps bring the 

Bill	Amelio	with	Avnet	Chief 	Transformation	Officer	Pete	Bartolotta	and	Avnet	employees	Frank	Pereyda	and	Tray	Gioe	at	the	debut	concert	for	Music:	Not	Impossible,	a	wearable	device	that	
helps	the	deaf 	and	hearing	alike	experience	music	more	fully.	



www.theceoforumgroup.com   The CEO Forum   75   

Marc Kidd                                                        CEO Captivate Marc Kidd                                                        CEO Captivate
 
Bill Amelio                                                     CEO Avnet

millennials along, because everybody wants to work for a 
cool company, and how much cooler is that, to say that 
you can do good and do well at the same time?

Speaking of  doing good and doing well, I know 
for the past six years you’ve been named by Ethi-
sphere one of  the world’s most ethical companies.

Yes sir, and we’re very proud, as you can imagine.

If  a CEO wants to bring an idea to fruition how 
many steps do they have to get to before Avnet 
could start working with them? Do they need the 
prototype completed first?

No, almost immediately. I’ll give you a great example of  a 
student-led project. We run one of  the largest student-led 
competitions, like a Shark Tank kind of  idea, and it’s done 
with us in conjunction with Arizona State University. It’s 
really great, and we give $100,000 to the winner as some 
seed money, and we also help all the winners take their idea 
and progress it. We help them with our engineers, with our 
supply chain, and help them select the components. 

The top winner this year was a lady from University of  
Pennsylvania. She got enamored with apples and food 
spoilage, and the fact that 20% of  the apples get spoiled 
before you have a chance to enjoy them. The apple you 
ate today is probably an apple that was in storage from 
anywhere from 12 to 18 months. Little did I know!

Is that true?

That’s true, and the problem that people who store apples 
have is they don’t know when the bins are going to start 
to ripen. So, she figured out a technique to use ethylene 
concentration, and when it starts to rise then you know 
that bin’s going to go, because once one apple starts to go, 
the whole batch goes in that particular container. 

So, by using an IOT device that measures that concen-
tration of  that ethylene, we’re able to then predict when 

it fails and reduce spoilage dramatically. We are there 
from the beginning with her, helping her develop that 
idea into a product.

So IOT is a significant driver of  what you do?

I would say we’re right at the knee of  the curve now, where 
it’s starting to take off. It’s all about developing key use 
cases and the ROI for customers. You could, quickly in 
your head, figure out the ROI. If  you’re able to take food 
spoilage down from 20% down to 1%, there’s a big ROI 
associated with that. Similarly, with a large coffee retailer, 
we’re doing predictive maintenance at the edge. We have 
devices that have artificial intelligence at the edge that can 
watch an espresso machine, or a mixer, and know how it’s 
supposed to operate and figure out when there’s an anom-
aly that could lead to a failure and be able to change the 
espresso machine or the mixer before it fails.

Any quick advice to CEOs about innovating?

You can’t be totally risk-averse. You’ve got to be will-
ing to throw some things against the wall and hope that 
something sticks, and be able to watch and have a pro-
cess in place that says, “How do you nurture those ideas 
that need to be incubated?” You’ve got a disciplined 
process in place and ensure that if  they don’t work, you 
move on to the next thing, but when something starts to 
work, you double-down quick.

Let’s now talk about the actual transformation 
where you pivoted 15,000 employees from distri-
bution to innovator of  innovators.

I think it’s important to take input from all your stake-
holders. You get input from your customers, your sup-
pliers, your analysts, and investors, and what we noted 
was that there was a portion of  our business that wasn’t 
performing as well as we like it to perform. We ask our-
selves these questions: Is that really the core of  who we 

“We actually had a concert to witness the people
	 who	had	never	experienced	music	like	that	before,
 it brought tears of  joy to my eyes.”

“We started building out an ecosystem that
 allowed us to be able to participate with a
	 customer	from	the	time	they	have	that	idea	on
	 the	back	of 	an	envelope.”
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are? And, who do we want to become? 

It was clear to our minds that we wanted to become not 
just a distributor but a technology solutions provider. We 
spun off 40% of  our business, and we sold it to another 
company called Tech Data. Then we started building out 
what we call an ecosystem that allowed us to be able to 
participate with a customer from the time they have that 
idea on the back of  an envelope to the time we are able to 
wrap them into pilot production and full scale production.

We built it out through some acquisitions and partner-
ships. This entire ecosystem allows us to do this seamlessly 

for many customers. That’s the whole thought process of  
how we’re trying to transform the company into some-
thing that’s unique and different. You need to have differ-
ent revenue streams if  you want to be successful, because 
the revenue stream you’re counting on today may not be 
the one in the future. You’ve got to have a few bets out 
there regularly that say, “I need to make sure that we can 
leverage our core competencies to be able to get in the 
new areas that will give us new revenues for the future.”

And when we think of  this transformation and its impor-
tance, the biggest story you can have is when you end up 
seeing a start-up company, and all of  a sudden take that 
idea from just a kernel of  an idea into something that be-
comes what we’ll call a unicorn – a billion-dollar valua-
tion company – and we’ve seen a few of  those.

You must love that. Do you ever invest in your cli-
ent’s company?

“Corporate antibodies to us are when you come
	 up	with	a	new	idea,	the	antibodies	usually	come
	 out	to	attack	it.	What	you	need	to	have	is	a	great
	 change	story,	because	people	don’t	like	to	change.”
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There’s a few that we do. We do equity investments in cer-
tain ones. If  we think that they fit right in with our core 
thought process and strategy, we’ll seed investments in them.

It’s a great strategy, but how do you turn around 
a 96-year-old company with 15,000 employees. It’s 
like turning around a big ship. 

I like that question from this point of  view, because there 
are what I call corporate antibodies. 

Corporate antibodies?

Corporate antibodies to us are when you come up with a 
new idea, the antibodies usually come out to attack it. What 
you need to have is a great change story, because people 
don’t like to change. The only way you get someone to 
change is if  you have something that’s compelling to say, 
“If  you continue down the path you’re on, it’s going to be a 
failure.” And you’ve got to demonstrate that vividly.

Because if  you can’t, people don’t believe you.

Once you are able to get that compelling change story in 
place, you can move mountains and you can make the 
changes that you need to make. The other thing I would 
say is, it’s important to honor the core business that you 
have, so no one gets threatened by the fact that you need 
to have new revenue streams. At the same time, you still 
have to honor the core business that’s going to essentially 
pay the bills for some time to come. That’s critical to us 
being able to have new revenue streams for the future.

I want to shift gears and talk about a not-for-prof-
it you’re working on with your wife.

When I first moved to Asia in 2000, my wife and I want-
ed to do something significant. We’ve been involved with 
charities most of  our lives, and we visited several differ-
ent Southeast Asian countries, and Cambodia essentially 
came calling. 

Bill	Amelio	presents	the	grand	prize	of 	the	Avnet-sponsored	2019	Arizona	State	University	Innovation	Open	to	Stella	Biotechnology,	whose	biosensor	can	predict	the	maturity	of 	virtually	any	
fresh fruit. 
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The story goes like this: My wife went on vacation with 
her best friend and she is in Siem Reap, Cambodia 
where the famous temples of  Angkor Wat are and she’s 
in front of  Angkor Wat. This little girl comes up and tugs 
on her shirt and says, “Can I have a dollar ma’am?” in 
perfect English. My wife looks down at her, and the girl 
is in kind of  tattered clothes; dirty. 

My wife said, “What do you need a dollar for?” and 
she says, “I need a dollar to go to school.” And my wife 
couldn’t believe it…“You have to pay to go to school?” 
The girl says, “Yes, it costs $5 a month to go to school.” 

My wife says, “I’ll give you a dollar if  you take me to your 
school in the afternoon.” So that afternoon, she went to 
her school, and she was touched by what she saw, and she 
ended up sponsoring a dozen girls. 

A month later, she was in Singapore and, essentially, 
that was the start of  the charity. A month later, she 
brings me over there, and we have a term regarding 
the charity we call the ‘Orange Moment’ when you 
get touched by it, because the color of  the charity 
is orange. I walked up to one of  the classrooms and 
looked into the classroom, and there were these girls 
sitting on wooden benches just like my wife described 
– wooden benches, dirt floors, broken pencils that 
they were sharing, and scraps of  paper. But they were 
dressed neatly in white blouses and blue pants and 
shorts. When I looked in the window, I saw all these 
girls lined up with these paper hearts cut out and 
pinned to their chest, and they had my wife’s name, 
Jamie, on them.

It brought tears to her eyes.

Bill	and	his	management	team	ringing	the	closing	bell	at	Nasdaq	in	Times	Square	2018.
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Robert	Reiss	and	Bill	Amelio.	Interview	aired	May	12,	2019.

Bill	Amelio	was	named	Chief 	Executive	Officer	of 	Avnet	
in	September	2016,	where	he	has	been	a	member	of 	Avnet’s	
Board	of 	Directors	since	2014.

Amelio’s	experience	includes	serving	as	Chief 	Executive	Of-
ficer	and	President	of 	CHC	Group	LTD,	a	global	helicopter	
services	provider;	President	and	Chief 	Executive	Officer	of 	
Lenovo	Group	Limited;	Senior	Vice	President/President	for	
the	Asia-Pacific/Japan	region	of 	Dell,	Inc.;	and	leadership	
roles	 at	 NCR	 Corporation,	 Honeywell	 International	 and	
IBM	Corporation.	Mr.	Amelio	also	previously	served	on	the	
Board	of 	Directors	of 	National	Semiconductor.

Mr.	Amelio	and	his	wife,	Jamie,	founded	and	continue	to	lead	
Caring	for	Cambodia,	a	non-profit	organization	that	works	
to	educate	the	children	of 	Cambodia	through	building	schools,	
training	teachers	and	providing	for	basic	human	needs.

He	holds	a	master’s	degree	in	management	and	is	a	Sloan	
Fellow	of 	 the	Stanford	Graduate	School	of 	Business.	Mr.	
Amelio earned a bachelor’s degree in chemical engineering 
from	Lehigh	University.

Hook, line, and sinker. From that moment on, we ended 
up building 21 schools. We touched 6,600 kids every year 
from pre-K to 12th grade. We have several campuses that 
we support. We became the model school for the Minis-
tries of  Education in Cambodia. We had a few objectives: 
One was to become the standard of  education in Cam-
bodia by implementing their ideas, not our ideas. Second 
was to make this thing scalable and sustainable. And third, 
it is also about employment. How do you make sure that 
the kids who are graduating are able to get jobs? 

One of  the things that we’re most proud of  is the fact that 
in our gender equity program, the number of  women who 
make it to secondary schools...and we’re a factor – two or 
three times better than the average in the entire country.

Fantastic, can you give the website for that?
 
www.caringforcambodia.org I have to put a plug in for 
my wife’s new books. She has two books out. One’s called 
Graced with Orange, the other one will be Stay	Bothered. The 
idea is, how can you stay bothered about something 
enough to be able to do something about it. Because some 
people see so many poverty-stricken places, and they want 
to do something, but they just can’t do it. The concept of  
the book is to stay bothered and go do something.

If  someone just goes to Amazon, Stay Bothered?

Yes.

Final question. What is the future of  Avnet?

We clearly want to be the premiere technology solutions 
provider. We want to be right there at the epicenter and 
demonstrate that with this new technology, we want to be 
the first mover and be the platform of  choice. We have 
the ability today to be able to take any device around the 
world and connect it to the cloud and be able to get artifi-
cial intelligence to work on the data, so you can get some 
unique insights to be able to change your business.

Bill, a real pleasure having you on The CEO Show.

Thanks Robert, I appreciate it.
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CEO Insight

Change Never Starts
Out Feeling Good

By	Nancy	May,	President	and	CEO,	BoardBench	Companies

Innovation often starts with a “bonk on the head,” sort of  
like Sir Isaac Newton and the apple. That simple event 
inspired new thinking about gravity. That, in turn, led 
to his developing his laws of  motion, and pretty much, 
physics in general. 

Turning “apple-inspired” ideas into innovation requires 
that those ideas be treated like apples so that they grow 
into fully developed, fruit-bearing trees. They need a 
place where they can take root, be nurtured, pruned 
and protected before they blossom. Selling the fruit (new 
knowledge, services, products, whatever) is like any inno-
vation. They need a test market to determine whether 
they’ll be well received. 

Innovation is often met with antipathy if  not outright 
resistance. Even though change is necessary for growth, 
it comes with discomfort (getting up off one’s well-pad-
ded backside is not initially enjoyable, no matter how 
much good it will ultimately do in the end). Innovations 
become accepted once it can be demonstrated that they 
lead to a distinct advantage. The wheel, fire, iron tools, 
gunpowder, mass production, video streaming, and mo-
bile phones devastated and supplanted existing business-
es, industries and entire cultures.

Examine how corporate boards operate and govern 
businesses and it’s obvious that there have been improve-
ments over the years. But the core of  what boards are 
and do has changed little over time. Long-standing (but 
not necessarily fully understood) practices, comfort, reg-
ulations and legislation have strengthened the status quo, 
but unfortunately strangled ideas on how to improve 
what public boards do.

Fortunately, the human spirit envisions new things and bet-
ter ways of  doing or making them. So it usually prevails. 
Observations and recollections of  the shortcomings of  
existing boards and governance models persist, and thus 
continue to lead to “a-ha” moments and “apples to the 
head.” Here are a few that aren’t quite innovation-ready 
but show promise and may actually spur real innovations.

Ideas to Improve Boards of Directors
Henry D. Wolfe’s book Governance	Arbitrage presents some 
“apples.” In it he proposes scrapping the present public 
company governance model. In brief, Mr. Wolfe zeroes in 
on the idea that the board is an asset that needs to be max-
imized in value. He proposes that to achieve this, public 
companies and boards need to move away from current 
governance models towards what he sees as far more 
effective: the private equity board model. Among other 
things, maximizing a board’s effectiveness requires artic-
ulating governance objectives (which few do), centered on 
maximizing the long range value of  the company. 

Board practices, structures, and activities should close-
ly and consistently align with those objectives. For ex-
ample, directors should only be selected based on skills 
relevant to achieving governance objectives, and have 
demonstrated experience and the ability to maximize 
value. As expected, he provides facts and figures to sup-
port his argument that private equity firms consistently 
outperform public companies. He cites one case where 
an activist investor applied similar principles to a well-
known public company, with very successful turnaround 
results (Want the name? Read the book). It will be inter-
esting to see if  Mr. Wolfe will be able to cite more studies 
that show whether his “apples” truly do flower.
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Another such “apple” has been brought forward by two 
distinguished professors: Stephen Bainbridge and M. 
Todd Henderson. In their book Outsourcing the Board they 
make the case for hiring Board Service Providers (BSPs) to 
perform board functions currently being provided by in-
dividual directors. These entities are envisioned as for-hire 
expert governance service providers, similar to accounting 
firms and outside legal counsel. They propose that expert 
firms would be able to provide far more depth and com-
plexity of  skills, resources, flexibility, and access to infor-
mation than individual directors alone. BSPs would also 
allow for greater transparency and accountability for de-
cisions to shareholders. Lastly, the quality of  governance 
in general would be advanced through market forces – 
competition for these services would drive competence as 
has been done in the case of  other professional service 
providers. 

The greatest obstacle to the growth of  this “apple” may 
not be the idea itself, but with the soil in which it could 
be planted. Currently, U.S. laws and regulations require 
board directors to all be natural persons (as opposed to 
legal persons/organizations). It is the same in many oth-
er industrialized nations – but not in all.

The likelihood that we will change current laws will 
depend on whether overseas adopters outperform 
U.S. corporations to such an extent that we clamor for 
changes, or that another wave of  legislative change will 
be sparked by another economic meltdown (remember 
SOX, Dodd Frank, etc.). Overcoming the status quo bias 
is difficult and slow, so I don’t see this happening any-
time soon. Then again, it’s taken Amazon and Google 
more than 20 years – a whole generation – to become 
the innovators and dominating forces they are now.

Term Limits
My last “apple” comes in part from an INSEAD France 
study I saw years ago that laid out a strong correlation 

between board tenure and firm performance and de-
fines when such has a negative effect on the bottom 
line. Briefly, as a board’s composite age grows, it leads 
to a reverse “U” in company financial performance: 
initially rising, but ultimately falling. Their conclusion 
was that the average tipping point arrives by the ninth 
year. It occurred to me that Corporate Boards should 
seriously study and look at adopting true term limits for 
directors. Not the age limitations in place at so many 
companies (somewhat arbitrary, and oft times ignored) 
but rather a firm “time’s up” for serving on the board. 
Term limits are commonplace among non-profit 
boards, but seem to be really scarce among public com-
panies. It would certainly help boards currently strug-
gling with how to implement “board refreshment.” In 
addition, fears about expensive onboarding of  new di-
rectors could easily be offset through savings on those 
directors getting “money for nothing.” Think it’s time 
to plant this “apple?”

In conclusion, I’ve only touched on some of  the ideas 
out there. In time, some may grow into real innovations 
in Corporate Governance. Maybe, in a few decades, 
I’ll be able to point people back to this article and ask: 
“How’d you like them apples?”
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Robert Reiss: You are the CEO and Founder of  
SRAX. SRAX is almost 10 years old, tell me about
the growth of  the company.

Chris Miglino: We’ve grown a lot over the last 10 years. 
We have 145 employees in the organization; it’s unbeliev-
able sometimes that we actually have that many people 
working for us. But business is great. Every year, it’s grown 
a little bit in a different way. There have been different 
challenges along the way and as you hit different sizes of  
the company, there are different challenges that you face. 
We’ve been able to deal with that and I’d say right now, it’s 
better than it’s ever been for the organization. 

Let’s talk about the purpose of SRAX. You are doing
something truly transformative, which is purpose-
driven, where you’re pioneering who owns data. 
Talk about your business model at SRAX.

We’ve been in the business of  aggregating data and sell-
ing data around specific verticals for the last 10 years. We 
have a big practice around aggregating data around shop-
per marketing where we help consumer packaged goods 

	 The	CEO	Forum	Group	 selected	SRAX
	 as	the	innovation	leader	in	data	ownership
for	creating	a	new	model	where	individuals	can	actually	own	and	get
paid	for	the	data	trail	they	create	every	day.

“What	consumers	don’t	realize	is	that
	 all	of 	your	data	is	readily	available
 for anybody to buy.”
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companies understand consumers that are buying their 
products in the stores. We then help them market to those 
consumers and see if  there’s a lift in those type of  sales. 
We aggregate that data and give it back to the market-
ers. We do the same kind of  thing for automotive – the 
automotive industry – and we do that for the investment 
community, where you have different investors that are in-
vesting in publicly traded companies. 

We have products that aggregate these individuals, and 
we then sell this data back to the issuers and to different 
marketers who want to reach those consumers. 

We have a few other tools as well. We have a product 
called SRAX Social, which is a tool that does artificial 
intelligence around social media buying that helps aggre-
gate this data and then sells it, or helps determine the best 
place to spend money for a particular type of  marketer. 

In the process of  doing all of  this for the last 10 years, we 
realize that there is a lot of  value in consumer data. We 
were buying data, and continue to buy data, from Oracle 
and Axiom and Experian and lots of  other companies that 
sell consumer-based data. What consumers don’t realize is 
that all of  your data is readily available for anybody to buy.

You’re saying, I just go to a restaurant, eat there and 
use my credit card, and someone can buy my data?

Correct. So let’s take that scenario. You went to the restau-
rant; you had your cell phone with you. So now, Google 
or some other app that your kid installed onto your cell 
phone is now tracking your location and they know that 
you went to that location. That location data is being sold 
to any marketer who wants to buy it. So you can go to 
Facebook and say, “Give me everybody that visited this 
store; give me anybody that visited this location.” 

Use your credit card in that store, and that data is then 
readily available for sale showing people that are buying 
or visiting restaurants in the last 30 days. They won’t give 
your name but what they do is they aggregate all of  these 

consumers into what are called segments. You as a con-
sumer would fall into a ‘restaurant consumer’ that is inter-
ested in a certain type of  restaurant.
 
What does that tell you about the average con-
sumer and their data?

What we realized was that consumers had zero clue that 
their data was being sold at all. And there are a lot of  peo-
ple that are probably reading this who have no idea that 
every time they use their credit card, their data is being 
aggregated. 

I meet people so many times and they say, “Oh, I’m not 
on Facebook, so my data is not sold.” And I respond by 
saying, Facebook actually won’t sell me your data like ev-
erybody else will. Facebook only sells data to everybody 
that wants to advertise on Facebook, but there are a mil-
lion other people who will sell me your data for everything 
else that you’re doing – travel, you name it, it’s being sold; 
anything you do. Unless you’re spending cash, everywhere 
you go and you never interact with any type of  card, there 
is no way to get away from that.

“Facebook	actually	won’t	sell	me	your	data	like	everybody	else	will.	Facebook	only	sells	data
	 to	everybody	that	wants	to	advertise	on	Facebook,	but	there	are	a	million	other	people	who
	 will	sell	me	your	data	for	everything	else	that	you’re	doing.”

Christopher Miglino                          Founder and CEO SRAX
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In fact, 90% of  the consumers don’t even realize it’s hap-
pening. As a business professional, you may realize it’s hap-
pening, because you’re aware of  it but most people don’t 
even know that it’s happening. We saw the opportunity to 
create something that would change the dynamic of  that. 

Google and Facebook have come in and said, “Look, 
amazing products, use them for free, and you’ll get a lot 
of  service.” And what people didn’t realize is that it wasn’t 
really free. It was an exchange for your data. So, what we 
said was: if  we can create a product that helps consumers 
value their individual data then they will start to under-
stand really how valuable they are as a consumer.

Where did the original idea come from? What was 
the seed that germinated into this concept?

Well, it’s been an evolution over time. I sold my last com-
pany in 2007 to a really big, consumer-oriented company 
that had a lot of  products. It did around $500 million a year 
in consumer products. And 2007 was a good time to sell a 
business because then in 2008, the world fell apart. They 
bought my company, they bought a company from Steve 
Case called Lime, and they bought one other company. 

I went in and ran that business, and my job became un-
winding every deal that we had done. There was a Sirius 
XM deal, an on-demand TV deal and all these other 
things that we were doing. Over time we figured out the 
best way to monetize that was by aggregating this data on 
consumers. But then the company we had sold the busi-
ness to wanted out of  the business, because they wanted 
to get back to the basics of  selling products. 

So they came back and said, “Can you guys help us in 
getting rid of  this business?” We said, “Look, we’ll take it 
back.” At the same time we had signed a deal to sell a bunch 
of  advertising on Facebook with an app called “Causes on 
Facebook,” and that was the beginning of  SRAX. 

Then, over time, the idea of  consumers being able to own 
their own data happened as blockchain technology was 
becoming much more prevalent.

You are in a way transforming the use of  data. 
Talk about, on a level of  technology, where do you 
think the use and ownership of  data will be going 
in the future?

In, I say, three years from now every consumer will own 
their own data.

How does that actually happen?

They’ll have tools like ours. We’ve invented a platform 
called BIGtoken, which stands for Blockchain Identifica-
tion Graph. You can download it in the App Store or in 
the Play Store.

So, this is B to C?

“In,	I	say,	three	years	from	now	every	consumer
 will own their own data.” 

Christopher Miglino                          Founder and CEO SRAX

“What	we	said	was:	if 	we	can	create	a	product
	 that	helps	consumers	value	their	individual	data
 then they will start to understand really how
	 valuable	they	are	as	a	consumer.”	



www.theceoforumgroup.com   The CEO Forum   85   

Yes. Consumers will own their own information. They log 
in. They can connect all their banking information. They 
can connect all their social accounts, and that information 
is then your data, and if  anybody wants to access it, you 
get paid. So, instead of  Google or Facebook or Axiom or 
Experian getting paid for your data, you as a consumer 
get paid directly for your data.

How much would you get for the data?

Right now, my current value is around $750 that I’ve 
earned from my data. So, consumers can make a lot 
of  money in the platform — in our first two months of  
launch, the average consumer is making around $200 a 
month on the platform. Someone who might travel a lot, 
for example, would be worth a lot of  money.

What about the company who wants this aggre-
gated data or has their own data but might not be 
using it to their full advantage?

Every company has some form of  data whether they have 
a customer relation management program or not. They 
have something that is telling them about who’s buying 
their products and why they’re buying their products, 
right? They need to be able to act, take that data and 
leverage it to sell more products, and that’s what we help 
companies do, and we do it in vertical markets. 

So, like I said, we do it in the consumer packaged goods 
market; we do it in the automotive market; and we do it in 
the investor market. We find the value that’s there. 

Every company can do it. They just have to sit down and 
look at their business and say, “Okay, what’s important 
here? What could help me make more money? And how 
can I leverage some of  this data to sell more of  this?” 
They can come to firms like us to help them accomplish 
that, because we’re really good at helping people identify 
that data and then helping them to identify how to use it 
to market. 

We sold this business last year that was a pharmaceutical 
targeting tool. We had all the doctors in the United States. 
So, we would go to pharmaceutical companies and say, 
“Okay, you have a cardiologist and we know all the cardi-
ologists in the United States. We have all of  their behav-
iors and everything they’re doing, and we can help you 
market this drug to these cardiologists.” 

That’s an example of  how to leverage a certain type of  
data to reach somebody that can actually write a prescrip-
tion for that particular type of  drug. For other compa-
nies it might be a restaurant trying to find somebody that 
might actually go and spend some money in the restau-
rant, or a spa or something like that.

What about the small mom and pop business 
with one location who might not be as sophisti-
cated but wants to not just survive, but compete 
— how can this help them?

“Every	company	can	do	it.	They	just	have	to	sit
	 down	and	look	at	their	business	and	say,	‘Okay,
	 what’s	important	here?	What	could	help	me	make
	 more	money?	And	how	can	I	leverage	some	of 	this
 data to sell more of  this?’” 

Christopher Miglino                          Founder and CEO SRAX
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Location data is a little tough inside that environment, be-
cause there are so many people. But if  they put into place 
some form of  CRM or something like that, then they can 
understand who those customers are. So, you might have 
some kind of  loyalty program in the space. And then you 
can look at the demographics of  those people that are com-
ing to get your sandwiches or whatever, and who comes 
more than once? Who comes three times a week? And then 
find more people like those people that have come three 
times a week. We can help you find those people. 

You need to be able to start to create some trends. Do 
certain types of  people only come once a month? Do cer-

tain people come twice a month? Are you getting more 
corporate business? How far away are the people that are 
actually ordering your stuff for their corporate offices? 
That kind of  information is very relevant to help you start 
to market it. Then this information will help you manage 
and grow your business.

Explain how AI fits into all of  this for businesses.

It depends what industry they’re in and what they’re go-
ing after. Certainly from our industry, the marketing and 
advertising business, it’s a huge part of  what we do be-
cause there’s so much data that comes in. Understanding 
all of  the connections of  this data is impossible without 
machine learning. You have to have the algorithms writ-
ten to be able to analyze and understand that data, so that 
you can do a good job of  then targeting that data. 

That’s the way we use it, is to say, “Here’s a bunch of  in-
formation. How can we then use this data to better market 
this company and to help them accomplish their goals?” 

We have a big technology staff; we have 90 programmers 

“You	might	have	some	kind	of 	loyalty	program	in
	 the	space.	And	then	you	can	look	at	the	demo-
 graphics of  those people that are coming to get
	 your	sandwiches	or	whatever,	and	who	comes
	 more	than	once?	Who	comes	three	times	a	week?
	 And	 then	 find	 more	 people	 like	 those	 people
	 that	have	come	three	times	a	week.”	

Christopher Miglino                          Founder and CEO SRAX
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within the company. So, we’re highly engaged in the de-
velopment of  all this type of  stuff. It may be difficult for 
your typical CEO that is not involved in technology to be 
doing this, but they can partner with companies like us 
that can help them in that process because not everybody 
can have 90 programmers. It’s just not feasible.

Let’s talk about the flip side of  data aggregation 
which is privacy. What are the challenges, and 
where do you see the future going in terms of  the 
privacy that people have in controlling data?

Europe is on the forefront of  this and they have already 
put in place all of  the laws that consumers need to consent 
for their data to be used. Consumers need to say, “Yes, 
you have the right to market my data.” That is a really 
big part of  the European privacy laws that have been put 
in place in the last couple of  years. It impacts everybody 
so if  you have data in Europe, you have to be very careful 
about how you use that data in Europe, and you need to 
be complying with these laws. 

Our tools that we’ve created for the consumer is the ability 
to give the right to the platform to market to you. Then 
that platform controls all of  that information in one cen-
tralized location, so that when marketers want to access 
that data, we say, “This consumer has already given us 
the right to market to them because they’re getting paid 
for that data.” 

Now, those laws are coming to the United States. Califor-
nia has already launched some laws, and we’ll have some 
national laws around privacy that will happen. It’s a very 
political issue. It’s something that’s very important to pol-
iticians. They win and lose elections based on how social 
media drives certain types of  engagements. So they’re 
highly motivated to change laws around privacy.

Christopher Miglino                          Founder and CEO SRAX

“It	may	be	difficult	for	your	typical	CEO	that
	 is	not	involved	in	technology	to	be	doing	this,	but
	 they	can	partner	with	companies	like	us	that	can
	 help	them	in	that	process	because	not	everybody
	 can	have	90	programmers.	It’s	just	not	feasible.”	

Robert	Reiss	and	Christopher	Miglino.	Interview	aired	March	31,	2019.

Christopher	Miglino	is	the	founder	and	CEO	of 	Social	Re-
ality,	Inc.	(NASDAQ:	SRAX),	which	he	formed	in	March	
2010,	took	public	with	OTC	trading	in	2012,	and	made	
a	NASDAQ-listed	company	in	2015.	Leveraging	his	exten-
sive	knowledge	and	expertise	in	data	management,	Chris	also	
established	SRAX	as	the	parent	company	to	BIGtoken	and	
launched	products,	including	SRAX	Reach,	SRAX	Social,	
and	more.	He	sees	his	primary	function	as	placing	the	right	
people	in	the	right	role	at	SRAX,	in	addition	to	setting	orga-
nizational	direction	to	propel	growth.

Prior	to	SRAX,	Chris	received	his	Bachelor	of 	Science	de-
gree	in	finance	from	the	Marshall	School	of 	Business	at	the	
University	of 	Southern	California	(USC)	and	launched	his	
first	company,	Centerlinq,	an	interactive	kiosk	system	and	
frequent	shopper	program	for	 large	mall	developers.	Later,	
he	established	Conscious	Enlightenment,	a	media	company	
formed	 to	 educate	 people	 about	 improving	 the	world	 and	
their	 lives.	He	 successfully	 sold	both	 companies	 to	NAS-
DAQ-traded	companies.

Outside	of 	his	professional	role,	Chris	is	active	in	health	and	
wellness,	with	a	 love	 for	 yoga	and	 spiritual	 enlightenment.	
He	and	his	wife,	Chandanni	Miglino,	formed	The	Chandanni
Scholarship	 Fund.	They	 are	 the	 parents	 of 	 four	 children,	
which	Chris	calls	the	“best	thing	we	have	done.”	
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Employee Benefits that Benefit CEOs  
By	Jeff	Motske,	CFP ®,	President	&	CEO,	Trilogy	Financial

With a tight labor market boasting an unemployment 
rate averaging 3.9%, a 49-year low for the United States, 
talent attraction and retention has become a No.1 priority
for many employers. This trend is intensified in the blue-
collar and lower-paid industries as well as many other 
sectors, including mine – the financial services industry. 
As CEO and founder of  Trilogy Financial, a privately 
held financial planning firm with $2.75 billion in bro-
kerage and advisory assets and advisors nationwide, at-
tracting and retaining talent has been a key long-term 
objective and has informed our firm’s financial plan over 
the past two decades. 

A 2018 SHRM survey shows that employee benefits 
make up approximately one-third of  total compensation 
costs, so it is important for organizations to engage in 
strategic benefits planning to maximize their return on 
investment. CEO to CEO, below are some of  the ben-
efits to consider and budget for in your firm’s financial 
plan to keep attracting and retaining top talent.   

The Foundation: An Attractive Employee Benefits Plan
Attractive employee benefits packages are paramount to 
compete for top talent against companies of  any size. Al-
most all large organizations today offer health care, paid 
leave and retirement benefits. Trilogy is a huge fan of  em-
ployer-sponsored retirement plans as they are cost effective 
and help create mechanisms for employees to take respon-
sibility for their own future, which is what we preach to our 
clients. While people typically think of  401(k)s when they 
hear about employer-sponsored plans, there are a whole 
gamut of  options tailored to companies of  different sizes 
and structures, including for-profit, nonprofit and govern-
mental organizations. From defined benefit pension plans 
to simplified employee pension (SEP) plans to 403(b)s, a 
financial advisor can help determine which option makes 
the most sense for your business.  
 
If  your company offers a traditional 401(k), I recom-
mend opting for automatic enrollment. A key benefit 
is that it improves the likelihood the plan will pass top-



heavy testing and other non-discrimination tests meant 
to ensure that the plan doesn’t favor business owners or 
employees with higher incomes. Additionally, having a 
Roth 401(k) option as part of  your plan is a great value 
for those who may be in a higher tax bracket in retire-
ment. Such an option provides additional flexibility and 
options for all levels of  employees.

Additional Financial Incentives
According to the same 2018 SHRM survey, 72% of  organi-
zations increased their benefits offerings from 2017 to 2018, 
which is proof  that employers can’t just rely on a basic ben-
efit package to attract talent. Indeed, many organizations 
are now offering additional types of  compensation in the 
form of  bonuses, stock options, awards and more.

At Trilogy, we are big believers in profit-sharing, a system
in which employees can receive a direct share of  the 
profits through our 401k platform. Our profit-sharing 
plan is tied to employees’ performance and level of  
responsibility. Contributions vest over time, which can 
help with employee retention. Before setting up a prof-
it-sharing program, set expectations by letting employ-
ees know that in years where there is no profit, there will 
be no profit sharing.

Trilogy offers a stock option program. When we rolled it 
out, we did not anticipate how successful it would be in 
creating stickiness, loyalty and camaraderie within our 
organization. A key to the program’s success has been 
transparency: each employee knows how he or she earns 
shares and grants, and we conduct an annual sharehold-
er meeting to update them on company performance.

Employee Recognition and Appreciation 
Over the years, Trilogy also has added additional “fringe” 
benefits to increase employees’ loyalty and productivity. I 
strongly recommend adding another bucket in your bud-
get for employee recognition and appreciation. 

For example, Trilogy gives away “You’ve Been Spotted” 
cards to recognize a job well done. It is an extremely 
cost-effective way to boost morale and increase produc-
tivity. And as we soon found out, sometimes recognizing 
the small wins can lead to major victories for the com-
pany. We also just added a formalized employee recog-
nition program that spotlights those individuals who are 

exemplifying Trilogy’s core values. Employees are nom-
inated by their peers, and the finalists will be recognized 
at our annual Dreammakers conference in January.

Another way we show appreciation is through our em-
ployee matching gift program, where we match up to 
$500 of  donations to nonprofit organizations per em-
ployee each year. Aside from loyalty, another benefit is 
that these donations are partially tax deductible. An al-
ternative to an employee matching gift program is offer-
ing paid time off for volunteer work. 

Those are just a few examples, but there are myriad em-
ployee benefits that can help a company show that it cares 
for its employees, from professional and career development 
to wellness incentives and work-life balance programs. 
 
Gone are the days when employers could rely on simple 
retirement and health care benefit plans to attract talent. 
If  you want to stay competitive, my advice is to budget 
for and implement a host of  new benefits that are rel-
evant to your industry and employees. It can help not 
only with boosting attraction, retention and productivity, 
but also with building a strong corporate culture.  

Jeff	Motske,	CFP®,	is	president	and	CEO	of 	Trilogy	Financial,	a	
privately	held	financial	planning	firm	headquartered	in	Huntington	
Beach,	Calif.	with	10	offices	and	more	than	100	advisors	nation-
wide.	He	is	also	author	of 	“The	Couple’s	Guide	to	Financial	Com-
patibility,”	a	book	that	equips	couples	with	tools	to	keep	their	financ-
es	healthy	and	relationships	strong,	and	host	of 	“The	Jeff	Motske	
Show,”	a	podcast	and	radio	show	where	he	guides	listeners	through	
proven	steps	toward	financial	freedom.

Learn	more	at	trilogyfs.com	or	call	(844)	356-4934.	
The	opinions	voiced	in	this	material	are	for	general	information	only	and	are	not	
intended	to	provide	specific	advice	or	recommendations	for	any	individual.
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