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Congratulations.
Business

leadership

IS NOW
gender equal.’

o0 *At current rates, this will be true in the year 2073.

‘_‘ With your help, we can make sure it won’t take 54 years to reach gender parity. Be Equal

r— promotes the advancement of gender equality in business leadership—for everyone, of any
- gender. It’s part of our decades-long commitment to nondiscrimination in the workplace.
It’s why we are constantly developing technologies that help businesses combat
Be Equa[ unconscious bias and promote equal opportunity.

Business leaders around the world have already joined us in this promise to take action.

Make your pledge today at ibm.com/BeEqual

<|lli

*“Women, leadership, and the priority paradox.” IBM Institute for Business Value. March 2019. https://ibm.co/womenleaders.

IBM, the IBM logo, and ibm.com are trademarks of International Business Machines Corp., registered in many jurisdictions worldwide. See current list at ibm.com/trademark. Other product and service names might be trademarks
of IBM or other companies. ©International Business Machines Corp. 2019.
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Transformation Starts Here.

At Dale Carnegie, we draw out your employees’
natural strengths, building the courage and
confidence they need to take command of their
roles and achieve the unexpected. For more than
100 years in over 80 countries, we've helped
companies of all sizes bring out the best in their
people and create high performance cultures.

Contact us and we will set your team in motion and
help your entire organization reach new heights,
powered by the unique talents of your employees.
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50 Women
Fortune 500 CEOs

I believe corporations, more than any other entity, have the ability to drive positive

change and create a better world. Leadership is at the core of this. In this issue you’ll
learn from a dozen leaders who have diverse backgrounds but one thing in common
— they are transformative, where they have reinvigorated their company or reinvented
their industry. I am proud to share the diversity of our leaders which include CEOs of
varying backgrounds: African American, Caucasian, Indian, Latin, Muslim, Orthodox
Jewish ... and one CEO who actually turns 104 years old on November 1, 2019!

When thinking of leadership, one personal goal of mine is to have the strongest leadership
driving organizational and societal change. So I'd like to throw down a challenge that I
have been working on for the past five years: we need — for starts — 50 Fortune 500 wom-
en CEOs ... which 1s still only 10%, but it will create more critical mass and more mentors.

Today we have 34 women CEOs (according to Women Business Collaborative, where,
in full disclosure, I am on the Board). Frankly, I think it is mathematically impossible
that only 6.8% of the executive talent are women. This means we have talent who are
not in the right positions and need to be moved into the top leadership roles.

As you read through this Leadership issue, I urge you to identify leadership trends and
then see which ones can be applied in your enterprise. Finally, think through whether
there are women in your organization who have the potential to bring these leadership
tenets to your organizations, and perhaps be a CEO of the future.



@

AARP is the nation’s largest nonprofit, nonpartisan organization dedicated to empowering Americans 50
Real Possibilities1d Older to choose how they live as they age. With nearly 38 million members and offices in every state,
the District of Columbia, Puerto Rico, and the U.S. Virgin Islands, AARP works to strengthen communi-
ties and advocate for what matters most to families with a focus on health security, financial stability and
personal fulfillment. AARP also works for individuals in the marketplace by sparking new solutions and
allowing carefully chosen, high-quality products and services to carry the AARP name. As a trusted source
for news and information, AARP produces the world’s largest circulation publications, AARP The Mag-
azine and AARP Bulletin. To learn more, visit www.aarp.org or follow @AARP and @AARPadvocates

on social media.

ETH A N ithan Allen Interiors Inc. (NYSE: ETH) is a leading interior design company and manufacturer
A I_ I_ E N‘nd retailer of quality home furnishings. We offer complimentary interior design service to our clients
nd sell a full range of furniture products and decorative accessories through ethanallen.com and a
network of approximately 300 Design Centers in the United States and abroad. Ethan Allen owns
and operates six manufacturing facilities, including three manufacturing plants and one sawmill in
the United States plus one plant each in Mexico and Honduras. Approximately 75% of our prod-
ucts are made in our North American plants. For more information on Ethan Allen’s products and
services, visit ethanallen.com.

Af £ Aflac is a Tortune 500 company helping provide protection to more than 50 million people in the U.S.

v ac and Japan, where it is a leading supplemental insurer; by paying cash fast when policyholders get sick or
injured. Through its trailblazing One Day PaySM initiative in the United States, for eligible claims Aflac
can process, approve and electronically send funds to claimants for quick access to cash in just one business
day. For 13 consecutive years, Aflac has been recognized by Ethisphere as one of the World’s Most Ethical
Companies. In 2018, Fortune magazine recognized Aflac as one of the 100 Best Companies to Work for
in America for the 20th consecutive year, and in 2019, Fortune included Aflac on its list of World’s Most
Admired Companies for the 18th time. Get to know us at aflac.com.

t Dale Carnegie, we invigorate your employees by drawing out their natural strengths, building the
Dale Carnegie- surage and confidence they need to take command of their role and achieve the unexpected. As we
2Ip them excel, your employees will gain the trust and respect of the people around them, creating a
culture that works harder for you at all levels of your organization. With more support, your team can
take the lead in putting their ideas into action more efficiently, increasing their performance, along with
your company’s, by working smarter at every step. For over 100 years, we’ve helped companies of all
sizes generate revenue, increase productivity and reduce costs by revealing their bright and resourceful
workforce. Together, we’ll set your team in motion and help your entire organization reach new heights,
powered by the unique talents of your employees.

1rive digital-led innovation and digitally-enabled intelligent operations for our clients, guided by our expe-
iience running thousands of processes primarily for Global Fortune 500 companies. We think with design,
dream in digital, and solve problems with data and analytics. Combining our expertise in end-to-end
operations and our Al-based platform, Genpact Cora, we focus on the details — all 90,000+ of us. From
New York to New Delhi and more than 30 countries in between, we connect every dot, reimagine every
process, and reinvent companies’ ways of working. Genpact began in 1997 as a business unit within Gen-
eral Electric. In January 2005, Genpact became an independent company to bring our process expertise
and unique DNA in Lean management to clients beyond GE.

Genpact (NYSE: G) is a global professional services firm that makes business transformation real. We
genpact

HE FOUNDATIO OCC is the world’s largest equity derivatives clearing organization and the foundation for secure markets.
E FoR sEcuRE Founded in 1973, OCC operates under the jurisdiction of both the U.S. Securities and Exchange Com-
mission (SEC) as a registered clearing agency and the U.S. Commodity Futures Trading Commission
(CFTC) as a Derivatives Clearing Organization. Named 2019 Best Clearing House by Markets Media,
and 2018 Clearing House of the Year — The Americas by FOW, OCC now provides central counterparty
(CCP) clearing and settlement services to 20 exchanges and trading platforms for options, financial futures,
security futures, and securities lending transactions. More information about OCC is available at www.
theocc.com.
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Newmark Knight Frank (NKF) is one of the world’s leading commercial real estate advisory firms.
Dating back to 1929, NKI7s fully integrated platform of services provides clients with a single-source
solution for every phase of owning or occupying a property. We service prominent multinational corpora-
tions and institutional investors across the globe as well as owners, occupiers and developers of real estate.
Additionally, as a leader in real estate technology, we utilize the most high-tech tools in the industry along
with our deep bench of knowledge, data and research to optimize businesses and properties. Together with
London-based partmer Knight Irank and independently-owned offices, NKIs 16,000 professionals oper-
ate from approximately 430 offices in established and emerging property markets on six continents. NKF
is operated by Newmark Group, Inc. Newmark Group is listed on the NASDAQ) Global Select Market
under the symbol NMRK.

The Paradigm for Parity® coalition includes CEOs, senior executives, founders, board members and
business academics who are committed to achieving a new norm in corporate leadership: one in which
women and men have equal power, status and opportunity. Today’s list of 106 coalition companies em-
ploys more than 5.4 million workers worldwide from a diverse range of 28 industries, including technolo-
gy, health care, food service, retail, and financial services. To accelerate the pace of gender equity in
senior executive roles and on corporate boards, the coalition created the Paradigm for Parity* 5-Point
Action Plan. Based on extensive research and best practices, this roadmap is the first set of specific
actions that, when concurrently implemented, can catalyze change and enable companies to more
effectively increase the number of women of all races, cultures and backgrounds in leadership posi-
tions. Visit www.paradigm4parity.com or follow us on Twitter using @p4parity to learn more about
this exciting initiative.

Marsh & McLennan (NYSE: MMC) is the world’s leading professional services firm in the areas of
risk, strategy and people. The Company’s 76,000 colleagues advise clients in over 130 countries. With
annualized revenue approaching $17 billion, Marsh & McLennan helps clients navigate an increasingly
dynamic and complex environment through four market-leading businesses. Marsh advises individual
and commercial clients of all sizes on insurance broking and innovative risk management solutions. Guy
Carpenter develops advanced risk, reinsurance and capital strategies that help clients grow profitably and
pursue emerging opportunities. Mercer delivers advice and technology-driven solutions that help orga-
nizations meet the health, wealth and career needs of a changing workforce. Oliver Wyman serves as a
critical strategic, economic and brand advisor to private sector and governmental clients.

The Frances Hesselbein Leadership Forum is a continuation of the legacy of Frances Hesselbein
and is part of the Graduate School of Public and International Affairs (GSPIA) at the University of
Pittsburgh. The Hesselbein Forum fosters the development of values-based leadership through a Lecture
Series with proven leaders and thoughtful scholars; a Leadership Program in International Security led by
Julia Santucci, former senior adviser in the U.S. Department of State; a Leader-in-Residence Program; the
publication of the award-winning Leader to Leader quarterly Journal; and in-person and virtual keynote
addresses by Frances Hesselbein.

The OU (Orthodox Union) Kosher is the world’s largest and most widely recognized kosher certifica-
tion agency, certifying over 800,000 products produced in more than 9,011 plants located in 104 countries
around the world. The OUj termed a “coveted seal of approval” by The New York Times, is one of the
world’s best-known trademarks. OU Kosher is unique among all the major kosher certification agencies,
as it 1s part of a non-profit communal organization (founded in 1898), so that it can maintain the highest
levels of integrity without any possible conflict of interest. The Orthodox Union, now in its second century
of service to the Jewish community of North America and beyond, is a world leader in community and
synagogue services, adult education, youth work through NCSY, political action through the IPA, and
advocacy for persons with disabilities through Yachad and Our Way. For more information visit ou.org

Comcast Business offers Ethernet, Internet, Wi-Fi, Voice, TV and Managed Enterprise Solutions to
help organizations of all sizes transform their business. Powered by an advanced network, and backed by
24/7 customer support, Comcast Business is one of the largest contributors to the growth of Comcast
Cable. Comcast Business is the nation’s largest cable provider to small and mid-size businesses and has
emerged as a force in the Enterprise market; recognized over the last two years by leading industry associ-
ations as one of the fastest growing providers of Ethernet services.



Jo Ann Jenkins

“There are roughly 110 mullion people in

this country who are over the age of 50.
1 harty-eight mullion of those are AARP

members. If this group were a country, it
would be the third largest economy in the
country belund the ULS. and China. People
over the age of 50 generate §7.6 trillion of

annual economic actiity in the ULS.”

The CEO Forum Group selected AARP
( Jor the 2019 Leadership award for Not
For Profits for championing the management of multi-generational
workforces and recognizing the advantage of olde;, more experienced
people returning to the workforce.
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CEO AARP

Robert Reiss: Talk about the multi-generational
workplace, a concept you’ve championed, that
can transform not only corporations, but society
as well.

Jo Ann Jenkins: We've been looking at what we called
the Future of Work for a number of years and at the idea
that many of our members at AARP want to keep work-
ing, either because they can’t afford to retire financially or
because they find meaning and purpose in staying active
and involved in a workplace. So we have been looking at
what the Future of Work is going to look like as more
and more people live into their late 80s, early 90s and be-
yond. We’re looking at how this will change work not just
for young people, or middle-aged people, or older people,
but also at how companies and organizations are going
to need to adapt when they have four, and in some cases,
even five generations in the workplace at the same time.

For example, here at AARP, we already have four gener-
ations in the workplace, and we’ve been exploring how
teams will show up differently when they have people
working at different age levels within the organization.
We've learned at AARP that even though managing a
multi-generational workforce can present challenges, an
age-diverse workforce is a strength.



Jo Ann Jenkins

CEO AARP

“Here at AARE we already have four generations in the workplace, and we’ve been
exploring how leams will show up differently when they have people working
at different age levels within the organization. We've learned that even though
managing a multi-generational workforce can present challenges, an age-diverse

workforce is a strength.”

It’s been insightful, particularly at a time when the coun-
try appears to be near full employment. In fact, we see
shortages in areas of work like healthcare and education,
and the question becomes how will companies adapt in
order to retain workers. We know that millennials and
younger workers are more apt to change jobs every three
to four years because that’s the way they like to experi-
ence work. We know that companies are going to have
to adapt the way they recruit, retain and ultimately, suc-
ceed in keeping employees in the workplace longer.

How did this concept emerge, and what have you
learned through your testing at AARP?

It has been very helpful to us because many of the peo-
ple who work at AARP work here because they believe
so passionately in our mission and the work we do on be-
half of our of 38 million members. One of the conver-
sations started as I was speaking to our class of interns
— we normally hire 200 to 300 interns every summer
that come in and participate anywhere from data ana-
lytics to our video conferencing, to our innovation lab,
to working on health issues or financial issues. One of
the gentlemen in the class said to me, “Mrs. Jenkins, I
love AARP. This has been terrific. But mostly your jobs
require 10 to 15 years of experience. How can we enter
into the workforce?”

This got us to step back and think and work with Hu-
man Resources to say, “Absolutely, that’s right. If we’re
going to bring these young people into our organization
in the summer, there ought to be career ladders for them
to have an opportunity to gain employment with us.” So,
we actually made changes here at AARP to make those
kinds of opportunities available.

Our average age of employees here at AARP is about
47. So, this was sort of an “Ah ha” moment for me
personally to hear directly from some of these college

9 The CEO Forum www.theceoforumgroup.com

students who were here and intrigued by the work that
we’re doing. So, we have been developing in the younger
worker the use of technology, since they have really been
growing up with this technology and pairing them with
an older worker who is more experienced in content.
They can see how they can share their information and
content out to the broader public. That’s an example of
the connection between technology and experience and
how you can integrate them.

What we're also seeing here at AARP, when you think
about membership organizations, is what the word mem-
bership means to somebody who might be 50-plus, versus
what it means to somebody who might be in their 20s or
30s. You think about American Express who says, “You
are a member of American Express.” They consider that
a membership organization the same way that AARP
considers itself a membership organization. But the ex-
pectations of how you’re going to receive that member-
ship, what you get from that membership changes with
companies, changes with organizations, and really the
expectations of the customer have changed dramatically
as well. And so, having four and even five generations in
the workplace at the same time really allows a company to
meet the customers’ needs where they are.

That’s interesting. I know one of the early adopt-
ers that I saw was Build-A-Bear, and they were
telling me how most of their workers were either
teenagers or grandmothers, and the two of them
connected and built this new dynamic. What
types of companies and industries will most
likely utilize multi-generational workplaces?

As we think about the workplace of the future, we have
to understand that it will be multi-generational — for just
about every industry. Older people today are focused on
living, not just on aging — not just on what they need, but
also on what they want. They no longer live to work — they
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AARP CEO fo Ann [Jenkins at Future of Work Summiat.

work to live. They want a job that not only pays the bills
but allows them to pursue the kind of lifestyle they desire,
and many have embraced new technologies that make it
possible to work from anywhere at any time. Each gen-
eration brings benefits that enhance the workplace en-
vironment, and each has different ways of working and
putting their skills to use. For example, mentoring and
reverse mentoring — older workers learning from younger
colleagues — boost morale and productivity.

I think about the education field. Certainly, we’ve seen
this within school systems where you have new teach-
ers coming into the school systems paired with older or
more experienced teachers, and how you approach visu-
al learning differently from the other aspects of learning
in the classroom. I think that’s important.

We also looked at some of the technology companies,
and how technology is used by different age groups and
their expectations. We know that for an older person cer-
tain colors are difficult to read from, for example, a grey
background or a white background. And yet you think
about looking at your iPhone or cell phone, and most of
that background is grey. And so, having multiple gener-
ations in some of these technology test sites is important

CEO AARP

because the user experience is different depending on
what the customer wants to receive.

What’s your take on the concept of returning to
the workplace, or “returnships’?

We stopped using the name American Association of
Retired People about 15 years ago. We realized almost
40% of our members are not retired; they are continuing
to work. We also see that a lot of the larger U.S. compa-
nies are looking at this idea of people retiring and then
coming back, as you said, a “returnship” where people
come back to the workforce for a specific task or specific
duty. We're seeing great advantage in having older, more
experienced workers serve as mentors to younger busi-
ness people coming into the organization.

Here at AARP we’ve actually instituted a phased retire-
ment program, because a lot of our employees were re-
tiring and then coming back a year later saying, “Actual-
ly, you know what, I didn’t want to retire. I just needed
a break.” So we have instituted a five-year phased retire-
ment program, if employees want to use that to test what
does retirement look like for them. At the same time,
they’ve been able to come back and help and be paired
with a younger person in the workplace who might not
understand the culture, who might need a little more
mentoring around business models and partnerships de-
velopment. We’ve seen first-hand the positive impact this
has had on our organization.

What are the steps that CEOs should take to build

a multi-generational workforce?

Let me just say at the outset that everyone has a role
in helping to manage and nurture the workforce of the
future — what I call the 3Ps:

Personal — Individuals have a responsibility to keep them-
selves employable.

“What we’ve been observing here at AARP 1s that most people are lwing
healthier and longer across the board allowing them to lwe well into their 80s
and 90s. In _fact, research tells us that in countries that are aging well, a 10-year-

old child today has a 50%s chance of lwing to be 104.”
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Private— Employers have a responsibility to provide oppor-
tunities for older workers to remain on the job, to learn
and to grow, to not limit recruiting only to younger work-
ers, and implement policies and procedures that are fair
and address the needs of all employees, regardless of age.

Public — Governments at all levels need to enforce policies
against age discrimination and adopt age-inclusive poli-
cies, including those around unemployment and job re-
training to ensure that older workers who lose their jobs
get the skills and help they need to find new ones.

As CEOs think about the Future of Work and what it
takes to build this multi-generational workforce, we real-
ly have to look at what employees need. What’s going on
in their personal life? How do we need to adapt our tra-
ditional approach to employment to a different look and
feel? Some of the things that we’ve been looking at are
work locations, different kinds of compensation models,
and the issue of caregiving. So many of our older, as
well as our younger, employees have caregiving duties —
whether on the younger side for children and infants, or
they’re taking care of a parent or a family member. So,
you see a lot of flexibility in how we approach this.

Robert, you were a part of our “What the Future of
Work Looks Like” Conference in early June this year.
Along with the panel that you moderated for us, where

11 The CEO Forum www.theceoforumgroup.com

CEO AARP
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we had leaders from BlackRock, Aegon and Morgan
Stanley thinking about how the Future of Work is going to
look, we also had panel members who were young CEOs
talking about how they’re tackling issues in the workplace,
and how they’re working with their employees so that they
stay at the company longer. We all know that employees
who stay in the workplace become more experienced and
much more valuable to us as employers. It’s been a won-
derful opportunity to bring experts from all over the world
to think about what the future of work is going to look like,
and how we can care and learn from each other around
the world...what businesses will look like if; in fact, you
have a four and five generational workplace at one time.

You joined AARP in 2010, became CEO in 2014
and wrote the best-selling book Disrupt Aging.
Let’s talk about the transformation of AARP as
an organization driving societal progress and
the concept of disrupt aging.

“For me, ‘disrupt aging’ 1s about changing
that perception of aging and not judging
people by a certain number..for example,
that at 50 you’re supposed to do thus, or at
6 you’re supposed to do that.”



Jo Ann Jenkins

Absolutely, I think 50 to 50 and 60 to 60 and so on ...
comparing what those ages were like for different gener-
ations. And it looks very different than it did for our par-
ents or our grandparents growing up. What we’ve been
observing here at AARP is that most people are living
healthier and longer across the board allowing them to
live well into their 80s and 90s. In fact, research tells us
that in countries that are aging well, a 10-year-old child
today has a 50% chance of living to be 104.

How for AARP, an organization that focuses on peo-
ple over the age of 50, do we start thinking about what
would people do with 20 or 30 extra years of life? For
me, “disrupt aging” is about changing that perception
of aging and not judging people by a certain number ...
for example, that at 50 you’re supposed to do this, or at
65 you're supposed to do that.

So many of the people that I work with, that I come in
contact with, are telling me the same thing: that they’re
feeling really good in their 60s and want to stay involved,
and they want to participate. So AARP’s transformation
is really a reflection of what our members are telling us
that they want to do with their 50-plus life.

You know, our members are all age 50 and above, and
there are roughly a 110 million people in this country
who are over the age of 50. Thirty-eight million of those
are AARP members. If this group were a country, it
would be the third largest economy in the country be-
hind the U.S. and China. People over the age of 50 gen-
erate $7.6 trillion of annual economic activity for this
country! We call it the Longevity Economy. And so, we
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CEO AARP

want to really push that message particularly to corpo-
rations and to the media ..

age looks like.

.. of how they present what

Jo Ann, you and I have spoken many times about
leadership. How would you define your leader-
ship philosophy?

I think that my leadership philosophy has always been
focused on trust. Leaders need to build trust. I think
that’s part of who I am; that I don’t say things I don’t
mean. If you ask me a question, I'm not the one to come
to if you want me to tell you what you want to hear,
versus what I think you need to hear. I think that if you
talk with any of our employees or any of the people that
I work with, they would say that being authentic and
being trustworthy and being transparent are at the core
of my leadership style.

I’'ve always liked what Eleanor Roosevelt said about
leadership. She said, “A good leader inspires people to
have confidence in the leader; a great leader inspires
people to have confidence in themselves.” I believe that
to be successful in today’s constantly changing world,
you need talented, innovative and trusted leaders at all
levels of the organization, not just at the top. And, as
CEO,; it’s my job to help develop those leaders and then
help them succeed. I always say that my biggest job is to

“I always say that my biggest job is to help
people achieve more than what they ever

thought possible.”
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help people achieve more than what they ever thought
possible; to remove the barriers in the workplace so that
they can do their best work. That’s what we thrive on
here at AARP, because we know we have to continuously
innovate in order to meet the needs of our members, not
just today but well into the future.

Finally, what is your vision for the future?

At this point in our history, coming from someone who’s
been involved not just here in Washington, but talking to
people all over the country, I think about how we create
that sense of decency and respect for others who we live
with, who we live around. How do we build out com-
munity all across this country, so that they are ageless, so
that we have the young and the old all folks together, and
that we are building communities that help people thrive
most of their life. T think that as leaders, each of us has
a responsibility and a moral obligation as citizens of this
great nation to not only deliver a profit to our compa-
nies, but to improve the lives of those less fortunate than
us—to share the opportunities we have with others.

There you have it, Jo Ann. Wonderful speaking
with you again and having you on The CEO Show.

Thank you so much Robert. It’s my pleasure.

“[ think that if you talk with any of our
employees or any of the people that I work
with, they would say that being authentic
and being trustworthy and being transpar-
ent are at the core of my leadership style.”
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Robert Reiss and Jo Ann Jenkins. Interview aired August 6, 2019.

As CEO of AARRB Jo Ann Jenkins leads the world’s larg-
est nonprofit, nonpartisan membership organization, har-
nessing the power and passion of almost 2,500 staff mem-
bers, 60,000 volunteers and numerous strategic partners.
Since joining the organization in 2010 and heading il since
2014, she has transformed AARP into a leader in social
change, dedicated to empowering people to choose how they
lwe and age.

A fearless champion for innovation and impact, Jenkins is
oflen lauded for her ability to create business opportunity
and competitive differentiation. She has been described as
a visionary and global thought leades; a catalyst for break-
through results, accelerating progress and contribution while
Jostering positive relationships.

Jenkins offers deep knowledge and experience derwed from her
work with some of the nation’s most iconic brands — the ULS.
Government and Library of Congress as well as AARP and
AARP Foundation — with an understanding of the interplay
and nuance of business, politics and social change.

AARP
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What I’'ve Learned in Leadership

Quintessentially’s Annastasia Seebohm on the lessons she has learned as Group CEO

Last year I was appointed CEO of Quintessentially — a
successful global business with 1,000 employees, 60 offices
around the world, many thousand affluent clients, an
agency division creating hundreds of extraordinary
events and experiences, and a whole lot of different facets
and perspectives. To say I would be busy would have been
an understatement.

I'was fortunate that the Quintessentially brand was already
thriving and, having risen through the ranks, I was more
than familiar with the business. It was up to me to take the
brand to the next level, share a new vision and creativity,
make key decisions, keep the team motivated and con-
nected all while achieving our commercial objectives. As
a leader, all of these things are so important, but I quickly
learned I could not do them alone. For me, one of the
greatest lessons of leadership has been that it is not just
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about sharing your passion and mission, but nurturing
and mspiring the people around you. It’s about assembling
the strongest team possible and letting them shine, and
understanding that if we are prepared to listen, we can all
learn something from everyone.

Here are 7 other lessons I have learned about leadership
in the past year.

1. Take time to build effective teams. As a leader you simply
cannot do everything I knew from my past role managing
the U.S. offices that having a strong and passionate team
who cared about the business as much as I did was key.
When I took on the global position, I worked hard to ensure
a diverse and creative workforce that allowed everyone to
feel empowered, but also offered the chance for them, and
me, to learn from each other.



I've learnt that a good leader delegates, and gives their

team resources and support, but also the space and
opportunity to thrive and show their own successes.
Mutual respect and an open line of communication is
always important - ultimately a solid, connected support
network will always get you through.

2. Embrace change. Guiding a large team, multiple offices
and varying viewpoints was never going to be a straight-
forward path. Creative thinking, new experiences or a
change in team can often mean curveballs or last minute
set backs. It’s always good to have a plan and a vision, but
it’s just as important to be flexible, work smartly and stay
calm, and know that it’s ok to reset things along the way.

3. Be authentic. The more virtual our lives get, the more
important it is to stay true to who you are and what you
do. As aleader, I've seen the many benefits that come from
being relatable, consistent, and openly sharing my values.
I've taken the time to really get to know my teams across
the globe, building honest relationships and listening
to feedback. Staying authentic has meant a wonderful,
growing network, and new and exciting business connections
that have come organically.

4. Don’t be afraid to show emotion. For me, being human
in leadership is non-negotiable. It took me time, and a few
struggles, to realize that a softer, more personal leadership
style that inspires passion and purpose, is far more effective.
I encourage empathy and self-reflection across the board,
fly the flag for mentorship programs, ensure well-being is
always a priority, and I am not afraid to ask for help and
advice for myself from my colleagues and peers.

5. Admit to mistakes. I've quickly realized that leadership
1sn’t about perfection, and occasional failures or mistakes
are all part of the game. Admitting when something has
gone wrong, or hasn’t been achieved, and taking account-
ability as a leader can help you reach success. Finding new
opportunity and light in any setback should be the goal.

6. Never stop learning. I spend a huge part of my time traveling
for work and feel incredibly fortunate that exploring new
places and meeting new people is such a big part of my
job. Wherever I am, I stay curious —I am constantly learning,
taking part in new experiences, hearing new ideas,
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networking and reading. I try and include my team in this
as much as possible — sharing the things that excite me to
try and spark interest and motivation in others.

7. Enjoy the ride. Enthusiasm and drive are infectious
qualities. The most inspirational leaders and mentors I
have had in the past are the ones who are truly passionate
about the work they do, and the teams they lead. I try
and grab every opportunity with both hands, and inspire
others to strive for the same. Sticking to my values, and the
values of the business, is essential, and reminding myself
that, up or down, it’s all part of the adventure.

Photos by Jake Rosenberg - Coverteur.
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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 lfestyle industry and luxury market, and has
been_featured in Business Insider;, Entreprencur Magazine, Harper’s
Bazaa; Forbes, HuffPost and WWD amongst others. She has spoken on
panels for FT How Io Spend It and Luxury Daily, and appeared at
summats such as Worlh’s ‘Women and Worth’. Annastasia 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 s on the membership commuttee
JJor YPO, and created Quintessentially’s ovn thriving global mentorship
programme, with a focus on_young talent in business. A passionate
advocate for being more human in business, Annastasia champions
amoreempathetic, emotionally led and connected leadership approach.
wwuw. quintessentially.com



Farooq Kathwari

“I he man _job of a leader 1s to help
the people become better: If your leader
doesn’t do this you have a right to
revolt!”

The CEO Forum Group selected Ethan

X/ { Allen for the 2019 Leadership award in
retail for their CEO’s 30 years of service transforming an iconic brand
and hus contributions to bring peace to the world.
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Chairman, CEO & President Ethan Allen

Robert Reiss: Few people have led an iconic
brand for over 30 years like you have. Your story
is a noteworthy example of confidence and per-
sistence, as your trailblazing and leadership phi-
losophy were truly shaped by your upbringing
and all the steps to become CEO of Ethan Allen.

Farooq Kathwari: I grew up in Kashmir in a family
that was involved with business, a merchant family, and
also in politics. I saw beauty a lot, and I also saw conflict.
It’s a beautiful place with great mountains. I learned
right from the beginning in the mountains that treat-
ing people with dignity was tremendously important.
When people encounter one another in the mountains,
they exchange a greeting that means, “Are you well? Is
your family well? Are you contented?” These are values
shared by people around the world.

When I was in school, I invariably ended up as a cap-
tain of a sports team, a cricket team, and in college as
well. So, I was playing sports and captaining the team.
Because of that, it also changed my career. My family
wanted me, like most children, to either become an en-
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“In cricket, as a captain you are strategically looking at every play all the time; you have to
be part of the team and lead the team at the same tume. I learned deep lessons about teamwork

and helping others win.”

gineer or doctor. But I was spending so much time in this
field of sports that I had to take subjects that would not
be that time consuming. So I took English literature and
political science as my subjects.

This upbringing of sports also taught me the role of a
captain. The captain’s role is to play with the team, strat-
egize with the team.

In cricket, unlike baseball, when you are the cap-
tain, in addition to being a key player you are the
manager as well.

Absolutely, it’s not somebody from the outside telling
you what to do. The captain has to change a bowler or a
pitcher every six balls based upon who the batter is and
where all the other ten players are going to be placed.
They don’t have first base and second base. The captain
determines that based on the batsmen, based upon the
bowler. In cricket, as a captain you are strategically look-
ing at every play all the time; you have to be part of the
team and lead the team at the same time. I learned deep
lessons about teamwork and helping others win.
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Let’s discuss Kashmir, as your goal in life has
always been for Kashmir to become an indepen-
dent or self-governed entity.

Well, you see, when I was young, Kashmir got divided,
and my father went from the main part of Kashmir
where we lived, which is a Kashmir-speaking region con-
trolled by India, to the other side, which was controlled by
Pakistan. He went there for two weeks but then he was not
able to come back. The Indian side cancelled his permit.
At that time, my grandfather and family decided that my
mother and the three of us would cross to the other side.
My sister, who was ten years old, and my older brother,
who was nine, stayed with our grandfather.

So we went to other side, which is mountainous, and we
lived at 8,000 feet. We thought we were going to go there
for a very short period of time, but we lived there for 10

“[ learned right from the beginning in the moun-
tains that treating people with digmity was
tremendously important.”™
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years as refugees, because we were designated as refugees,
even though my father was a minister of the government
and very deeply involved. After 10 years we were allowed
to go back to the Indian side, but our father was not. That
is when I joined the cricket team in college and also ended
up in some student movements and demonstrations. At a
young age I was a leader in many different ways.

And then, despite incredible odds, you were able
to come to America ...

It was itself a miracle, but I came to America at age 20
with admission at New York University, Graduate School
of Business. In fact, I had no idea what to study.  had a stu-
dent advisor who said accounting. When I went to the first
class I couldn’t understand anything. He then suggested
economics and I also couldn’t understand anything. Then
my advisor suggested I try marketing, I never heard of the
terminology. I asked him, “What’s marketing?” He said,
“It is to convince people, customers, your associates.” |
said, “Well, that I can do.” So I took marketing and start-
ed my career in New York, but I needed a job because 1
had enough money for about three or four months. So
while going to school I wanted to start working,

My first job was working as a bookkeeper on Canal Street.
And this job was also something new as I had never seen
any financial books. I had never seen a calculator.

It just happened when I was there before the interview the
owners went out to lunch and when they came back Sally
who worked there was a great teacher and explained how
bookkeeping worked. When the owners Richard King
and Jesse Isaacs returned they asked, “What do you think
about the job?” I said, “Your books needs some work.”
They were surprised. I got the job, really learned book-
keeping and everything ended up working out well and
we became good friends too.

During this time, I ended up starting my own first compa-
ny, although at the time I didn’t realize what the impact
would be. My grandfather and father decided to send me
about 8 to 12 baskets of arts and crafts. They said, “Sell
them. I’'m going to help you with your education.” Well, I
didn’t know what to do but at NYU Marvin Traub, who
was the CEO of Bloomingdale’s, gave a lecture. I said,
“Well, I'll talk to him.” I called his office every day until
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“We thought we were going to go there for a
very short period of time, but we lwed there for
10 years as refugees.”

finally he got tired and said, “Come on over.” I met him
and they bought what I had. And Bloomingdale’s became
our first major customer.

I then said, “If Bloomingdale, why not Lord & Taylor?
Why not others?” I ended up getting them as customers
and just started developing a business, while I was con-
tinuing to work as a bookkeeper.

After about eight to nine months, my bosses on Canal
Street made a suggestion to me: “You know, your school
is near Wall Street. Maybe you should go get a job there.”
So, I said, “I'm studying marketing, and I don’t know
what Wall Street does. They said, “Go there and tell them
you want a job as a junior financial analyst.”

I went to the first building on Wall Street. I walked up
and got a job at Bear Stearns as a junior financial analyst.
While I was working there, I continued to sell Kashmiri
handicraft products. After Bear Stearns, I was recruited
by Rothschild, Inc., which had set up a company in New
York on Pine Street. It was there that one of my associates
who knew that I was involved with my arts and crafts busi-
ness and said, “T know the founder of Ethan Allen. Would
you like to meet him?” I said, “Yes.” Little did I know that
introduction would change my life.

I went down to Ethan Allen in Manhattan, and the CEO
called in one of his merchants and said, “There’s a young
man who is from Kashmir, do we get anything from
there?”. She said, “Yes, we get this fabric. The fabric nev-
er comes on time, it’s always a problem. Can you help?” I
said, absolutely, but I had no idea ...

And I know Farooq, your trailblazing theme is al-
ways, you’d say yes and then figure it out!

Exactly...you have to say yes, then make it happen. That’s
the key! You can’t just say, “Absolutely yes,” and not do it.
It’s not easy but I was able to get in that business, and
a year later, the CEO of Ethan Allen called me again.
He said, “You know, my merchants tell me we’re having



Farooq Kathwari

Chairman, CEO & President Ethan Allen

trouble getting rugs from India and Romania, can you
help?” I said, “absolutely!”...I had no idea even where
Romania was; I had no idea where rugs in India were
made. So I took a week off, didn’t go to Romania, but
I went to India and just developed a rug business. And
that’s how it started with Ethan Allen.

By this time, I had become a chief financial officer of the
Rothschild Company. So, Nathan Ancell, the founder of
Ethan Allen, called me and said, “How about working
at Ethan Allen?” I said, “How about a partnership?” He
was surprised. Then I said, “If we have a partnership I
will develop a product for Ethan Allen from all over the
world,” and he agreed.

In those days Italy was the main source of products like light-
ing and accessories. I set up an office in Italy, then went to
many countries including Portugal, and Germany and Ko-
rea, and I was one of the first ones to go to China in 1975 to
find out what was happening there.

Ethan Allen was run by a family, two brothers-
in-law, and you were the outsider. What was that
experience like?

As soon as I launched the joint venture I realized it was
important for me to help the Ethan Allen team mem-
bers. Nathan Ancell and Ted Baumritter were the two
founders, but I had to work with at least 25 to 30 vice
presidents. And I said, “If I'm going to be successful, I've
got to help them to become better,” and that’s what I did.
I worked with the merchants, took them with me to

tours. The Ethan Allen dealers were very important,
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they were the families that ran Ethan Allan stores. The
dealers, were running the stores and were advisors in-
volved with buying products and accessories. They were
knowledgeable people. So I created a committee. I took
the four or five of the best of them, one from New York,
one from Atlanta, one from Pittsburgh, and I said, “You
are my advisors.” It is very, very important that you cre-
ate a group of people to help you, and they helped me to
be successful in developing the right products.

After that Nathan Ancell, saw what I was doing and said,
“Why don’t you come to headquarters in Danbury?”

By that time, Ethan Allan had moved from Manhattan
to Danbury. I was running my business from a bowling
alley in Larchmont, New York. We had purchased the
bowling lanes, and I then bought another building as we
had run out of space. He said, “Come, we would like
you to come Danbury to work for Ethan Allen.”

I'said, “What would I do there? You’ve got so many peo-
ple?” I thought I would say something that he would say,
“Forget it.” So, he said, “What would you like to do if
you come here.” I said, “I don’t want to go there, but if
I have to go there, I will take your job.”

He was surprised and said, “What?” I said, “I under-
stand if you don’t want to give it up.” But he did give it
up, and he made me president.

I know your introductory speech as president was
key in connecting you with the Ethan Allen team.

Clint Walker was the head of manufacturing at Ethan
Allen. He had fought in the Second World War. We had
a number of war heroes that were associated with the

“He said, “You know, my merchants tell me
we’re having trouble getting rugs from India and
Romania, can you help?” I said, “absolutely!”
... L had no wdea even where Romania was; 1
had no idea where rugs in India were made. So
1 took a week off, didn’t go to Romania, but I
went to India and just developed a rug business.
And that’s how 1t started with Ethan Allen.”
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“I had to change the culture. I realized that for
it to be successful, I went back to my cricket
team. I sad, “We’re going to create cricket
teams with the captains helping the team members
become better.”

company. He took me under his wing, and one of our
first meetings as president was in Vermont. I would say
about 1,500 of Vermonters called the Green Mountain
Boys and Girls were gathered. Clint introduced me and
said, “This is our new president.” They were looking at
me, a new president with the name like Farooq, wonder-
ing who is this person.

So I wanted to genuinely connect with the team. I said,
“Being here makes me feel truly at home, although the
Green Mountains are smaller compared to the Himalayan
mountains which I hiked as a young boy back in Kash-
mir. So as mountain people we can agree that most of the
world’s problems are caused by the flatlanders!” This got
huge applause, and they all said, “Yeah, you're one of us.”

But then I had to take it seriously. I had to change the
culture. I realized that for it to be successful, I went back
to my cricket team. I said, “We’re going to create cricket
teams with the captains helping the team members be-
come better.”

I said, “The main job of a leader is to help the peo-
ple to become better.” So I went around with town hall
meetings, then I did something also that was interesting.
I brought 5,000 of our factory workers, 300 to 400 at a
time to our headquarters in Danbury, Connecticut. The
main job was to tell them that in the future, we’ve got to
work together. We created a different culture.

You’ve led many transformations including put-
ting designers more in the forefront, what was one
of the early steps in reinvigorating Ethan Allen?

When I became president, we were a manufacturing
company with 30 sites. I first had to change the culture
and start making the manufacturing more efficient. Sec-
ond, our Ethan Allen retailers in the ’80s onwards start-
ed retiring. We had to decide what to do. Should we go
and sell to others? Can we get new entrepreneurs? We
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decided that we would go into the retail ourselves and
build the team. So, we were not in retail, and we decided
to go and take one at a time. Two at a time, I had to sit
with these families. I have sat with about 75 families over
the last 25 years, one a time.

We created a formula that we use when we purchase a
store from a retailer, because I don’t want everyone to
negotiate. I said, “This is the way we’re going to do it.
It’s going to be fair.” And now we operate 60% of all the
stores and we have now 100 leaders, and practically all
of them came from the ranks of interior designers to run
our retail network.

And as for our manufacturing, I am proud to say that to this
day 70% of our manufacturing is done in North America.

Over these three decades as CEO, what is at the
core of reinvigorating a company?

Our compass, which has been our ten leadership principles.
At the heart of any transformation is getting the culture
right. Some of these are: Self-confidence, hard work, acces-
sibility...but of our ten company one that is of particular
importance is _Justice, which we define as ‘Make decisions
fairly. Justice builds trust, motivation, and teamwork.’

From your upbringing to being CEO for three de-
cades, what is advice do you have to other CEOs?

My perspective was that from cricket. I was captain of
one good team, and that has, to a great degree, been the
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focus of our business. The key is to run one team, and that
means at every level —if it’s manufacturing, if it’s retail, it’s
one product line, one level of quality. Not easy, and that’s
what we have done, and that has given us an opportunity
of creating a team that takes pride in what they do. They
work together. The main job of aleader is to help the peo-
ple become better. If your leader doesn’t do this you have
a right to revolt! And I mean that very seriously.

One of your goals in life is peace. And what many
people don’t know are the significant behind the
scenes work you have done ... from the Muslim-Jew-
ish Advisory Council, to the Livingston Proposal, to
leading and chairing coalitions to peacefully work
together. Can you give everyone a snapshot of your
work with your homeland, Kashmir?

In Kashmir I spent about 15 years of my life at the invi-
tation of India and Pakistan and some of the leaders of
the Kashmir region to get involved. I went there but then
I realized to do this, I had to do it in a manner that would
be accepted. We established the Kashmir Study Group —
26 knowledgeable members and I spent 15 years back and
forth, and the message was simple: we must create a peace-
ful and a feasible solution so that people of Kashmir could
live in peace and dignity.

Kashmir is now in the news in a very unfortunate way. So,
I'm hoping that those elements of a peacetul and feasible
solution that have been laid out are looked upon.

On that note, I commend you Farooq on your im-
portant work.

It’s my pleasure, Robert.

“Of our ten company one that is of particular
umportance s fustice, which we define as
‘Make decisions farly. fustice builds trust, moti-
vation, and teamwork.””
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Robert Rewss and Farooq Rathwari — Interview aired Sept. 22, 2019.

Farooq Kathwari is the Chairman, President and Principal
Executive Officer of Ethan Allen Interiors Inc. He has been
President of the Company since 1985 and Chairman and
Principal Executive Officer since 1988.

He holds B.A. degrees from Kashmir Unwersity in English
Literature and Political Science and an M.B.A. in International
Marketing from New York University. He 1s also the recipient
of three honorary doctorate degrees.

Mr. Kathwar serves in numerous capacities at several non-
profit organizations. He is an advisory member of the New
York Stock Exchange; a director and former chairman of
the National Retail Federation; a member of the Board of
Overseers of the International Rescue Commattee; Chairman
Emeritus of Refugees International; a member of the Inter-
national Advisory Council of the United States Institute of
Peace; and a member of the advisory board of the Center for
Strategic and International Studies.

M. Kathwart has been inducted into the American Furniture
Hall of Fame.
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Asma Ishaq, Modere CEO, on stage in Australia recognizing her high performing team.

Leadership with a
Culture of Engagement

By Asma Ishaq, CEO, Modere

As the CEO of a global personal care and health and
wellness company that engages the modern influence of
social commerce to market our category-leading port-
folio of live clean lifestyle essentials, I have learned that
truly successful leadership is dependent upon the per-
sonal aspect of enterprise.

At Modere, we constantly strive to lead the way with
products that are equal parts safe, high-performing and
scientifically designed. For example, our weight manage-
ment products, which are focused more on body com-
position than weight loss for long term results, and our
collagen and HA (hyaluronic acid) supplements for skin,
joint and bone health are all scientifically substantiated.

Our business model is D2C, and through the power of
the people and social media we thrive on referrals from
our own customers. About 85% of our worldwide re

22 The CEO Forum www.theceoforumgroup.com

enue comes from customer sales, whereas a typical direct
selling or network marketing company would have an
inverse relationship in that regard.

Although I receive tremendous satisfaction knowing that
the products we offer are of the highest quality, I get the
most joy as CEO in empowering people. I love seeing
our independent salespeople thrive and gain confidence
in the field, and I take special pride in knowing that our
products are improving our consumers’ quality of life.

Engagement and Values

Our employees are another story altogether. I believe that
we are only as strong as our company is internally. How-
ever, there was a time after my company was acquired
by Modere in 2017 when I could tell that, although our
employees were excited about the hypergrowth we were



going through, they didn’t necessarily feel that satisfaction
for themselves. We made it a point to engage all of our
employees across the globe on a frequent and consistent
basis in order to monitor and improve their satisfaction,
along with the company’s success. We use a survey that is
consistent every time, so we can see whether we are im-
proving or not, and we use that data to make clear to all
staff where we can improve and to set appropriate goals.

Our culture of employee engagement is also values driv-
en. For example, we do volunteer work together, and as a
company we charter a percentage of profits for charita-
ble causes. For many years we have been a proud sponsor
of Vitamin Angels, which gives Vitamin A to infants
and toddlers around the world and saves thousands from
blindness and even death.

In retrospect, having instilled employee engagement in
our company culture and witnessed the ingenuity, ca-
maraderie, and determination with which our staff has
navigated the changes and challenges we faced when
merging our two companies over the past two years, I
can say that we have become a truly cohesive and formi-
dable team. The high employee satisfaction ratings we
now receive are further validation of the strength of our
company culture and very rewarding on a personal level.

Founder’s Mentality

Operating as a CEO with a Founder’s Mentality is an-
other secret to being a successful leader. As a CEO, I
strategize about all the big and high-level matters, but
I'm just as obsessed about the little things. Everyone else
takes care of in-between. As it turns out, this is very com-
mon among company founders. I was the founder of the
company acquired by Modere, so I inherently have this
experience. CEOs could be much more effective if they
were as passionate about their company as if they had
started it and earned their first dollar in sales from it.

As CEO you are indeed responsible for the high-level
strategy for the company, but as a founder, you remem-
ber what it was like when you answered your first phone
call, made your first sale, or shipped your first box. You
have to be obsessed with those details, because once a
company reaches a size of hundreds of millions or even
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billions of dollars, the bureaucracy that follows can kill
its spirit. The little things matter.

As far as our company culture goes and my place init, I try
to engage with everyone as much as possible. I'm known
to roam around the floors getting to know people, what
they’re driven by, and thank them for their hard work. In
fact, any time I have a break in my schedule, I'll visit with
the different departments. A simple “Hi, how are you?”
shows I care and goes a long way to helping employees
thrive, gain confidence in their work and increase their
work satisfaction level. Also, I'm never shy about bringing
up the smallest thing to any of our general managers or
directors. You can’t be dismissive about the small differ-
ences that give your company its competitive edge.

There is an abundance of data to prove the worth of a
Founder’s Mentality. Studies show that companies gain
three to four times more return on investment for share-
holders whenever a founder is still involved with the
company. Fortunately for CEOs who are not founders, a
Founders Mentality is something they can actually learn.

Asma Ishaq, CEO Modere, pioneered the collagen/HA dietary supplement
and skincare markets when she co-founded Jfusuru International in 2009 with
a blue-ribbon product line based on the multi-patented nutraceutical Liquid
BioCell*. Ms. Ishaq led Jusuru through its acquisition by Modere in February
2017 and was appointed Modere’s CEO in January 2018.

She has served as Commuttee Member for the Council of Responsible Nu-
trition, a member of the Advisory Board of IFRANA, and on the Board
of Durectors of the DSA and DSEL She has spoken at industry stages
including the World Collagen and NutriCosmetics conferences, and ap-
peared on Fox, CBS, ABC and NPR. Her work has earned recognition and
awards from organizations such as Supply Side West, Nutralngredients,
New Hope, and DSA.
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Aflac ULS. President Teresa White with 11-year-old Teryn Buster at the My Special Aflac Duck Delivery ceremony at the Aflac Cancer Center in Atlanta.

“f ZZ/f@ to say to OUTﬁZkS ﬂldt ]Z'nspire Robert Reiss: In 1998 you started working at
s Aflac. What does the company mean to you?
the reluctant and empower the engaged.

Teresa White: Since I've started, Aflac has done consid-
erable work, not just for the consumer with our insurance,
but we’ve also done considerable work in our community
as well. I think about that because I think about transfor-
mation. Aflac is a 64-year-old company. One of the things
that I always talk about with my team is making sure that
we continue to remain relevant in this particular environ-
ment in the marketplace. Remaining relevant is not just
about what you sell, but it’s also about who you interact
with and how you present in your community.

I know culture is super important to you, and
you were the architect of what is the Career Suc-

cess Center.
J The CEO Forum Group has selected Aflac

US. for the 2019 Leadership Award in
Insurance for creating One Day Pay for their clients, and for their Career
Success Center so employees can understand what the jobs will be i the
future and remain on the journey with Aflac’s transformation.

When we think about the culture, and again, culture is
something that’s built over time...the great thing about
culture is that it gives you this safe place to work. Every-

body understands and knows what the Aflac way is, and
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“When you’re thinking about transformation, then you’ve got to ask, ‘How do you bring

your culture along with 17"

we actually have a book called The Aflac Way. It speaks to
who we are and how we run our business.

However, when you’re thinking about transformation,
then you’ve got to ask, “How do you bring your culture
along with it?”” How do we ensure that our employees to-
day still feel that same sense of caring and leadership that
Aflac provides? What we’ve done is, we’ve put a number
of practices in place, to include the Career Success Cen-
ter, which is a full time, full service office designed to help
our employees navigate their career path, to ensure that
our employees are more engaged in our process.

I like to say to our folks that I inspire the reluctant and em-
power the engaged. What I mean by that is, when we’re
talking about inspiring the reluctant, there is a group of
people who have worked for Aflac for years and have done
well, and have served the company well. We want to bring
them along on the journey of transformation. We also have
people who already feel empowered, who are engaged in
what we’re doing from a technology perspective and in
where we’re going. We want to make sure that they’re en-
gaged in the planning and development, and also, they give
great perspective from the seats that they’re in to help us
make better decisions as leaders on how we move forward.

The day of questioning whether we should move for-
ward is gone. Now we’re really talking about the how. I
think, when you talk about engaging people or empow-
ering that engaged person, you give them the opportuni-
ty to help you, as leaders, set the path toward the future,
and that’s really what we’re doing at Aflac.

When you transform does the culture change or
does it stay the same?

I think the culture evolves, just as you see culture evolving
in your personal lives. Not long ago, we would go into our
retail stores and purchase our clothing, and to purchase
our food. Now, my daughter will go online and she will
purchase her clothing and her food. So, just as things are
changing around us, they’re going to change inside the
organization as well. I like the Jack Welch quote where he
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says, “If the rate of change on the outside exceeds the rate
of change on the inside, the end is near.”

What he’s really saying is, you can’t allow change to hap-
pen on the outside of your organization without address-
ing what’s going on inside your organization, because if
you don’t address what’s going on in your organization,
you cannot communicate with or interact with people
outside of your organization. There has to be change.

What are the telltale signs of what’s really going
on in your organization?

Well, we certainly look at tremendous amounts of data.
Most of the data that we look at is really customer-related.
What we're trying to do is engage our consumer. As a re-
sult, we spend a lot of time understanding what consumer’s
needs are, and then what perceived needs they may have
that maybe they don’t even know they have. I think about
the Amazon Prime experience. I never received a survey on
whether I would need Amazon Prime, it just showed up,
and I ended up getting Amazon Prime. I'm sure you have
Amazon Prime and the user experience is really good.

Great companies that are really transforming how they
approach the consumer, they’re looking at what’s going
on with consumer needs, and then they’re trying to meet
those needs. An example of Aflac’s transformation is One
Day Pay. No one came to us and said, “We want our claim
paid in one day.” But we looked at consumer research and
realized people need their money quickly. How fast can
we push the envelope and get it right? We looked at it and
between humans and machines; we could do it in one day
and that was the evolution of One Day Pay:.

An example of Aflac’s transformation s One
Day Pay. No one came to us and said, ‘We
want our clavm paid wn one day.” But we
looked at consumer research and realized
people need therr money quickly. How fast can
we push the envelope and get 1t right?”



Teresa L. White

President Aflac U.S.

b

Aflac U.S. President Teresa White and SVE CHRO Maithewo Owenby launch the Career Success Center at Aflac’s Corporate Headquarters in Columbus, Georgia. Since opening the Center; more than
1,400 employees who have used the service have been promoted or changed their career path to suit their strengths and desires.

“We have three strategic pillars: growth, efficiency and experience. Underneath that, we have a
Joundation of risk management, making sure that we are managing the risk of the organization.”

On something far reaching like One Day Pay,
what was the process to engage your culture?

The first thing we did is, we set the vision. We have three
strategic pillars: growth, efficiency and experience. Un-
derneath that, we have a foundation of risk manage-
ment, making sure that we are managing the risk of
the organization. But as we look at growth, as we look
at experience, customer experience, and as we look at
efficiency, you can see how technology can actually go
through each of those pillars.

Interesting.

What we did is, we talked with our employees about our
vision of where we’re going, and then we got a number
of our employees engaged in helping us to get there. To-
day, we have what we call agile teams. These are teams
of business and I'T people. They talk about the business
problem that we have, so we presented this as a business
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problem. We want to make sure that consumers are paid,
our policyholders are paid in one day, and then, they
take that problem and they break it down into each of
the different things. How do people submit their claims?
What are our requirements as they relate to those sub-
missions? How quickly in the banking system can we
send those claims to them? We went through that entire
process, and what that team came up with was a win for
our clients, for our policyholders.

Let’s go back to Career Success Center, because I
think CEOs can learn from this model.

The Career Success Center has been a foundational
piece that we’ve put together. It’s something that I'm
very, very proud of and that allows our employees to un-
derstand what the jobs will be of the future. You can’t
totally predict where you’re going in the future, but what
you can do is give people an indication of what skill sets
that we’re going to need in order to move the organi-
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“There 1s a Scrum Master certification and
traiming that we do for employees who are
interested n that kind of work...we’re also
traiming employees on robotics, we’re training
on third party vendor management.”

zation forward. We have people in the Career Success
Center who will speak to the employees, trying to under-
stand what their interests are, and we try and match inter-
est, skill set and job, because sometimes, people are very
interested in something but they don’t have that skill set.

We do coaching and development to get people in the
right roles and to give them an opportunity to then go to
a stage that we call the upskilling stage, where we have
colleges and universities offering classes.

Talk about the upskilling stage.

What our goal is with upskilling is that it gives us an
opportunity to give the employees training and devel-
opment on new skill sets for the future. One example
of that is, we are going to an actual environment and
we’re transforming our operations to make sure that we
have groups that represent technology and business and
we have them working together on business problems.
You need people to lead those environments and they’re
called Scrum Masters. So, there is a Scrum Master cer-
tification and training that we do for employees who are
interested in that kind of work ... we’re also training em-
ployees on robotics, we’re training on third party vendor
management, so there are a number of different skills
that we’re trying to bring to the table for our employees
so that they can be on the journey with us as it relates to
transformation. I’'m proud that at Aflac we’ve had about
2,900 people of our 4,000 go through upskilling and
cross-skilling. I'm thrilled about what we’ve been able to
see as a result of that.

You’ve told me before that you’ll actually ana-
lyze which jobs will be taken by technology and
which will continue to exist. Talk about that dy-
namic and how that plays out.

Certainly. As we’re looking at our path forward or the
future state in a specific area, we look at journey maps.
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As we look at the journey maps, we’re really mapping
where the customer, the client, is going to interact with
Aflac. Then as we do that, we start mapping: “OXkay;,
then how will our employees interact with our clients?”

In doing so, we come up with a map that tells us what
skill sets are going to be the future skill sets that we’ll
need, and then what skill sets will be taken by technolo-
gy. For example, in the case of robotics, I should say pri-
or to robotics, there were a number of manual processes
to our billing function. To solve for the future state, the
team went in and mapped the billing function and said,
“There are a certain set of functions that can happen by
computer or a technology, but there are other sets of the
functions that need human touch.” So, the person who
used to do all of the manual functions now manages the
bots to ensure that the customer experience is not dis-
rupted while we gain efficiency and consistency of that
customer experience.

That’s great. Everyone wins.
Absolutely. Everyone wins.

And, you’re taking that same concept to a new
level with a non-profit called Bold Moves, which
helps young girls.

That’s correct. This is something near and dear to my
heart. It’s a program that I submitted to Girls, Inc. in
Columbus, Georgia, and the program gives us an oppor-
tunity to help young girls in mostly depressed areas with-
in Columbus to really gain voice and understand how
they fit within this new environment of transformation.
Many of the girls are looking to go to college. Some of
them are looking to be entrepreneurs. What we want to
do 1s, give them the tools that they need to make the
decisions that are important to them now, and that will
lead to better outcomes in the future. So, we talk about
resumés; we talk about how they present themselves on
social media; we talk about college prep and what they
need to do there. Many of the conversations that we

“I'm proud that at Aflac we’ve had about
2,900 people of our 4,000 go through upskilling

and cross-skilling”
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President Aflac U.S.

Teresa White and Aflac support the notion that employees are the backbone of the company. Here, White and Aflac Chairman and CEO Dan Amos take part in the annual employee tenure celebration
during Employee Appreciation Week. White and Amos make a point to meet every Aflac employee who has reached a fve-year tenure increment every year:

“There are a certain set of functions that can
happen by computer or a technology, but there are
other sets of the functions that need human touch.”

have in the Career Success Center are the same conver-
sations that we can have with young girls in our community.

With Girls, Inc. and with Bold Moves, we’ve had almost
a hundred people go through that program. We’ve had
a number of those young ladies who have already start-
ed to go to college. Many of them have scholarships as
well, and some of them I keep in touch with today, so
it’s very, very exciting. I convert that back into the Aflac
world and we have many of our employees now who
did not see themselves as very technologically inclined.
They felt that they were at their last place from a career
perspective, and to see those people now transition into
new roles —whether it’s third party vendor management,
whether it’s Scrum Masters — whatever it is. It’s exciting
to see how you’re breathing new air into those people
and how they see themselves as moving forward.
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Let’s shift to the transformation concepts and
leadership principles at home. We’ve talked about
the phone bowl concept, which is something I
think many of us can learn from.

Well, technology can not only be disruptive at work, but it
also can be disruptive in the home. I'd walk into the house,
I'd be on my cell phone, and my kids or hushband would
say something to me, and I would put my finger up and
say, “Hold on just a second,” because I wanted to finish
the phone call. I'd finish the phone call, and we’d get into a
conversation. The phone would ring and I would say; “Ex-
cuse me, just a second,” and I'd pick up the phone again.

“Whth Gurls, Inc. and with Bold Moves, we’ve
had almost a hundred people go through that
program. We've had a number of those young
ladies who have already started to go to college.
Many of them have scholarships as well, and
some of them I keep in touch with today.”
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Aflac US. President Teresa Whate blends mentoring with fun at the Bold Moves awards
luncheon. Bold Moves, assoctated with Girls Inc., ts a program created by White and designed
to help young, underprivileged girls prepare for college and a brighter future.

Today, I look back at myself and I say, “Gosh, that was
obnoxious.” At the time, I felt that it was important be-
cause that phone had my attention all the time.

I had developed terrible habits, so I started to put my
phone in a bowl. When I put the phone in the bowl ...
you’re probably thinking, “Well, why the bowl?” It’s be-
cause when your phone is on vibrate, if you put it in a
bowl, the bowl will vibrate and make a sound. The goal
there was to retrain myself and make sure that my hus-
band knew that anytime that phone rang and it was in
the bowl, I would look at him and he’d say, “Oh! Well,
there’s your phone.” He would just stop talking, just out
of habit, and I would say, “No, no, no, no, this is family
time,” and I want him to know that he i1s important. I
want my children to know they are important, and so
that’s my bowl story.

Love it! And Teresa, great having you on The
CEO Show.
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President Aflac
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Robert Reiss and Teresa L. White — Interview awed Sept. 15, 2019.

Teresa White 1s responsible for driving seamless strategy and
execution across Aflac’s ULS. operations, including oversight
and support of the company’s extensie isurance distribution
network of independent sales agents and brokers across the
country. She focuses on specific growth enablers, including im-
proving and expanding distribution, focusing on product inno-
vation, owning Aflac’s customer experience and strengthening
the low-cost model.

At Aflac, White has been Vice President over Client Services;
SVP and director of Sales, Support and Administration; Dep-
uty Chief Adminmistrative Officer; Executive Vice President
of Internal Operations; Chief Administrative Officer; Chief
Service Officer; Executive Vice President and Chief Operat-
ing Officer of Aflac’s Columbus operations; and most recently,
Presudent of Aflac ULS.

White holds a bachelor’s degree in business administration
Jfrom the Unwersity of Iexas at Arlington and a master’s de-
gree in management from Troy University. She is a member of
America’s Health Insurance Plans’ Board of Durectors and
Synovus’ Board of  Directors.

Afiac.




CEO Insight

What I’'ve Learned About
Leadership
by Overcoming Challenges

By Donato Tramuto, CEO, Twity Health

To achieve success, to deliver on your full potential, takes
a quality that I call “knowing your personal why.” No one
cares what you do, until they know why you do it.

As a young boy, at just eight-years-old, I contracted an
ear infection and lost my ability to hear. For nearly a
decade, I endured no fewer than five experimental sur-
geries. I was bullied and ridiculed by peers, friends and
even my family, and my hearing loss was so severe that I
failed the fifth grade. Finally, surgery worked. When the
bandages were removed, the horror of not hearing was
replaced by the horror of hearing myself speak. I could
not pronounce my “Rs” or “Ws,” and many believed 1
had a learning disability.

As luck would have it, my sister-in-law was a speech pathol-
ogist at the local university, and she tutored me daily, help-
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ing me to regain my speech. However, when the time came
to apply for college, I was rejected by every single school
that I applied to. I was labeled disabled with low academic
potential, and I was voted “Most Likely Not to Succeed”
by my high school class. Finally, I was able to convince one
college that the label of disabled was not appropriate nor
fair, and four years later I graduated summa cum laude.

Social Isolation an Epidemic

Fast forward to present-day, and I have become a suc-
cessful business executive, a published author, and a
global healthcare activist. My isolation in those precious,
brief, young years was total. It was complete. But I en-
dured. I found my why, which is Social Isolation. It has
become my calling, both personally and professionally.
Social isolation is the new chronic condition of the 21st
century. It is a public health crisis. It is an epidemic.



My childhood pain shaped my sense of why. During
those years, when I was bullied and denied the right to
be heard, I entered the quictude of an intellectual curi-
osity that was fueled by the writings of Senator Robert
I’ Kennedy and Dr. Martin Luther King. They knew the
right thing to do, and they knew why. They were an in-
spiration to me and so many others.

My own success stories integrate my life in business and
as a social activist. They involve the hard work, and high
energy of many brave, strong people. They are woven
into my leadership and strategic approach at Tivity
Health. They are woven into my two non-profit organi-
zations, Health eVillages and the Tramuto Foundation.
They are a clear acceptance that success is no longer
about innovation alone. It is also about integration. To
develop transformative solutions, we must collaborate
and innovate, or what I like to call, “Collabovation.” We
must lead to transform, not merely transact.

I have three principles of leadership that have guided
my career, and both of my foundations:

1. Know your Professional and Personal Why. The speech
pathologist who helped lift me out of social and physical
1isolation, by helping me to recapture the gift of speech,
was my sister-in-law, Rosemary. In July of 1972, Rose-
mary went into the hospital to deliver her second child.
She never left. She died tragically during childbirth due
to a preventable medication error. For the last 37 years,
I have been working to make sure what happened to
Rosemary never happens to anyone, ever again. Improv-
ing the healthcare delivery system became my passion. It
became my life. It became my professional why.

2. Integration. I have long championed innovation and
integration as complementary qualities best achieved
by teamwork. Disruptive innovation gets headlines, but
innovation with integration gets results. We’ve got to in-
tegrate our own efforts with those of others. We’ve got
to leverage our ability to work together, collaborating
dynamically, explosively, in ways that can, and do, make
things right.
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3. Transformative Leadership. A transactional leader fo-
cuses on “today’s needs,” but a transformational leader
focuses on “change and the future” of the organization.
A Buddhist monk once said, “The longest journey you
will ever take is the 18 inches from your head to your
heart.” To transform healthcare, we must make smart
decisions, but also have the courage to lead with our
hearts. Through Tivity Health, Health eVillages, and
the Tramuto Foundation, we are working to transform
healthy aging through many initiatives, because a trans-
formative leader does not stop with one initiative.

My life experiences have taught me that what matters is
what you do when you get up after being knocked down.
In my case, bullying and childhood isolation built my
trust in my own skills. These experiences also built my
ability to feel gratitude and to recognize that nothing
great can be achieved without the involvement and in-
put of others.

Life 1s not about doing great things. Rather, it is about
doing a lot of little things. It’s the little things that have
the capacity to drive great change.

Donato Tramuto, CEO of Twnity Health, has faced adversity — or
what he calls “Bulldozer Moments.” From losing his hearing at
a young age to being voted in high school as “most likely NOT to
succeed” these led to a career dedicated to improving the healthcare
system and to provide solutions for the biggest social determinants
of health: fitness, nutrition and social isolation.



Joe Hart

“I he essence of what we do 1s help
indwiduals and companies bring out
the greatness in their people.”

. The CEO Forum Group selected Dale
L\‘& a‘{‘!y[ Carnegie for the 2019 Transformative
CEO Leadership Award in the category of People. Dale Carnegie has
laken the principles of their founder and used them to build cultures
of dwersity and inclusion built on respect, arguably in a more authentic
way than any other company. They practice what they preach with
transparent communications, sharing all key information with their
employees throughout 200 operations in 80 countries.
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President & CEO Dale Carnegie

Robert Reiss: Talk about what the Dale Carnegie
brand does for individuals and businesses around
the world.

Joe Hart: Dale Carnegie has been around over a hun-
dred years, since 1912. We’re in 80 countries and have 200
operations all over the world. The essence of what we do
is help individuals and companies bring out the greatness
in their people, so people can work more effectively, have
more confidence and achieve greater results. As you know,
Dale Carnegie the man was a visionary and a genius, and
the brand is iconic. He was the first person, the innova-
tor around human performance, culture and those types
of things. For a long time, the company grew and thrived,
and while it continues to grow, the brand was maybe not as
recognized as it had been over some short period of time.
We’re working to change that. We’re working hard to have
our brand recognized by all generations, across the globe.

Describe what it was like in 2015 to come in as
CEO of Dale Carnegie?

I made a major move, moved my wife, my six kids, myself
to New York from Michigan. I probably wouldn’t have
done that for any other company in America. We did it
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“If you ever heard Warren Buffett talk about his Dale Carnegie experience, he’s
sard, ‘My lfe would have been different if I hadn’t taken a Dale Carnegie course.”

for Dale Carnegie because I'm a Dale Carnegie graduate
and the program had a major impact on my life. A part
of what led me here is the belief that Dale Carnegie has
an amazing impact on people. People leave transformed
from our programs. So, the opportunity to be the CEO
really was the opportunity to take this company to a whole
new level, and that’s really my objective. When I came
here in 2015, we did a complete audit of the business
and started with the brand. A big part is revitalizing that
brand and elevating the brand.

We went through an exercise around not just the look and
the feel, but the authenticity around the brand. We very
successfully rebranded the business around the world in
30 different languages. That’s been a part of it. There’s
also mechanics, and I'll talk about that as well.

One thing I will say, it’s like when I was talking
with Daniel Lubetzky of Kind Bars, almost every-
one says, “Oh! I love Kind Bars.” Almost every-
one you speak with who’s taken a Dale Carnegie
course, and I think there are over eight million
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now, will say even more than I loved it. Most will
say, it changed my life! In full disclosure I took the
course and was very involved and like many will
say, ‘“Next to marrying my wife, it was the best
thing I ever did!”

It’s true, absolutely.

I know you’ve had so many super successful grad-
uates; for example, Warren Buffett.

If you have ever heard Warren Buffett talk about his Dale
Carnegie experience, he’s basically said, “My life would
have been different if I hadn’t taken a Dale Carnegie
Course.” I'm all over the world and people will say that
same thing. How many other products or services did we
buy 10, 20, 30, 40 years ago that we still talk about today?
That’s the kind of impact that a Dale Carnegie Course
has. It’s a unique experience that really is about bringing
out people’s greatness, helping them see that spark and
helping them just be exponentially more effective than
they were.
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“I hroughout the world people will tell me about
how positwely Dale Carnegie impacted the
whole culture of thewr business.”

The essence of this is we have different principles. Dale
Carnegie believed that every person has inherent great-
ness. So, the way that we interact with people reflects that.
We want to appreciate people. We want to listen to people.
We want to use their name. We want to be sure that we’re
asking questions. It’s not about me and talking about me,
it’s really about understanding the person that I'm talking
with. Dale Carnegie touched on these truisms just about
who we are as people.

And the principles haven’t changed ...

The principles are timeless. And also, Robert, what’s
amazing to me, and I've traveled all over the world, is it
doesn’t matter the language or the culture.

We’re in over 80 countries. Race, culture, language, reli-
gion, none of those things matter. These principles touch
people where they are and people will tell me about the
impact that principles have on their relationships and
about how they get promoted at work or how they are
more cffective in their business. Throughout the world
people will tell me about how positively Dale Carnegie
impacted the whole culture of their business. It’s an honor
to be a part of this company.

So, you help alot of individuals, and you also help
CEOs strengthen cultures.

A lot of this ultimately comes down to people and inter-
action. No matter what the technology changes are, it’s
really all about relationships and interaction. When you
think about a company, we know that one major problem
between two people can disrupt the entire team. Many
times, companies are bringing us in to set the tone about
working together and having a common language and
that type of thing.

We'll work with companies from the very small to the
biggest companies in the world. And it’s all about how
do we get people working together? How do we get peo-
ple respecting each other? There’s a lot of talk these days
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about diversity and inclusion, and those are actually the
very concepts that Dale Garnegie has been talking about
for decades. Dale Carnegie pioneered new ways to talk
about respect for people and understanding, as well as ap-
preciating the differences that they have. And in teams, in
companies, when people are working together, just think
about a rowing team. It truly is a proverbial -- people row-
ing in the same direction and working together. That’s the
essence of what Dale Carnegie helps companies achieve.

In a world where most companies are trying to fo-
cus on inclusion, it seems to me the Dale Carnegie
principles, which I know really well, are at the core.
If you could get everyone talking the same lan-
guage, being respectful, being genuinely interested
in another person, what principle is that?

Number four.

Number one is, “Don’t criticize, condemn or com-
¢l 9
plain. Correct:

Correct. Number two is, “Give honest sincere apprecia-
>

tion.” Number four is, “Become genuinely interested in

other people.”

What’s an example of a company you work with?

We work with many amazing companies, so it’s hard to
cite just one, but a good example of a company that has
really made Dale Carnegie part of its culture is Wegmans.

They always win “The Best Company to Work for’’?

Yes. It’s humbling to work with such a great company.
I was in Rochester, New York last week and I met with
some people from Wegmans. Dale Carnegie is part of

“There’s a lot of talk theses days about diversity
and nclusion, and those are actually the very
concepts that Dale Carnegie has been talking
about for decades. Dale Carnegie pioneered new
ways lo talk about respect for people and under-
standing, and appreciating the differences that
they have.”
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their DNA. They have so many of their people going to
Dale Carnegie programs through corporate classes. They
may have a 100 to 150 of their own employees attending
a graduation for 30 people. It’s a big event, and that’s an
important part of who they are, and certainly it’s exciting
for us to be able to support such a wonderful company
with the great work they’re doing.

How about digital companies?

We do quite a bit of work with Microsoft. We’re work-
ing with Google. There are different things that we might
do for different companies. Some companies are trying
to help their people communicate more effectively. We
may do high impact presentation courses, or we may do
programs on leadership, programs to help an emerging
leader, help someone become a leader.

One of the things we find, Robert, is that many compa-
nies, particularly high-tech companies, are really fighting
for talent. So, people might be promoted, and they’re re-
ally effective, but they really haven’t had the skills yet in
terms of managing other people. So, they’re coming to
Dale Carnegie and saying, “How do we really invest in
the people that we have, so we can bring out their talent?
We want to keep these people and have them contributing
to the company for a long time.”

And I’'m thinking confidence fits in deeply into all
these.
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How many times have I talked with IT people and they
say, “You know, my career had stalled. I just couldn’t get
out of myself in terms of interacting with people. I didn’t
have the confidence of really interacting with people, and
I took the Dale Carnegie program, and that helped me
learn to leverage my technical ability by communicating
better and working more effectively with others.”

That’s what Dale Carnegie is about — helping people see
what is inside. We talked about helping them see their
spark. We’re going to help them see that, and when they
see it, it’s just like, “Oh my gosh, I didn’t realize I have
it. I didn’t realize I was capable of that.” So, the people
then are able to go onto stronger, more successful careers
once they discovered their confidence, and they own it.
It’s really a powerful thing.

Let’s now talk about how Dale Carnegie trans-
formed itself as an organization?

First of all, Dale Carnegie is a great company, has been
a great company. I was humbled to become CEO. When
we talked about the brand, there are a couple of different
parts. What’s the experience? How do people see us? We

“Part of Dale Carnegieis its emotional change . . .
w’s behavioral change that leads to performance
change. It really depends on where the company
w5, and the culture that they’re trying to form.”
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really wanted to reawaken the brand. Part of it has been
an exercise in marketing and branding,

Part of it also has been just in our own house, getting
people to work together more effectively. As you can
imagine, we’ve got 188 operations around the world, so
getting people to work together as One Carnegie is par-
amount. When I came here, the first thing I did was go
out to meet with the teams around the world, to listen,
to understand what was important to them, and to have
the sense that we are one. We’re working together, one
team on a common mission around unlocking greatness
in people around the world.

The messaging was a part of it, listening was a part of it,
the communication was a part of it -- taking the look and
feel of the company, making it much more modern. That
was a big part of it, and I'm really proud of that. If you
look at our website today, it’s completely different than it
was just a couple of years ago, much more contemporary,
and we get great marks on that.

Internally, the way we’ve run the business was some-
thing I needed to look at next. I was introduced very
early on to one of the best CEO leaders of our time,
Alan Mulally, who was the CEO of Ford and Boeing,.
He had really turned both of those companies around
... both companies at different points headed toward
bankruptcy, he came in and implemented a system
called “working together.” Maybe you’ve read the book
American Icon where they chronicle what he did at
Ford, coming into a company that had a toxic culture
and Alan implemented a system that turned the culture
and company around.

We implemented that system here at Dale Carnegie. My
management team uses it, and many of our operations
around the world are using it, and it really consists of two
parts. One part is, what are the metrics and the different
processes that we need to have to run the business effec-

tively. Every week my management team and I will meet;
we’ll go through the entire business.
The other part of it, though, is about culture.

Mulally was hugely affected, influenced by Dale Carne-
gie. At a young age, my father gave me the book, How to
Win Friends and Influence People. Alan’s father gave him
the book and he devoured it, read it over and over and
over. He internalized it and basically learned to become
great with people, influence others, communicate effec-
tively, and become better in relationships.

His whole system is about getting people to work together,
and that’s our system at Dale Carnegic. When I heard
about what he was doing from an operating system stand-
point, the way that we look at the metrics — we look at
things red, yellow and green. We’re going to work togeth-
er to turn the reds to yellows, and yellows to greens. The
system of looking of it and getting things out.

And transparency — huge transparency — we share a
significant amount of detailed information with all the
employees in the company, much more so than probably
other companies.

You’re not scared that it gets in the wrong hands
or anything?

No, I think there’s a risk that you take. We trust our peo-
ple and do the best we can to be as transparent as possi-
ble, because our employees are our stakeholders in this
business. They’re making a decision to be here. We want
to work to help them be connected and make sure that
they know they’ve made the right decision. In Dale Car-
negie, one of the things we say is that, “People support
the world they help create.”

Ilove it. You Daled that.

Thank you.

“We trust our people and do the best we can to be as transparent as possible, because our employees
are our stakeholders in this business. T hey’re making a decision to be here. We want to work
to help them be connected and make sure that they know they’ve made the right decision. In
Dale Carnege, one of the things we say 1s that, ‘People support the world they help create.””
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“Part of my vision — that people around the world
would use the word ‘Dale’ like they use the word

390

‘Google.

That has to become like — that’s the verb. It’s like
you nailed it, but on steroids. Now I know you’ve
already thought of that ..

It’s interesting you say that, Robert, because that’s certainly
is part of my vision -- that people around the world would
use the word “Dale” like they use the word “Google.”

Any great company is like, “Oh, man. This com-
pany Daled it.” That means everyone is confident,
everyone is being themselves, is being genuinely
concerned about others, working in collaboration
as a team together.

And it’s funny you say that, because again, even last week
when I was in New York, a Wegmans class had just grad-
uated, and they made a card for their trainer, and it said,
“We Daled it.” They came up with that on their own.
It just so happens to be something that we say too, but I
mean they haven’t heard it from us.

If someone is really living like you said, Robert, in an au-
thentic way, youre demonstrating appreciation, you’re
bringing out the best in somebody else, you’re achieving
great results, because the performance has to be a part
of this as well. It’s people and performance together, and
we believe that you can drive great performance through
people. If you do that, “You Daled it.” Great job.

You give a great talk up there. You Daled that. I mean
Dale Carnegie 1s known for public speaking, so that’s one
of the things that we still really help people with. You can
imagine, if you stood up and gave just the speech of your
life, “Robert, you Daled it.”

I love it. So, going back to the metrics, you’re
talking about red, yellow and green. How many
metrics is the right number? I’'m on some hospi-
tal boards, and we have 72 metrics, and it seems
overwhelming to me. In some companies it’s very
few. What’s the right number?

37 The CEO Forum www.theceoforumgroup.com

President & CEO Dale Carnegie

_IW

I'm not sure that there is a specific number, but let me
analogize it to a car dashboard. So, if you look at your
dashboard, you don’t care about what the oil temperature
1s exactly. You don’t care about what’s happening neces-
sarily in the engine, but if something turns red, the oil
light, you want it to go on.

We’ve got some top-level metrics that we might look at,
maybe it’s a dozen or so key metrics. But other people in
the business are looking beneath the details. So, it we have
a project, we may have a project manager, we’ve got time-
line. I'm expecting that if something comes up as green,
that someone else is doing the work beneath that, tracking
the timing, the budget, all the different things around that
to say, “Yes, this is green” and so forth.

Part of it is that the key stakeholders, my executive team
members representing the core functions of the business,
they own those results, and they are there to report those
results. That’s part of the essence of this working-together
system that Alan Mulally used, and we’re using It’s about
creating ownership, creating accountability. It’s about that
transparency and so forth.
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Final question Joe ... CEOs are looking to build
great talent, and there are talent wars and great
cultures. As the global CEO of Dale Carnegie who
is the expert in this, what advice do you have to
those CEOs?

I tell the CEOs the same thing I would tell myself, because
as a CEQ, I struggle with the same things that they strug-
gle with. As a CEO, we are uniquely situated and respon-
sible —it’s our responsibility to drive the culture. And the
tone that we set, positive or negative, can have an impact
throughout the entire business. Not just on performance,
butin terms of those people who work in those companies
and how they go home at night, and how they interact
with their families and their communities and so forth. A
lot of that connects to how they are at work.

My advice would be, if you want the best performance
from your business, it’s about bringing up the best in your
people. Great people will deliver great results, and that
starts with the CEO and driving a great culture.

Joe, a pleasure of having you on The CEO Show.

Thank you, Robert. It’s a lot of fun.

Photography by Chris Michel.
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Robert Reiss and Joe Hart. Interview aired August 18, 2019,

Joe Hart started his career as a practicing attorney at two
promunent law firms where he focused primarily on con-
tract-related litigation. In 1998, he joined The Taubman
Company, a top developer of regional shopping centers,
where he ultimately became a Development Director. In
2000, he started an innovative venture and angel-backed
e-Learning company called InfoAlly, which developed im-
portant digital learming solutions for leading businesses
such as Dale Carnegie, McGraw-Hill, Motorola and Fed-
eral Mogul, among others.

In 2005, he sold the company and with InfoAlly’s new
owners, Hart started a business called Asset Health, a
privately-held technology/health promotion and training
company. As the President of Asset Health, he played roles
in all aspects of the business, including strategic and opera-
twonal leadership; product design and implementation; direct
and third-party sales; legal; client service; and communica-
tion and marketing

In 2015 Hart became the President/CEO of Dale Car-
negie Training, the worldwide leader in professional devel-
opment, performance improvement, leadership training, and
employee engagement.

Dale Carnegie.




We clear
the path

OCC is the only central counterparty for all
U.S. exchange-listed options trades — something

we have been doing for more than 46 years. We
work to manage risk for those involved in options
trading by being the buyer to every seller and the
seller to every buyer. By providing this stability
and market integrity, we ensure confidence in

the financial markets and the broader economy.

We also are the leading provider of unbiased, online
educational content for users of these markets;
whether it is individual investors who want to learn
the basics or knowledgeable investors who want
to use more complex options trading strategies.

This confidence in stability and education for
the future contributes to why we call OCC the
foundation for secure markets.
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As the world'’s largest equity derivatives clearinghouse, OCC is committed to providing market participants

with high quality and efficient clearance, settlement and risk management services. As a Systemically Important
Financial Market Utility, we work to enhance our resiliency in order to reduce systemic risk, increase market
transparency, and provide capital and collateral efficiencies for the users of the U.S. capital markets.

THE FOUNDATION
FOR SECURE
MARKETS
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“Tiger” Tyagarajan

“You’ve got to love what you do, and
you’ve got to do what you love. T hose
are not my words, they are Steve fobs.”

The CEO Forum Group selected Genpact
[ Jor the 2019 Transformative Leadership
Award in Al because of the Genpact AI model which starts with Lean
Dugital from thewr GE heritage with Six Sigma to drive out cost and rework
and reduce cycle time, while leveraging their DNA of deep industry
expertise. All of this ts done in a culture of curiosity and learning
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Robert Reiss: Tell me about your business.

“Tiger” Tyagarajan: We are a professional services
company with more than 90,000 employees that pro-
vides end-to-end business services to approximately
1,000 global companies. We grew up in GE and spun off
nearly 15 years ago to become an independent company,
serving a range of industries across the globe.

Under our broad range of services, as an example, we
provide some that typically fall under the CFO. Think of
managing accounts payable, accounts receivable, closing
the books at the end of a quarter, etc. We do all of this
under a long-term managed services contract.

As a deeper example, let’s look at a financial services
company. A bank may lend to small businesses across the
U.S. As applications leases or loans come in, Genpact
services can manage the applications and underwriting
against the bank’s policies. Our services can then help
the bank decide if they lend or not and what more infor-
mation may be needed. We can also assist in booking the
transaction and making sure the transaction gets funded.
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“So, industry depth became and 1s still a big strength for us.”

Obviously, we wouldn’t fund it, the bank would fund it,
but our work goes far beyond that as well.

Overall, we help clients achieve digital transformation
and use technologies to not only improve operational
efficiencies and lower cost, we help deliver meaningful
service improvements to their customers. This means
pulling analytics, providing insights and helping clients
make better predictions about customer needs, the in-
dustry landscape and so much more.

How is your approach to BPO different than any-
one else’s?

I’'m a big believer in heritage and DNA, which defines who
you are and how you approach and solve problems. We
grew up in GE and built two distinct capabilities.

First, we were able to build deep industry expertise
across the range of spaces that GE operated in. For ex-
ample, we built significant depth in dealing with large
manufacturing companies. We worked with the engines
group, for instance, which makes large equipment and
services that last for more than 20, 30 years. This in-
cluded all the parts, warranties, repairs and information
around that. So, industry depth became and is still a big
strength for us.

Second, we were very fortunate to mature with the Lean
and Six Sigma doctrine embedded in our DNA. We be-
came one of the poster children for Lean and Six Sigma,
and used that approach to drive costs out, drive rework
out, and drive down cycle times.

Our entire company are big believers that Cycle
Time Reduction is a big task that sits in front of busi-
nesses. The faster you can do something, the more
you can satisfy your customers and the more you will
win in the marketplace. So, our process is different
because we start with Lean and Six Sigma and that
improves the cycle time and provides significantly
better quality.
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That’s interesting. You have two core differen-
tators: depth of business acumen and using Six
Sigma. What’s an example of a company you
worked with?

Let’s take the example of a CPG and retail company.
Now, think about a supplier of that company sending a
bill for goods they’ve delivered. The supplier really is built
to be paid fast, but the company wants to make sure that
the bill is accurate and that all the goods that relate to that
have been received in good condition before they pay.

There’s a desire for the supplier to get their payment as
fast as possible. And of course, they have payment terms
between any supplier and any receiver of their goods
and services. So, how do you process that transaction
without a mistake and do it the first time?

Guess what happens in the world of payables with re-
spect to who the client is? Suppliers send bills that some-
times are different from the way they should be. Suppli-
ers send bills that sometimes don’t match the goods that
have been received, or the goods may not have been in all
perfect condition. The person receiving the goods says,
“I don’t think I specifically ordered this in that quantity.”

Mistakes are made, because there are millions and
millions of transactions. The faster you can catch the
mistake, the faster you can do a root-cause analysis and
make sure that the end-to-end process works well. Every-
one 1s thrilled because you take waste out of the process.
You take cycle time out of the process. If you do that
well, the supplier is thrilled, your client is thrilled, and
you reduce working capital. You can make goods avail-

“Cycle Tume Production s a big task that
sits i front of businesses. I he faster you
can do something, the more you will satisfy

your customers and the more you will win
n the marketplace.”
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“The faster you can catch the mistake, the
faster you can do aroot-cause analysis and
make sure that the end-to-end process
works well.”

able for your client’s customers faster and better. So, you
don’t have empty shelves. Everyone is thrilled with that.

Let’s look at AI and what Al is doing to change
this whole model, because that’s really at the
core of what Genpact is doing.

Yes. I would start by saying that over our 14-year jour-
ney, the first nine or 10 years were about driving process
excellence using Lean and Six Sigma, and understand-
ing the context of the business, because you must hold
on to the understanding of business depth and context.

About five years back, we recognized that the world of
digital is real, and the world of digital can, along with
Lean and Six Sigma, significantly change the way that the
work gets done — across the world and across any kind of
work. So, we started our journey around what we now call
Lean Digital, which brings in digital technologies in order
to change the way work gets done. Within the company
and with our clients, we use the terminology Lean Digital
because our perspective is that if you really want to lever-
age new technology such Al, you must first “Lean” the
process. You must first “Six Sigma.”

What happens if you don’t do Six Sigma quality
first?

Well, it’s garbage in garbage out. If you have a bad pro-
cess and 1f it’s all automated, it’s a black box. Going and
fixing it is almost impossible, so it’s better not to auto-
mate it. So, it’s first “lean” and standardize it. Remove
all the waste. Use Six Sigma and then bring in digital
technologies.

And, that’s where Al plays an amazing role, because the
ability of Al is that it learns and mimics the way a hu-
man being makes a decision. The machine learns it and
says, I can now make that an easier and simpler decision.
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So, our perspective on Al is, first, Lean and Six Sigma
process standardization, and then bring in Al and ma-
chine learning and other digital technologies. That will
drive further cycle time improvement; almost making it
real-time. More importantly, I think Al does two other
things which are sometimes missed. It allows the human
to become cleverer and more strategic in the work they
do. Our perspective is that Al and digital do not remove
humans — they augment humans. We don’t like the word
artificial intelligence, we prefer the word augmented in-
telligence.

Secondly, human beings can then use judgment to im-
prove customer service. A machine doesn’t provide true
customer service because machines do not have empa-
thy. That degree of specificity that Al brings with ma-
chine specificity and intelligence, combined with human
empathy is where the real value is.

What are the negative sides of Al and the rela-
tionship with the positive sides of AI?
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“We started our journey around what we
now call Lean Digital, which brings
in digital technologies in order to change the
way work gets done.”
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“Our perspective 1s that if you really want
lo leverage new lechnology such as Al
you must furst ‘Lean’ the process. You must
Surst “Six Sigma.””

It’s a great question. I'll step back a little bit and look
across human history, irrespective of which technology
one 1s talking about. The steam engine or the comput-
er or semi-conductors, etc. Every technology has always
come with pros and cons. Humankind has always had the
ability to leverage technology to do good, to do good for
individuals, to do good for society, and create value. Of
course, every technology has had bad actors, and in the
wrong hands, technology can do harm.

Al is the same. Al has the real potential for so many
good things. Let’s go back to the credit decision example.
Say a small business wants $100,000 to buy equipment
so that they can run their coffee shop with better out-
comes and sell to more customers. With that loan, the
small business will do more business. The U.S. economy
1s built on those kinds of small businesses. If you can cut
cycle time on those kinds of credit decisions by using a
machine to help the underwriter, then the whole econo-
my benefits.

Having said that, does that mean that people today who
are involved in that decision-making are no longer need-
ed? No. Rather, they can do more value-added work.

If 100 people are doing that today, will 100 people be
needed in the future? Maybe not. You might need 70
people. I would argue that humankind has found that
every time a technology comes in it expands the overall
pie. The amount of work that needs to be done actually
increases.

Photography is a great example. We all used to take pho-
tographs using a camera and with chemistry-based films.
We all used to take a certain number of photographs in
ayear. When photography changed to digital because of
semi-conductors. ..

We now take 50 times as many photos! I have
over 8,500 photos. It’s crazy.
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That’s exactly right, Robert, it’s crazy. And the number of
people involved in photography has multiplied a thousand
times. You now use photography for things that people
could never imagine. There are drones that fly around
and take photographs and decide what repair is needed
on a rooftop within minutes after the hailstorm.

You have over 90,000 employees. You are known
for being highly innovative. You have the busi-
ness expertise and Lean expertise. How do you
build that culture of innovation at Genpact?

You picked the one word, Robert. At the core of all
that’s happening in the world today is “culture.” It’s so
important as we undergo this transition using technolo-
gy such as Al to leverage the good and find a way to the
good, while work 1s going to get disrupted.

It is a pretty significant problem. Many people who are
doing work today will have to do new work tomorrow,
which means they need to be retrained. They need to be
re-skilled. They cannot say that, “I won’t be impacted by
this; the next generation will be.” No.

People in this generation are going to be impacted. That
means you've got to be curious. You've got to be hungry
to learn, and that’s a culture that we think is incredibly
important.

When we work with our clients, we find two kinds of
clients — those who actually embrace change rapidly and
want change, knowing full well that change means that
they need to learn. There are other clients who feel like
it’s a deer-in-the-headlights syndrome.

At the core of Genpact is a culture of learning, a culture
of curiosity. So, one of the words we grapple with a lot,
and we try and drive into our teams is curiosity, “Are you
really curious?”

At the age of 50, how do you wake up in the morning

‘Al and digital do not remove humans —
they augment humans. We don’t like the
word artificial intelligence, we prefer the
word augmented intelligence.”
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“That degree of specificity that AL brings with machine specificity and
intelligence, combined with human empathy is where the real value 1s.”
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and say, “I don’t know so many things in the world, and
my job is to learn.” That’s curiosity. We try and drive
that in the company hard.

When you interview senior executives, how do
you find someone who has curiosity?

It’s such a great question and we talk about it a lot in-
side the company. When someone comes to me and says,
“Hey, I have this problem, Tiger. What do I do with it?”
My answer cannot be, “Here is the answer.” My answer
must be, “Let me understand your problem.”

T ask alot of questions because I'm curious. When I hear
someone say, “We’ve made this mistake.” I cannot say,
“How careless or uninformed you were that you make
that mistake.” I have to get into, “Why did you make
that mistake? Why did you think what you were doing
was right?” There must be a reason. So, it’s about un-
derstanding the why.

At Genpact, we talk a lot about the need to keep ask-
ing “why” In Six Sigma, group cause-analysis is at the
core. So, we think the marriage of curiosity, learning
and building that culture with Six Sigma at the core of it
allows us to keep asking questions. In an interview, I love
when people ask me more questions than I ask them,
because then it tells me that they’re actually curious.

The other way to test that is when we start talking about
some of their achievements. Do they talk about their
achievements, or do they talk about how they actually had
the whole team participate in coming up with an answer?

The world of today is not about an individual. The world
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of today is about five people who all think differently.
They all are going to have very different perspectives.
You really can’t get diverse views at the table, unless you
allow that diversity to walk into the room, which means
diversity must be part of your team. Even that is not
good enough. You’ve got to be able to allow diversity to
play, which means I could differ in an opinion from you
radically, but if’ you don’t allow me to talk, and when I
talk, if you don’t listen, if I disagree with you, your next
reaction cannot be, “I disagree with you.” It needs to be,
“But Tiger, why do you think that way?” There must be
a reason why the two of us think opposite of each other,
and there has to be a truth that we have to get to.

Can you codify your leadership philosophy?

My leadership philosophy is about being driven. It’s
about passion. Youve got to love what you do, and
you've got to do what you love. Those are not my words,
they are Steve Jobs’. And, I think it’s incredibly import-
ant. You've got to enjoy what you do, have fun, and it’s
got to be in a team environment. You've got to constant-
ly challenge each other with questions. Restlessness is at
the core.

The glass is never full, but it is half full. So, enjoy the
fact that it’s half full, but it’s also half empty. If someone

“People n this generation are going to be
impacted. T hat means you’ve got to be
curious. You’ve got to be hungry to learn,
and that’s a culture that we think 1is
incredibly important.”
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At t/z.? core of Genpact s a.culture of @
learning, a culture of curiosity. So, one
of the words we grapple with a lot, and
we try and driwe into our teams s curiosity,

Are you really curious?””

convinces you, it’s full, find a bigger glass, pour the water
into it, and now it’s half full.

Robert Reiss and “Tiger” Tyagarajan. Interview aired May 1, 2019.
If any CEOs are listening in and they want to

learn more about you, what is the website? Tager Tyagargjan s credited as one of the industry leaders

who pioneered a new global business model and transformed a
My Twitter handle is @tyagarajan. And you’ll find me dwision of GE (formerly GE Capital International Services)
on Linkedin. ito Genpact, a global professional services firm focused on

deliering digital transformation for its clients.

Tiger, a pleasure having you on the CEO Show.
Tiger works with C-Suite executives of large global corpo-

Thank you, Robert. Wonderful to have been here. rations, helping them drive change globally. He wriles and
speaks about digital disruption, global talent issues, contin-
uous skill development, and the importance of building a

“I he marnage of curiosity, learning and strong corporate culture.
building that culture with Six Sigma at o . o
. . Tyagarajan s especially passionate about dwersity, serving
the core Qf it allows us to /feelb ClS/flﬂg on the Board of Catalyst and as one of the founding sup-
que stions. >’ porters of the U.S. chapter of the 30% Club. He is an actiwe

member of the Fortune CEO Initiative and the World 50. In
2002, he transferred within GE to the Global Commercial
Lending Businesses in the U.S. as Global Operations and
Six Sigma leader.

Tuger rejoined Genpact in February 2005 as EVP of Sales,
Marketing and M&A and was promoted to COO in 2009.
He was named to his current role as President and CEO in

June 2011.

Tiger has a degree in mechanical engineering from the Indian
Institute of Technology, Mumbar, and an MBA, majoring in
finance and marketing, from the Indian Institute of Management,

Ahmedabad.
6 genpact
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John P. Davidson

“My core phulosophy 1s you always have
to act with the haghest level of integnity.
You have to have a hugh level of intel-
lectual curosity and you have to have a

very lugh EQ.”

Tmnsfnrmamﬂ |

The CEO Forum Group selected OCC for
the 2019 Leadership award in Financial
Markets for their culture of intellectual curiosity and being recognized for
having the lughest level of integrity.
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CEO OCC

Robert Reiss: As an interesting point of Amer-

ican history, give a snapshot of why OCC was
founded in 1973.

John Davidson: Prior to 1973 options were only trad-
ed in an as-needed basis over the counter. And what
happened was the Chicago Board of Trade decided,
“Wouldn’t it be an interesting idea to trade options the
same way we trade stocks on an organized exchange?”
In order to do that, to make the exchange auction pro-
cess work, you have to have a central counterparty that
really levels the credit worthiness of all the participants.
It becomes the buyer to every seller and the seller to ev-
ery buyer. In April of 1973 when the first listed options
market began trading, so, too, the Options Clearing
Corporation began.

About a year and a half later, the American Stock Ex-
change said, “Well, these options are doing pretty well
trading on an exchange, why don’t we trade those here
in New York as well?” So, the American Stock Exchange
became the second entrant into the exchange-traded op



John P. Davidson

CEO OCC

“Creation of liquidity s the fundamental responsibility of the central counterparty, because we
allow people to trade with each other without having to make an assessment of each indiidual
potential counterparty’s credit worthiness, so you can have a market-clearing single price.”

tions business. The Securities and Exchange Commission,
in their wisdom, said, “Well, if you’re going to start and
join, let’s just have a single clearing house™ as opposed to
what the stock exchanges had at that point in time.

There were eight regional stock exchanges around the
country including obviously the two large ones here (in
New York), but each of them had its own central clearing
house and its own central securities depository. Eventual-
ly, they all consolidated into the National Securities Clear-
ing Corporation as well the Depository Trust Company,
both based in New York, that served all of the exchanges.
But the SEC said for options, “We want to keep a single
central counterparty” and OCC became that.

Let’s talk about liquidity and OCC'’s role in this
economy.

Creation of liquidity is the fundamental responsibility of
the central counterparty, because we allow people to trade

John with Chicago colleagues at OCCs Jfune Tovwn Hall meeting
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with each other without having to make an assessment
of each individual potential counterparty’s credit wor-
thiness, so you can have a market-clearing single price.
The national best bid and best offer is based on the fact
that, “Well I don’t have to worry about that small firm
being on the other side of my trade,” as opposed to one
of those large firms, because the party on the other side
of my trade is always OCC. OCC’s credit worthiness is a
matter of public record. We have a very rigorous system
of admission. We have about 115 broker-dealers that are
clearing members. Each of them had to pass and to con-
tinue to pass a rigorous set of financial standards to join.

We calculate margin requirements for the portfolio of
options that they hold every day, and we also have a mu-
tualized default clearing fund of currently over $10.5
billion dollars that guarantees the performance of all of
those clearing members. Through that system, the mar-
ket makers that are a very important part of the options
markets have the confidence to provide liquidity even in




John P. Davidson

CEO OCC

“Options are fundamentally a risk management
tool. CEOs typically are very concerned about
how thewr securities will trade in the market-
place regardless of which of the major markets
they list thewr securities on. Options allow those
underlying securities transactions to happen more

efficiently and more effectely.”

situations as we’ve seen in the recent past where there’s a
fair amount of market volatility. That’s the role of OCC
as a central counterparty.

So, it sounds like on the surface you’re creating
more risk, because you’re allowing people with
less risk, but actually you’ve gone through all the
due diligence and you have the deep liquidity. So,
that’s how it’s actually removing risk and allow-
ing the economy to move forward?

That is exactly correct, and what we do is concentrate
risk. So, you generally say, “Well, that might not be a
good thing. The Dodd-Frank Act for all of the good and

not-so-good things.”

OCC 1s determined by the federal government and our
regulators to be a systemically important financial market
utility. That means we have to meet very high standards
both with respect to our financial integrity, but also with
respect to our operations, the systems that we run, and
the data centers which run those systems. And we’re in-
spected frequently by both the Securities and Exchange
Commission and the Commodity Futures Trading Com-
mission with prudential oversight by the Federal Reserve.

Now I understand your value to the 115 broker-
dealers, but what is the relevance of OCC to CEOs?

Well, options are fundamentally a risk management tool.
CEOs typically are very concerned about how their se-
curities will trade in the marketplace regardless of which
of the major markets they list their securities on. Op-
tions allow those underlying securities transactions to
happen more efficiently and more effectively. So, CEOs
are very interested in the different risk management
techniques that are available to the market makers who
are assuring high levels of liquidity both on the stock and
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options markets. The access of institutional investors ...
for example, a pension fund manager has a very large
incoming tranche of funds to manage, they may hedge
that incoming tranche of funds before they actually get
it through the options market. So, they can guarantee a
particular price for that portfolio.

All of these risk transfer techniques happened because of
the role of OCC, and a lot of what happens at OCC 1s
quite similar to what’s going on in the major corporations
and even the not so major corporations around the coun-
try. We are trying to attract and retain talent. Between a
third and a half of our 800 people in the workforce are
technologists. And there are, as people know, just an un-
limited number of opportunities there for people with sol-
id technology skills. We have a very important mission to
make sure that our technology is well protected from all of
the things that go on in the cyber universe.

Political risk impacts the markets, absolutely in unex-
pected ways, and consequently the ability to make sure
there’s enough liquidity.

How about conduct risk?

Conduct risk is something that each of us as a CEO needs
to be concerned about, which is, what is it that our people
are doing? Are we watching what our people are doing
with sufficient robustness? And what is it they’re doing
when they don’t think anyone is looking? And that comes
from tone from the top. The CEQO, and the standards that
she or he sets for the organization, drive the culture and
determine what is acceptable conduct and what is not.

John interviewing Nandini Sukumay;, CEO of the World Federation of Exchanges, in February
during a meeting with Chicago colleagues.



John P. Davidson

“Intellectual curiosity is core and nothing should

be off the table. That’s one reason it’s so important
to have people from a variely of backgrounds,
a varety of genders, a varety of ethmicities on your
team.”

Let’s talk about being an influential advocate.

We have a very important role, because we’re owned by
the three major exchanges in the options trading busi-
ness (Cboe, Nasdaq, NYSE). All of the exchanges that
trade options use our facilities in working with policy-
makers on Capitol Hill, as well as the various regulators
in making sure they are taking the best interest of the
investing public and the market structure in the U.S. and
making regulatory and legislative changes that facilitate
the continuation of the United States as the deepest and
most liquid capital markets in the world.

As a CEO how would you describe your own
leadership philosophy?

My core philosophy is you always have to act yourself
with the highest level of integrity. You have to have a
high level of intellectual curiosity and you have to have
a very high EQ) — an emotional quotient, in addition to
your intellectual quotient. I think with those three things,
you can really have success, obviously not so much for
yourself, but for the organization that you’re responsible
to your shareholders for running,

And we’ve spoken about the importance to you
of diversity and inclusion.

Absolutely. If you think about what people in the capital
markets, what people in the investing markets generally
need to do, they need to help the rest of the people in
the country find investments that can help them meet
their personal needs. That might be putting their chil-
dren through college. That might be purchasing a home,
or any of a number of things. In order to customize the
products that people need for those various needs, as well
as the products that institutional investors, pension funds,
mutual funds, exchange-traded funds need, you have to
have a whole variety of different approaches. Those dif-
ferent approaches are most available if you have a diverse
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John presenting an achievement award to an OCC colleague at a recent Town Hall meeting

number of perspectives in your organization.

I went to graduate school at the University of Chicago
and it was fundamental in shaping my approach. I don’t
think there’s any such thing as a bad question. I don’t
think there’s any such thing as not wanting to understand
the perspective of another person, even if you don’t hap-
pen to agree with it.

Intellectual curiosity is core and nothing should be off the
table. That’s one reason it’s so important to have people
from a variety of backgrounds, a variety of genders, a va-
riety of ethnicities on your team. We have a number of
immigrants on our staff. We have a number of folks who
are on visas from outside the United States. After they
finish graduate school, they come work as technologists
or quantitative analysts. We have a host of first and sec-
ond generation immigrants in our organization. We have
about 33% women on our team in Chicago, Dallas and
Washington, D.C., and we obviously need to do better,
but the good news is that 33% of our officers are women,
which is far above most in financial services, and I still
want to increase that.

We need to keep working at that, and I think the impor-
tance of diversity and inclusion and the fact that we are
paying more and more attention to that is very import-
ant. We need to do a number of different things. My

“33% of our officers are women, which s far

above most in_financial services, and I still want
to increase that.”
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CEO OCC

“We need to make ways that women, and men_for
that matter; can leave the workforce for a pont in
time, come back when therr famuly situation or
laking care of thewr elder parent’s situation changes.”

wife is also a professional, but she’s a professional in the
residential real estate business. She could essentially set
her own hours, and that worked great for raising our two
children. Not everybody has those choices, and we need
to make ways that women, and men for that matter, can
leave the workforce for a point in time, come back when
their family situation or taking care of their elder par-
ent’s situation changes, and bringing them seamlessly
out of and into the workforce without making them start
over again from a career perspective.

All of those challenges, I think are part of the diversity
and inclusion formula that we need to work on.

Let’s talk about the whole transformation at
OCC. You had a great CEO prior to you, Craig
Donohue, and you have a real vision today.

Craig did a great job of starting us on a transformation
role. Certainly, there were a number of years, that for a
variety of reasons, OCC did not make suflicient invest-
ments in modernizing its technology.

So, fundamental to the transformation of OCC is re-
placing our 20-year-old technology. It’s actually very
strong robust technology, it is volume insensitive. We
have no control over how much trading goes on the 16
different exchanges that we provide services for. So, we
can handle increases of volume very easily.

We run our operations from a data center just outside
Dallas, Texas and another one in the Chicago metropol-
itan area. They back each other up, so we have a high
level of resiliency, but we don’t have a lot of flexibility. As
the financial engineering part of the world has advanced
there are additional techniques for managing the risk of
these very large options portfolios, and we need to be able
to accommodate those into our environment. A large part
of our transformation is technology-based. We’re working
with a very strong partner, actually one of our owners,
Nasdaq recently purchased a small technology firm in
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Stockholm called Cinnober, and Nasdaq is co-developing
with us a lot of the core elements of this technology.

We will be moving from these two on-premises data cen-
ters into a cloud environment. Now, the cloud environ-
ment is significantly cheaper. The economies of scale
that the Amazons and the Googles and IBMs can bring
is simply phenomenal, but you still have the responsibil-
ity as a CEO to make sure that what goes on in those
data centers is controlled by the people on your team,
and that you understand all of the security protections
that are being put in place, and that you make the right
decisions about how you set that up. The cloud gives you
a lot of abilities, but it doesn’t take away your respon-
sibilities for understanding the technology environment
and making sure you’ve got really good talent on your
team to leverage what the Amazons or the Googles or
the IBMs can do in terms of the scale and the invest-
ments they make.

How we can avoid another financial crisis like
2008? What can be done to ensure that doesn’t
happen again?

I don’t think you can figure out what the next financial
crisis is going to be. You can figure out that there’s defi-
nitely going to be one, but all of the past history has
shown that it will be different than what happened in
2008. We have to have much more robust infrastructure,

and I think the U.S. government and the governments in

John playing drums with the band that performed at OCC’s Summer Party in Dallas.
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“The cloud gwes you a lot of abilities, but it
doesn’t take away your responsibilities for un-
derstanding the technology environment.”

Europe and Asia have done a really good job with mak-
ing sure institutions like OCC are held to a very high
standard of integrity, both in terms of their operations,
but also in the way they conduct themselves.

We have to make sure that banks and broker-dealers have
the right level of capital, not crazy levels of capital that
actually deter people from making investments or pro-
viding liquid markets, but enough capital to cover not
only the risks that they can see, but the unknown risks,
the so-called black swans, that are pretty far out on the
distribution curve. We must do those things well and keep
track of how we’re leading our companies and making
sure people understand the importance of their conduct
—because there were an awful lot of conduct flaws during
the financial crisis, just before and even after.

We must have strong infrastructure, have robust, but
not over-strenuous capital rules, making sure people un-
derstand all of the risks, including cyber risk which is a
growing issue for everyone and certainly one which we
pay a lot of attention to.

That’s the success, not of avoiding the next financial cri-
sis, but being able to manage our way through it without
the sort of impact on the rest of the economy that oc-
curred with the 2008 crisis.

On that note John, a pleasure of having you on
The CEO Show.

Thank you very much, Robert. I’ve enjoyed being here.

“I don’t think you can figure out what the next
financial crisis s going to be. You can figure
out that there’s definitely going to be one, but
all of the past history has shown that it will
be different than what happened in 2008.”
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Robert Reiss and jJohn Davidson. Interview aired August 25, 2019.

John P Davidson is the Cuef Executive Officer at OCC,
where he has oversight responsibilities for OCC’s information
lechnology, financial risk management, corporate risk manage-
ment, legal, and compliance functions.

Prior to joiming OCC; My Davidson served as Chief” Compli-
ance Officer at Citigroup. Previously he served as Citi’s Rusk
Duvision’s Chief” Admanistrative Officer; and subsequently as
Head of Enterprise Risk Management.

Before hus tenure at Citi, Davidson spent two years as Chigf
Business Development Officer at CME Group. He spent 12
years at Morgan Stanley, serving as Managing Director for its
Institutional Operations Dwvision. Previously, My Davidson
worked for 10 years as head of the CME Clearing House,
successfully guiding 1t through the 1987 stock market crash
and leading the initiatives to substantially enhance its financial
safeguards based on lessons from that period.

Davidson earned an MBA from the Unwersity of Chicago and
a bachelor’s degree from the Unwersity of Illinows-Urbana.
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Enterprise Leaders

Introduction and interview questions by Robert Reiss, Founder and CEO, The CEO Forum Group.

1 recently read Effective Enterprise Leadership - Essentials by
Douglas Haynes and immediately recognized how this was differ-
ent from other books. Iurst, this is not general leadership philosophy;
it 1s from only leaders of enterprises. Leading an enterprise is differ-
ent on so many levels than just being CEQ, especially from strategic
and tactical perspectives.

Second, the structure of the book is more like you’re sitting around
a dinner table with enterprise leaders, and they are sharing personal
insights. In each chapter; after Haynes’ perspective on the systemic
core of a topic, he has quotes — and these are not_your ordinary
leadership quotes. These quotes are spectacular. Very deep perspec-
twe on highly sophisticated topics.

Here are some questions I recently asked Doug:

The book is highly targeted towards enterprise
CEOs. What prompted you to write this book?

I became fascinated with the role of the enterprise CEO
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when I joined GE as an engineer in the mid-1980s. I
could not imagine how Jack Welch was affecting a cor-
poration of such size and scope. My interest in the art
and science of enterprise leadership began then and
continues through today.

I'want to help individuals in the world’s most demanding
roles. The book synthesizes nearly 30 years of observa-
tions, study and experience. It is not intended to be the
“final word” on the topic. I hope that it stimulates con-
versations with people who lead enterprises and those
who aspire to do so.

What was your process in accumulating all the
direct quotes and insights?

It started with my consulting experience. For over 20
years at McKinsey, I had the privilege of working close-
ly with several exceptional CEOs. I kept notes of my
observations of leadership actions and their outcomes.



Last year, I decided to synthesize the notes to form a

thesis for the essentials for success in the role.

I was wary that my observations and my own experi-
ences touched mostly large corporations from a subset
of industries, so I conducted roughly 50 additional in-
terviews of CEOs, recent former CEQOs, and soon-to-
be CEOs. Their experiences came from many indus-
tries and ranged from high-growth smaller businesses to
well-established corporations. I assured strict confiden-
tiality — unattributed quotes, no case studies, no “war
stories” — and requested candor. I was thrilled, but not
surprised, by how willing these leaders were to share
their insights and help their peers.

As your world is enterprise CEOs, what are the
core challenges they face today?

Enterprise leaders must deliver against a wide range of
expectations, within constraints on multiple dimensions,
in a transparent environment. Shareholder demands re-
main high. Stakeholders, such as customers, employees,
regulators, communities, and interest groups, have more
transparency and exert more influence over companies
than ever before. Media has become pervasive and can
affect the stakeholders dramatically. It may sound cliché,
but I believe that the job has never been harder.

After you advised CEOs you became a CEO.
What did you learn from that experience?

As one of the executives stated during our interview for
the book, there are aspects of the job that can’t be taught
— only learned through experience! For context, I was
President of a large, privately-held asset management
firm. I had a relatively light dose of shareholder man-
agement challenges and a disproportionate share of key
employees. I could fill another book — thicker than this
one — with the mistakes I made and the lessons I learned.
Among the most important were the need to translate
my agenda to a specific, actionable roadmap and build a
robust performance management process to execute it.

Making timely, informed, clear, and thoroughly-commu-
nicated decisions is the whole game.

I know you are a history buff. What is a key lesson
today’s enterprise CEOs can learn from history?
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We can all learn from and build on the lessons of the past
from inside and outside the domain of business. If I were to
pick one lesson for today’s enterprise CEQO, it would be the
importance of making decisions frankly, fully and urgently.

History shows that downfalls for companies, societies
and nations often happen when leaders allow distrac-
tions to consume time and resources, while “kicking the
can down the road” on difficult issues. Effective enter-
prise leaders confront difficulties and uncertainties and
address them. For historical context, one can study any
crisis that America has faced — conflicts with other na-
tions, economic crises, unjust treatment of people — and
find that the issues had been well-defined and under-
stood long before they became crises.

In nearly every case, leaders could have resolved them
more effectively and with less suffering had they tackled
them sooner.

Enterprise leaders can obtain a gratis copy of Effective
Enterprise Leadership — Essentials by contacting Douglas
Haynes at douglas.haynes@sphaerusllc.com.

EFFECTIVE
ENTERPRISE
LEADERSHIP

Counsel for enterprise leaders

from enterprise leaders

ESSENTIALS

DOUGLAS HAYNES

Douglas Haynes

Douglas Haynes, President of Sphaerus, LLLC, counsels
top executives. Doug worked for the CIA and GE
prior to joining McKinsey & Company, where he
led the Northeast region of the US. Most recently,
Doug served as President of Point72 Asset Manage-
ment. Doug is active in poverty-fighting, veterans’
support, and education.
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“One of the biggest differentiators 1s

our consulting advice and our ability

lo relate lo the 1ssues of the C-suite.”

’ l? The CEO Forum Group Selectea.i Michael
(| = ( Ippolito as a 2019 Transformative Leader
Jor hus leadershup in the category of Real Estate. Michael’s hugh level
of strategic advisory along with his unique implementation skills are
helping companies make better dectsions to tmprove employee satisfaction
and retention, while improving the bottom line performance.

54 The CEO Forum www.theceoforumgroup.com

Vice Chairman Newmark Knight Frank
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Robert Reiss: Describe the Newmark company.

Michael Ippolito: Newmark Knight Irank is one
of the world’s leading commercial real estate advisory
firms. We have 16,000 professionals in over 430 offices
with global revenues of $2.5 billion.

We offer a full range of services through an integrated
platform that provides clients with a single-source solu-
tion for every phase of owning or occupying a property.
We serve prominent multinational corporations and in-
stitutional investors across the globe as well as owners,
occupiers and developers of real estate. Additionally,
as a leader in real estate technology, we utilize the most
high-technology tools available in the industry — along
with our deep bench of knowledge, data, and research
to optimize businesses and properties.

We also have a significant corporate services business
which I founded, that advises corporations on how to
lease, own and occupy their global portfolios. As cor-
porate advisors we have gradually shifted the industry



Michael Ippolito

Vice Chairman Newmark Knight Frank

“Our strategic advice 1s more focused than management consulting firms, and conversely
we think our implementation skills are much better than our competitors because
we are able to do both strategy and execution effectwely.”

from the transactional mindset of traditional real estate
providers to a more focused concentration on creating
outcome based solutions for our clients that align with
their overall strategic business objectives.

What are some insights you’ve learned from
when you started at Newmark in 1991?

The commercial real estate industry and global business
landscape have both evolved dramatically. Especially
in the last 30 years since I joined the firm, as we’ll dis-
cuss here in more detail. With the rapid advancement
in technologies, the way companies procure business,
do business, the ways they occupy and use space have
all changed. Succeeding in this industry requires a lot
of hard work, ingenuity, staying actively involved in the
latest industry and business trends, and being aware of
what you love and what your passion is. My passion was
to be part of a global platform, and I spent a lot of my
carlier career traveling around the world building rela-
tionships. As our company grew, where I could add val-
ue (and part of what was interesting to me) was provid-
ing strategic advice to global corporations.

When you mention relationships, which are ob-
viously core in commercial real estate, what do
you see is the key to building those relationships?

First and foremost, it all starts with great customer service.
Being there for your clients, being very responsive to their
needs. Secondly, I think it goes one step further to being
able to present ideas to them and actually help them think
through what could make them better in their careers based
on what their professional goals and requirements are. The
third part of it, and often the most challenging, is helping
them figure out how to make those ideas real.

For example, as some of our clients look at different strat-
egies that they can use, oftentimes a person in a corpo-
ration will have a great idea but does not know how to
implement it, doesn’t know how to get approval from their
stakeholders, doesn’t know how to get board approval to
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make it happen. A critical part of what we do is to make
those ideas become reality, help companies figure out how
to be successful, and then implement those ideas.

There are a lot of commercial real estate firms.
How is Newmark different?

One of the biggest differentiators is our consulting advice
and our ability to relate to the issues of the C-suite. A lot
of companies in our industry are very tactical in their
approach to providing real estate advisory and strategies.
Our approach is a little bit different. We get involved
much earlier in strategic planning and help companies
make better decisions on where to locate, how to locate,
and knowing all the other aspects that affect real estate
— key drivers like labor availability, supply chain, energy,
offshoring, and technology. We give much more focused
strategic advice that is comparable to a management
consulting firm.

Conversely, the other part of that is we understand im-
plementation. Given our deep domain expertise in real
estate, we understand the importance of execution and
speed-to-value and can therefore act on our recommen-
dations which is a true differentiator compared to tradi-
tional management consulting firms. Our strategic ad-
vice is more focused than management consulting firms,
and conversely we think our implementation skills are
much better than our competitors because we are able
to do both strategy and execution effectively.

That’s really interesting. So you’re both sides of
the coin. It gives you a unique value proposition.

Absolutely. It’s almost like our Blue Ocean strategy. We
have direct competitors who are management consult-
ing firms. We also have direct competitors who are real

“There s a confluence of events that’s happening
now where real estate 1s beconmung, for the furst time,
laghly relevant to the C-suite.”
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“If you look at the top issues that affect CEOs,
three of them are afffected by real estate...attrac-
tionandretention of employees, cultureand com-

munity, and staying ahead of the competition.
Combined with the changes in the FASB and

IFRS accounting regulations this year, there are
new opportunities for CEOs.”

estate firms, but the convergence of both is a real niche
of ours, so we think we add tremendous value there.

Talk about establishing TheActivationGroup.

I originally founded and built the firm’s Global Corpo-
rate Services division within Newmark Knight Frank in
2009 which grew to become a division producing more
than $200m in annual revenue under my leadership.
The genesis for building Global Corporate Services
was that at that period of time, our CEO (Barry Gosin)
and myself identified a tangible hole that existed in the
industry. Fast-forward to 2019, we find ourselves in a
similar situation. Changes in accounting, finance, and
operations have created new opportunities to create val-
ue from your real estate assets, increase flexibility and
mitigate business risk that have not existed before. We’ve
developed a new business model that is a convergence
of management consulting, real estate, and financial ser-
vices. This 1s why we established TheActivationGroup.

There is a confluence of events that's happening now
where real estate is becoming, for the first time, high-
ly relevant to the C-suite. When you think of all the
changes in technology and how those changes impact
the organization at all levels, it has changed how space
is ultimately used. Executives today place greater im-
portance around understanding their people and im-
proving employee experience, really understanding
culture, looking at how employees and interact, how
their work environment affects their productivity...
Combining that with the technology, these advance-
ments have enabled employees to work differently but
also in a world that has become increasingly remote,
virtual, and cloud-based, it has also changed the re-
quirements for physical space and assets. Furthermore,
looking at “globalization” — the future of buildings and
the future of cities, we think that real estate is now re-
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ally for the first time, in my experience, a C-suite issue.

If you look at the top issues that affect CEOs, three of
them are affected by real estate...attraction and retention
of employees, culture and community, and staying ahead
of the competition. Combined with the changes in the
FASB and IFRS accounting regulations this year, there
are new opportunities for GEOs. I think now is the time
for GEOs to rethink and re-evaluate how commercial real
estate affects the overall operations of a company, and to
use how companies lease and/or own real estate as an
opportunity to drive change in the organization and be
involved in more of the long term planning of a business.

With the changes in technology, things like automation
and artificial intelligence, how people use space and
where they use it will change at a much greater rate.
The old adage of owning core assets, for example, may
change. And with the changes in the accounting regula-
tions, there are some opportunities to potentially either
monetize assets or restructure leases in such a way that
they can strengthen the balance sheet and align more to
the overall business strategy.

So, it’s almost like a perfect storm, because
CEOs are looking to attract people and get the
competitive edge, but now with the new tax law,
things have changed.

Exactly right. It’s the first time in history where we could
add significant value to the C-suite, where before real
estate was always a necessary cost. You had to have real
estate as a cost of doing business. When you think of real
estate as touching all different aspects of the business —
especially the employee — it is something that should
be included in long term business planning. When you
think of young employees who go on interviews, what
the office space looks like and the environment, the ener-

“I think now 1s the time for CEOs to rethink and

re-evaluate how commercial real estate affects
the overall operations of a company, and to use
how companies lease and/or own real estate as
an opportunity to drive change i the organ-
wzation and be nvolved in more of the long
term planming of a business™
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“Business issues like functional obsolescence need

to be properly assessed and planned for.”

gy, the technology in the office, that all really affects their
decision-making as they evaluate potential employers.

Regarding the recent accounting regulatory changes,
when you think of leases on real estate being a balance
sheet issue, it is most definitely a C-suite issue. Real es-
tate is not the only driver for the C-suite clearly, but it’s
definitely a factor that should be included in all differ-
ent criteria that ultimately affect the CEO’s decision. It
should be integrated and not be siloed.

So what advice would you give to CEOs as they
think about real estate?

When you look at real estate today, think about that as
a way to empower your employees, improve employee/
customer experience, and as physical manifestation of
your brand. You have the “people” space, you want to
empower the employees to be part of an organization,
but you also have “manufacturing” space for industrial
companies, equally as important when supply chain and
equipment are as expensive as labor. What is the busi-
ness, and therefore the assets, going to look like in 5, 10
or 15 years? That’s going to change dramatically.

Ultimately, there are all these different dynamics that
are happening within the real estate industry. So what
I would say to all CEOs is to think about, on a long-
term basis, the effects of real estate and it impacts on
how people work, how you use and occupy space, how
it supports your business — and make that part of your
strategic planning.

Business issues like functional obsolescence need to be
properly assessed and planned for. For example, if you’re
a manufacturing company and you have core or strategic
facilities that typically you would have owned long term,
and you have significant investment in them, you know
that functional obsolescence is increasing now based on
technology, and you may not be there in 10 or 15 years,
or how the asset functions will be very different as new
technologies and processes are adopted. Why would you
want to own that asset long term and be fixed to that
asset, when in the future it may have no value other than
land, and when you’re ready to vacate that facility, it will
be a loss on your balance sheet.

“One of the most exciting parts of the industry
today 15 we’re doing 10- or 20-year real estate
studies on where jobs and talent will exist

geographically.”
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“Pve always strived to elevate corporate real
estale. . .1o evaluate ourselves to a high level of
business consulting and better advise our clients
on the rapid changing environment that we
lwe n today.”

from a control point of view but with leasing structures
today, monetizing that asset so that you’re automatically
vacating in the future at the time when you will no longer
need it anymore — it is possible to plan around that.

You have the ability to not have an increase on your
balance sheet, potentially a reduction on your balance
sheet, and have a neutral or potential reduction in your
iIncome statement. So you can optimize both your in-
come statement and your balance sheet, and at the same
time have significant funds today to use for reinvestment
in your business, your people, technology or to simply
improve operations in that facility or reallocate funds
elsewhere in your organization.

One of the most exciting parts of the industry today is
we’re doing 10- 20-year real estate studies on where jobs
and talent will exist geographically. It’s not uncommon to
do 10- to 20-year studies, where companies want to know
where the talent going to be. And we’re planning for the
future when we’re some of these jobs do not yet exist or
skillsets may not exist yet.

To be forward thinking, where companies will want to
be, what the effects of urbanization are, what are the
work environments going to be like elsewhere in the
world ... That is really at the forefront of the C-suite
today, and that’s a real change.

If a CEO wants to go to Newmark and find out
about you and TheActivationGroup what’s the
website?

At the corporate level, the website for Newmark Knight
Frank is www.ngkf.com. The specific website for our new
business, TheActivationGroup is theactivationgroup.com.

Let’s shift over to a different part of leadership.
What was a challenge you faced that helped shape
you?
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“I've always strived to elevate corporate real estate... to
evaluate ourselves to a high level of business consulting
and better advise our clients on the rapid changing envi-
ronment that we live in today.”

Back in 2009, again with our executive leadership and
Barry Gosin, we were looking at how to evolve our com-
pany, and we didn’t have a mature corporate service
platform back then. To start that new against the large
competitors that existed at the time, we had to think and
reinvent ourselves, and what we wanted our corporate
service platform to be.

We could have been what we would call another “me-
too” company and just another large real estate firm, but
we decided to do something totally different. The real
focus for us was technology and it still is today. We are
leaders in technology in the industry.

Back then, it was really helping companies figure out
what their true cost of occupancy are. You would think
that most global companies would know what their true
cost of occupancy are, but in most cases they don’t.
There are so many different aspects of cost and so many
different buckets on a global basis, especially if you’re
a decentralized organization. You may have costs sit-
ting in different business units globally, maybe sitting
in corporate, maybe in different areas, or different sys-
tems, because a lot of companies have multiple business,
purchasing and human resources systems, for example.
Being able to pull all of that data together to make edu-
cated decisions on what to do and how to optimize your
portfolio, that was a significant challenge at the time. We
were the first in our industry to use business intelligence
tools to pull information from disparate systems within
a company and be able to normalize that data as if they
were viewing it from one single system. That was a real
differentiator at the time.

That really set us apart, and we were able to help com-
panies with that mindset of being more strategic and
more consultative. We are able to help companies really
understand what their true costs are, and what the mul-
tiple different scenarios are where they could optimize.
When you add to that labor analytics and other costs
of doing business, you give a company a comprehensive
view of, not only what their true current cost is, but what
the cost of change is to optimize, and how long it can
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take. That’s one of the true differentiators, and that was
really the foundation of our Global Corporate Services
division at Newmark Knight I'rank, still a very large or-
ganization existing within our company.

That’s consistent with your concept of integrat-
ing management consulting and real estate, with
data at the heart of it, to simplify everything so
CEOs can make the right decisions.

Exactly. There are a lot of companies in the public do-
main today, in all industries, saying they are technology
companies. Pretty much every company today is some-
what of a technology company and uses technology. One
of our differentiators is that we really understand how to
take that information, turn it into data and turn that data
into action. It’s using technology and using information as
an enabler for companies to make better decisions.

Let’s talk five years down the road. What do you
think Newmark is going to be?

We are continually advancing in building our technol-
ogy. We have a product called N360 where we are able
to take data about different buildings, debt on the build-
ings, tenants in the buildings, when spaces are being va-
cated, what the costs are, and information on the market
that those buildings are in. That’s one on many tech-
nology investments we’ve made including other business
intelligence and analytics applications. We’re continually
trying to evolve our technology platform to provide bet-
ter data, information and insights, so that companies can
make better decisions.

Michael, a pleasure having you on The CEO Show.

I really enjoyed being here. Thank you.
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Vice Chairman Newmark Knight Frank

Robert Rewss and Michael Ippolito
Interview arred September 23, 2019.

Michael Ippolito serves as a vice chairman wn Newmark
Kmight Frank’s New York office and managing partner of
T heActivationGroup. Mr: Ippolito joined the firm i 1991
and has since developed analytical and strategic tools that
brought real estate and operational strategy development into
alignment with his clients’ core business objectives. As a re-
sult of his advancements, Mr. Ippolito has become one of the
leading lenant representatives for global corporations, providing
creative solutions for evaluating risk within growth strategies,
measuring operational redundancies, analyzing consensus and
developing operational efficiency metrics.

Under M Ippolito’s leadership, Newmark Knight Frank de-
veloped a client portfolio base of 600 mullion square feet of
corporate accounts.

M. Ippolito is a member of the Real Estate Board of New
York (REBNY) and the Young Mens/Womens Real Estate
Association. He has been a guest speaker at several industry
events, including Crawn’s New York Magazine Breakfast Se-
ries and International Real Estate Forums in Mumbai, Hong
Kong and Madrid. He has also spoken at the World Economic
Forum in Davos, Switzerland.
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Build A Culture Of Good

By Robert Reiss, Founder and CEO, The CEO Forum Group

Before I talk about the book, I want to share the context...
My first CEO interview was over 20 years ago and was
with Herb Kelleher, Founding CEO of Southwest Airlines.
We were at a black tie event, and I went up to him and
asked, ‘What makes a company great?” He responded,
“It’s not what you pay for gas or how quickly you turn
around the plane, it’s when you see Mary Jo in the elevator
and ask how her daughter Patricia’s soccer game was.”

I responded, “Oh, it’s communication.” Kelleher said,
“Communication??? ... It’s love!” Tina Turner’s, What’s
love got to do with it? bounced through my mind, so I
made an articulate response like, “Huh?”

Then Kelleher said something that changed my perspec-
tive forever, and perhaps even set the seed of the value of
CEO conversations that led me to start The CEO Show.
He said, “Love ... unleashing the spirit of the individual.”
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So for a few decades I have been on an intellectual search
to uncover how to truly understand how to unleash the
spirit of the individual. Here’s where the book comes
in. Before I was to interview Scott Moorehead, CEO of
Round Room, I was given his book, Build a Culture of Good,
to read. Now this is high praise, and it’s completely true:
After reading it I knew I had something unlike anything I
had ever read. It was an epiphany.

Culture of Good was the actual model I was searching for.
And the concept of a culture of good was the key that un-
locked the door to ‘unleashing the spirit of the individual.’
Culture of good is an original idea that shows why so
many culture initiatives fail — they are driven from the top
down and ultimately become just the flavor of the day.

Here are some key tenets of Build a Culture of Good within
just the first 15 pages:



1. “It’s never doing the three components of culture —
employees, customers, cause — in silos, but rather do-
ing them all at once.”

2. “The magic happens when you find the sweet spot
where your cause, your employees, and your customers

intersect.”
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3. “Program or corporate sponsored initiatives feel
forced, fake and inauthentic...and employees know
immediately.”

4. “When your employees and your customers rally to a
common cause, good things — even great things — result.”

5. “Every process, every meeting, every checklist needs
to tie back to the Gulture of Good.”

6. “It’s about giving your people permission to care.”

7. “Millennials seck out workplaces that embrace a bigger
b
cause.

8. “We have learned that when you encourage your
employees to bring their hearts and their minds —
their souls, if’ you will — to work with them on a daily
basis, amazing things happen.”

9. “Our mission is simple: we inspire people to go out and
do good. We call it making uncommon love common.”

10.“The one thing nobody can steal is your culture.”

I've now met with both co-authors. Their balance is Scott
Moorehead is the CEO who used the insights to drive tre-
mendous growth — Round Room grew from $138 million
in 2007 to $2 billion in 2018 built on the Culture of Good.

Ryan McCarty is the academic whose deep insights as a
former minister tie the model together.

As a note, Ryan is a brilliant speaker, and as co-creator
he is the external spokesperson for the concept of Culture
of Good.

My genuine belief is that if enough CEOs brought the
concept of Culture of Good into the lexicon — in fact,
into the core of building a great company, collectively
this would dramatically increase financial performance
and it could actually positively impact our economy.

Perhaps more significantly, bringing a Culture of Good
to a company can be at the heart of unleashing the spirit
of the individual.
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Ryan McCarty, Keynote Speaker & Co-Founder of
Culture of Good

As the former Director of Customer and Employee Relations at TCC,

the largest Verizon Authorized Retailer in the nation, Ryan McCarty
is no stranger to empowering employees through a powerful cultural
movement. Ryan created Culture of Good, Inc. to inspire other businesses
to create truly altruistic programs that make the world a better place.

Scott Moorehead, Co-Founder of Culture of Good &
CEO of Round Room

Scott Moorehead is the Co-founder of Culture of Good, Inc. and
CEO of Round Room, a 82 billion company, which also owns TCC.
Scott is a recognized thought leader and subject matter expert in what
it takes to create and develop purposeful for-profit organizations that
abide by the philosophy of doing well by doing good.



Ellen Kullman

Rullman addresses The New York Times’ New Rules Summiat.

“One of my underlying leadership
principles 1s a No Regret policy.
Leadershap isn't about being popular™

The CEO Forum Group selected Ellen
[ Kullman for the 2019 Transformative
Leadershup Award in Gender Parity for her work with the Paradigm for
Parity® coalition and vision_for gender parity in the C-Suite by 2030.
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Co-Chair The Paradigm For Parity Coalition

Robert Reiss: Let’s start off with your experience
at DuPont.

Ellen Kullman: I spent 27 years with DuPont, seven
years as CEO and chair where I watched the compa-
ny undergo a tremendous amount of change. We were
always driven by science and engineering at our core,
but we were bringing powerful solutions for our custom-
ers in line with the speed of a growing population. We
were working to protect people and the environment
and to really secure an energy future with our innovative
products, services and offerings. In order to affect that,
there was a tremendous amount of change, a tremen-
dous number of acquisitions, divestitures, restructuring,
We were also going through a generational change at
the company at the same time. A significant amount of
our wonderful employees were retiring, which brought
in new people and new skills at an unprecedented rate.

And so, my tenure as DuPont CEO was quite a seven-
year run and there was a tremendous amount of change
in that time.
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Co-Chair The Paradigm For Parity Coalition

“When I saw all of the challenges women were facing, I felt I would not let
that define me; that I was going to be present, I was going to contribute,
and I was going to make a difference in whatever job I had.”

When you were CEO, from a leadership stand-
point, did you have any certain leadership prin-
ciples that you were guided by?

One of my underlying leadership principles is a No Regret
policy. Leadership isn’t about being popular. Leadership
1s about putting together the best team to affect the best
outcome in your business for your customers, for your
shareholders, for your employees, and for the commu-
nities in which you operate. And so, it meant sometimes
doing some very unpopular things.

But what I would do is initiate change if something didn’t
work out. With that, you have to know that leadership
is all about delegating, that a CEO of a company can’t
do it all and that we rely on our teams and our people to
bring their best foot forward. This is especially the case
in creating a culture and an environment that is open
to innovation, growth and driving change. Creating this
environment will allow companies to see the future and
drive the organization forward.

In having a No Regrets policy you probably had a
lot of challenges that you had to overcome. Talk
about a personal example of a challenge that you
had to overcome.

The interesting thing is that although I went to engineering
school at a time when there were very few women, I
was brought up to believe that we as individuals could
do anything we put our head, heart and mind toward.
I never felt that my gender was a barrier or was a draw-
back in anything I did. When I went into the working
world, I found that wasn’t quite the way it worked.

I found along the way that there were situations where
being the only woman in the room was more common,
especially as I ascended towards leadership positions. I
even found that I was being asked to get coffee or treated
as if I wasn’t in the room because I am a woman.
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When I saw all of the challenges women were facing, 1
felt I would not let that define me; that I was going to
be present, I was going to contribute, and I was going
to make a difference in whatever job I had. My attitude
really helped me not worry about those challenges. They
were there and I had to deal with them, but I kept looking
forward to what we could accomplish as a team and as a
business. I found a lot of like-minded people in the com-
pany, and we worked together towards that end.

Talk about unconscious bias.

Yes, I think there absolutely is unconscious bias. I tend
to think of people as being inherently good. So I do be-
lieve it’s unconscious; that people are not acting, for the
most part, out of explicit bias, but bias 1s still there. And
I think we have to talk about it. I urge men and women to
talk about the elephant in the room. If they see it hap-
pen, whether you’re having an HR conversation, and
somebody might say, “Well, she just had a baby. Are you
sure she will want to take on that new job and that new
challenge?”

We should all be saying, “Well, that’s up to her, and her
family situation is up to her, so let’s let her make that de-
cision. We shouldn’t be the ones to make that decision.”
Or, many times, I feel that people are acting out of what
they think is in the best interest of an individual without
even talking to that individual about what their desire
and situation is.

I really believe that people need to —in a very appropriate
and supportive way — talk about bias and understand
how it is impacting their organizations and then work to-
wards reducing it. And just understand that bias is there,
and that you have to work against it.

“I urge men and women to talk about the elephant
n the room.”
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“We’re business people. We understand industries
well, and we happen to have technology capabil-

wes at the same time.”

When you talk about the elephant in the room,
Ellen, there’s a very clear problem of too few For-
tune 500 women CEOs. We went from 32 in 2017
down to 24 and back up to 33. As you know I’ve
been writing in my Forbes column that we need at
least 50 — for starts. And that’s still only 10%. So in
addition to being the wrong message for society, it
seems mathematically impossible that only 6% of
the talent are women. What’s your take?

I think there are tradeofls at every level in leadership.
Women start out right now at about 50% of  the entering
workforce. So by the time they get to the C-suite or to
mid-level teams, women may represent only 4% to 6%
depending on one or two moves that could take place. I
do think that the issue is that a company can really have
an intent — many companies have an intent — to address
this problem, and they try different things, but it takes a
cohesive set of actions for real progress to be made.

That is one of the reasons I joined forces with other
women to start the Paradigm for Parity® coalition, a
group that works for gender parity at the C-level through
a Five-Point Action Plan. Itis a coordinated action which
includes eliminating and reducing bias, setting measur-
able goals, and promoting sponsorship in addition to
mentorship. Those are just three of the five steps that we
hope help companies to move women to higher levels
within their organizations and have an opportunity to be
considered for senior leadership.

What’s the website?
It’s paradigm4parity.com.

What can men in the executive roles do? I am a
deep believer this is all of us together if we’re
going to solve this problem.

Well, I think you’re absolutely right, Robert, and I think
men are equal partners in this. When I took my senior
leadership team through unconscious bias training, one
of the first things we found out was that we all have in-
ternal bias, and that the issue isn’t just with men. The is-

Paradigm for Parity® Coalition Co-Chairs Sandra Beach Lin, Ellen Kullman and Jewelle Bickford.
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sue 1s all of us creating the environment together for our
organizations and creating the culture that really defines
the organizations together. And it’s us together who need
to work to make sure that we’re creating inclusive teams.

Some companies have taken that role and said that on
any team, no individual group can represent over 70%
of the members. So, whether it’s females, males, what-
ever, you have to have diversity. And we’ve seen the data
and statistics that show that diverse teams produce much
better outcomes than monolithic teams do.

The interesting thing is that opportunity is not evenly
spread across organizations. Yet the facts are that we
need to evenly spread opportunity, because each person
at an organization brings skills and we have to figure out
the best way to use them.

Why do you think the current corporate culture
lends itself to this imbalance of power between
men and women?

The biggest surprise I've seen as I've progressed through
my career is that the imbalance of power is improving,
but not at a significant rate. I really thought that trans-
parency and companies setting diversity goals would really
shine a light on this imbalance, and we would see more
progress sooner.

Why isn’t it solved? You know; I think those companies
... they believe they tried. I heard an executive say, “Gee,
I did unconscious bias training. I don’t understand why I
still have it.” Unconscious bias is a continual process of
learning and developing, like much of development is.
Or, “T've set goals, and there just aren’t women out here
for the job.” Interestingly enough, as I've done external
research on this, I found that there are women and peo-
ple of color for the job. It may take a little longer to
identify candidates or we have to broaden our search to
find them, but the candidates are there.

“One thing that the Paradigm for Parity* coalition
has put forward 1s a Fwe-Pont Action Plan. It
18 a furst-of-its kind roadmap to guide executives
on the steps they could take to achieve parity.
And it starts with the CEQ.”
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“Tve talked to CEOs who have been very aggresswe
about thus and say they’re going to get gender parity
i the C-suite by 2025.”
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Second, I think there hasn’t been a clear roadmap for
closing the gender gap. I think people have tried a lot of
different things, and the one thing that the Paradigm for
Parity® coalition has put forward is a Five-Point Action
Plan. It is a first-of-its kind roadmap to guide executives
on the steps they could take to achieve parity. And it
starts with the CEO. CEO commitment is so important
for change.

There may be structural barriers, there may be uncon-
scious barriers, but when women join the workforce,
they step into a culture. And over time, women haven’t
had the same set of opportunities presented to them,
and I think that’s why they don’t stay in the workforce at
the same rate. Through this action plan and by working
together this culture can be modified, changed, and we
can move this in the right direction.

What is your vision for enterprise?

I've talked to CEOs who have been very aggressive
about this and say they’re going to get gender parity
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Kullman delivers remarks on gender parity during the 2018 National Diversity Women's Business Leadership Conference.

in the C-suite by 2025. I've talked to many CEOs and
they say, “It might take me longer; there are not as many
women 1n this certain field.” I challenge them on that,
because if you look at places like MI'T, they may enroll
or employ 50% women. So women are going into the
tech field and have those skills. The question is, are we
looking in the right places?

And certainly, we have more work to do to get kids inter-
ested in science, technology and engineering. That’s one
of the areas where there are shortfalls. Overall, it is drive
or vision that will create a difference.

We also challenge companies to set their own goals,
measure themselves against those goals and be really
proud and share with their employees the progress that
they’re making.

So, from your experience when you were CEO
of DuPont, what did you see as the biggest chal-
lenge when it came to creating gender diversity
and leadership positions?
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I think it’s the “I tried” mentality. Instead of pointing
fingers, instead of saying they’re wrong, my philosophy
was to sit down and have a discussion. “How many peo-
ple that you’ve hired are women? How many of them
are people of color?” And the interesting thing is most
leaders don’t know those numbers initially. Well, the
second time we had the meeting, you can imagine, they
knew those numbers.

The third time we had that meeting, and we did it
quarterly, there was no excuse for them not to under-
stand why. That’s very simple. You can look at the five
or six layers in an organization. You can look at who
they are sponsoring, understanding what the next job
requires so that if there is a match, they won’t miss out
on that opportunity.

It’s the phase of working collaboratively within the orga-
nization where we make some real progress. When they
figured out that this was an “us” equation, not a “me
versus them” situation, then they became more invested;
we were all invested in making a difference.
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How about boards, Ellen. You’re on four public
boards, one private board. What role do the boards
have in ensuring companies are setting the right
diversity goals and are positioning themselves to
achieve success?

The interesting thing is that boards can ask all the un-
comfortable questions, and they do. You know one thing
is, as I started joining more boards since I retired, I
didn’t ask the question about diversity numbers up front.
I waited to see whether they brought it up in a meeting,
And the majority of the boards absolutely brought it up.

I think it is the board’s responsibility to make sure com-
panies have an inclusive environment, because employ-
ees are a major asset in every company, and to create
great outcomes, they have to get it right. What I experi-
enced was that it would take men 24 months to advance,
but for a woman it took 30 to 36 months to get to that
next promotion. We had to do a lot of reflecting and un-
derstand that it was not the women. We have phenom-
enally talented people -- men, women, all sorts. It was
our own bias in the way. “Well, she just needs six more
months.” We had to rectify that. And so, the question is,
does that go on in other places? I would suggest it does.

Finally, what advice do you have for young wom-
en who are just entering the workforce?

You’re not alone. There are a lot of people out there
you can talk to and compare notes. Understanding this
can help you gain a perspective that will hopefully make
it a little easier for you, a little more clear about the de-
cisions you need to make. And know that we are all in
this together, and that there is an opportunity to be very
supportive in this journey to parity.
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Interview aired September 8, 2019.

LEllen Kullman is the Co-Chair of the Paradigm for Parity-
coalition and retired Chair of the Board and CEO of DuPont.
Kullman was named CEO at the beginning of 2009 and
board chair late that year; becoming the 19th executive to lead
DuPont since its founding in 1802. Prior to those appoint-
ments she served as President, Executive Vice President and
a member of the company’s office of the chief executive. Prior
to jorming DuPont in 1988, she worked for Westinghouse
and General Electric.

Kullman is a board director of United Technologies, Carbon,
Amgen, Goldman Sachs and Dell Technologies. She is a
member of the National Academy of Engineering and past
president of the U.S. China Business Council. She serves on
the board of trustees of Northwestern University.

Kullman has been named as one of the “50 Most Powerful
Women in Business™ by Fortune and one of the “World’s Most
Powerful Women™ by Forbes.
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CEO Insight

The Uncomfortable Truths
about Gender and Diversity Parity
in the Leadership Ranks

By Edie Fraser, CEO Women Business Collaborative

Let me start by commending CEOs and your leaders who
have made a clarion call to accelerate the pace at which
women — especially women of color — are moving into the
c-suite, into CEO roles and onto boards. We at The Wom-
en Business Collaborative honor and celebrate your vision
and courage of conviction. Indeed, WBC is proud to name
Balaji Ganapathy, Michael Norris and Robert Reiss to our
board, three outstanding leaders who have long espoused
the economic, business and ethical reasons for getting to full
gender and diversity parity in the workplace.

Despite a rock-solid business case for gender and ethnic
diversity in the workplace, few if any companies have
achieved gender parity in the leadership ranks. It is well
documented, for example, that organizations with female
CEOs average a 41% return on equity and a 56% in-
crease in average earnings before interest and tax (EBI'T)
(McKinsey). Yet women make up 14% of Lortune 500
Executive Committees, and 80% of those women are in
staff roles, not operating roles with P&L responsibility,
which 90% of newly appointed CEOs boast.

There are eight outcome focused steps CEOs can take
on the way to achieving ethnically diverse gender parity
in the leadership ranks.

The Sobering Facts

The rate at which women, especially women of color, are
entering the c-suite in non-CEO roles is barely advancing
The World Economic Forum reports that the proportion
of women in senior executive roles globally has been stuck
at 24% for more than a decade. Only 9% of top executive
positions in the Russell 3000 are held by women, and a
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recent Pew study showed that nearly 80% of women ex-
ecutives are concentrated in finance, legal and HR, not in
operating roles that lead to CEO opportunities.

Women of color are the most underrepresented of all.
While one in five c-suite leaders is a woman, one in 25 c-
suite leaders is a woman of color. (Leanin.Org/McKinsey).

Why Women — Especially Women of Color — Are Not Advancing
to the C-Suite

For the fourth year in a row the LeanIn/McKinsey &
Co. study reveals that attrition does not explain the un-
derrepresentation of women in the c-suite. “Women and
men are leaving their companies at the same rate, and
they have similar intentions to remain in the workforce.”

Several factors contribute to the lack of ethnically di-
verse gender parity in the workplace — especially at se-
nior levels. They include:

*  The unmet need for CEO and board support of the de-
velopment of a pipeline of women leaders starting at the
middle management level, especially in operating roles.

e The lack of performance feedback, managerial su-
port, exposure to structured development experiences
and access to senior leaders by aspiring female leaders.

* The rarity with which women are tapped for stretch
assignments in support of the advancement of critical

path strategies.

» The paucity of sponsors and female role models.



What CEOs Can Do to Build Ethnically Diverse Gender Parity

in the Leadership Ranks

L. Declare gender and ethnic parity a business imperative. Initiate
an agenda for change where leaders are measured on
their success at attracting, developing, retaining and
promoting women and women of color — especially
into P&L roles by the time they reach the Director
level. Create board-endorsed targets and widely com-
municate progress.

2. Eliminate unconscious bias and create a culture that
enables interruption, providing incentives for action.
Shout the linkage to business performance when there
is ethnically diverse gender parity. Reward leaders for
participation by connecting results to compensation
and hold them accountable for a lack of results.

3. Identify hugh potential ethnically diverse women leaders starting
at the middle management level; give them sponsors,
mentors and coaches and define clear paths for pro-
motion. Challenge sponsors to provide well-defined
visible, high impact critical path stretch experiences.

4. Expose women — including women of color — to line respon-
sibilities early in their careers. Aspiring women leaders have
robust work ethics and will likely tackle such challenges
with fervor.

5. Celebrate and honor change champions, especially men, who,
by dint of their majority in senior leadership roles,
most likely take the risk of sponsoring developing
women leaders. Share the success stories of your women
and women of color and their male champions.

6. Base all promotions on menit and the delivery of meas-
urable results that consistently exceed expectations.
Avoid the advancement of individuals because of
their “perceived” potential.

7. Model inclusive leadership behaviors and live the desired
mindset shifts. Publicly respect differences, listen actively
and be present to the feelings and triggers that
limit leadership impact. The best role models are not
afraid to show vulnerability; they thirst to learn and
they embrace the importance of adapting

8. Invest in your own development and that of your highest
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potential leaders up and down your organization

on the way to building a critical mass of leaders who
live the desired behaviors, emphasizing the value of
diversity in gender, race, sexual orientation and life
experiences. Great leaders start with themselves and in
doing so create a culture of openness and acceptance.

If nothing else, think about your daughters, grand-
daughters and nieces and what you can do to create a
receptive and supportive gender and ethnically diverse
environment, free of marginalization and full of oppor-
tunities to be the high performing leaders many of them
are and will aspire to be.

Edie Fraser is CEO of Women Business Collaboratiwe (WBC),
the furst-ever alliance of women’s business organizations, trade as-
soctations, corporations, researchers, and the media accelerating the
achievement of diverse female representation in c-suites and board-
rooms; the achievement of gender diversity and parity in the work-
place and the growth of women-owned businesses and their access
to sources of capital.

Fraser is also a Managing Director of Diversified Search LLC and
serves on the board of C200 as a_founding member. She served as
CEO and chair of STEMconnector: and Million Women Mentors
(MWM). She also_founded Diversity Best Practices and the Public
Affairs Group, Inc. Fraser served as the first woman Chair of the
Waorld Affairs Council America.

Edie has won 55 major awards in Leadership and Innovation,
Diversity and Women’s Leadership, Entreprencurship, and Com-
munications and has been inducted into the Enterprising Women
Hall of Fame. She is a published author.
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Julio A. Portalatin

Vice Chair Marsh & McLennan Companies

1

“I he changing nature of risk in the
world, the strategy that’s necessary to
respond o a_fast-paced changing
world, and of course, the workforce...
So you have nisk, strategy and people.
That’s what Marsh & McLennan

represents for clients.”

The CEO Forum Group has selected
ﬁ[ Marsh & McLennan for the 2019 Lead-

ershiyp Award in Risk & Strategy for the
integrated model of its four businesses and the diverse culture that
delivers these to clients in seamless _fashion.
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Robert Reiss: Marsh & McLennan was founded
in 1871 and most CEOs know the name, but 'm
not sure everyone knows about the four busi-
nesses and how they are integrated.

Julio Portalatin: To be able to define the businesses,
you have to be able to say what we stand for. We clearly
define our purpose as, “making a difference in the mo-
ments that matter.” The four businesses each do that in
their own unique way.

Marsh is the leading global insurance broker and risk
manager and places insurance that is important at the
time of loss and needed by customers and clients. It also
analyzes and assesses risks for clients, so that they make
sure that they’re insuring those risks properly.

Guy Carpenter is similar to Marsh but they place insur-
ance for other insurance companies; they’re reinsurance
brokers. What happens when you have a large risk —let’s
say an energy plant — not one insurance company is go-
ing to take all the risk. They’re going to spread that risk,



Julio A. Portalatin

Vice Chair Marsh & McLennan Companies

“We rebranded under Mercer Marsh Benefits. That’s an example of how we bring the synergies
of the companies logether to the benefit of our customers.”

and Guy Carpenter works on coming up with the right
carriers to do that. They do fantastic work around ana-
lytics and capital reviews, et cetera.

Mercer, is on the consultancy side of the house, and
Mercer is by far the largest HR and people global con-
sultancy company. It focuses on things like the future of
work, and how you deliver health solutions to employ-
ees across the world. How do companies design differ-
ent programs to deliver different benefits to employees,
their most important assets? Mercer works very hard to
make sure companies are delivering real value-added
types of services and benefits to their employees around
health, wealth and careers. Mercer delivers advice and
technological solutions to a fast paced changing global
workforce.

Oliver Wyman is an incredible organization, one of the
top strategic management consultants in the world. It
does a considerable amount of work helping companies
prepare themselves for the future. Most recently through
OW Labs, they’ve been helping companies drive sig-
nificant, transformational change around digital, and
readying companies and people to maximize the oppor-
tunity around this fast-paced, changing world.

How do you manage the interaction and syn-
ergies between the four companies who are
aligned and similar in mission but have different
functions?

The businesses or divisions each work diligiently to de-
liver the full breadth of our capabilities to our clients. As
an example, outside of the United States we had health
solutions being delivered by both Marsh and Mercer,
and rather than having that continue to be a bit disjoint-
ed and somewhat confusing to the marketplace, we de-
cided to put both companies together to market health
solutions and maximize the strengths of Marsh broker-
age and Mercer Consultancy. We rebranded under Mer-
cer Marsh Benefits.

That’s an example of how we bring the synergies of the
companies together for the benefit of our customers.
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Talk about your experience as CEO of Mercer
from 2012 - 2019.

Let me first say that it was an honor to lead an organi-
zation that is so influential across the world. With Marsh
& McLennan and Mercer also, every time you pick up a
newspaper you see issues that Marsh & McLennan works
diligently to solve.

The changing nature of risk in the world, the strategy
that’s necessary to respond to a fast-paced changing en-
vironment and of course the workforce...So you have
risk, strategy and people. That’s what Marsh & McLen-
nan represents for clients.

When you think about the people aspect and what’s hap-
pening around employees and employers...We have au-
tomation, we have talent that has to be either re-skilled
or re-taught because of the changing nature of work.
You have an aging population... There i1s nothing more
important than the fact that every population around
the world is aging, and the implications of that on soci-
ety. America’s aging, Japan’s aging, even China’s aging,
every country thinks they are relatively young but every-
body’s aging.

b4 %= ”
Covenant Cov ’oﬁ)nﬂant
I:E!.u_sg , He House

Fulio Portalatin, center; at Covenant House awards event with, from lefl, his son Julio, his
wife Heudi, his daughter Alicia, and Alicia’s husband Tim.



Julio A. Portalatin

With clients at a roundtable discussion during a LatAm Forum.

“People don’t think of Mercer as being in the in-
vestment business, but we actually advise on
trillions of dollars of retirement assets, and have
close to §300 billion delegated assets under

management.”

We have all these issues and then we took a step back
and said, “Okay, what’s really missing for Mercer?” And
what was missing was some sort of rallying cry about
what’s important, what’s the vision of the company,
what are the values that we should stand by and prac-
tice. I drew on a piece of paper, “What is our purpose,
and how do we motivate and approach our clients?” So
we worked really hard on putting that together and then
making it live.

The purpose was very clear: making a difference in peo-
ple’s lives, whether it’s around health, wealth or career.
That is a very powerful message, one that we very much
live by and then innovate around on a constant basis.

Vice Chair Marsh & McLennan Companies

1

Photography by Chris Michel.

We brought innovative solutions through a marketplace,
Mercer Marketplace, which allowed us to digitally offer
to employers and their employees a platform for assigning
a customized health program as opposed to the normal
health program that you get every year and you just say
yes or no, and get a deductible and you’re done. We ac-
tually give employees a vast array of options to be able
to think about, and consider, and put together a custom
benefits program. We executed and, quite frankly, became
the largest platform for health because of that.

We created many other innovations. You know people
don’t think of Mercer as being in the investment busi-
ness, but we actually advise on trillions of dollars of re-
tirement assets, and have close to $300 billion delegated
assets under management.

Nothing happens without bringing people along for the
journey. Nothing happens in a vacuum. Working hard
and being able to engage with our colleagues, so that
they are part of that journey, resulted in Mercer achiev-

“In a world where we’re trying to signal an inclusive environment, an environment where we’re
trying to achieve parity amongst all genders, ethnicities, and backgrounds, and embrace them and
encourage people to bring thewr full selves to work so they can do the best for themselves and
the company...In a world lke that, I thought it was appropriate to be a lttle bit more
gender neutral in the actual title, and that’s why we dropped the second part of chairman.”
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Vice Chair Marsh & McLennan Companies

ing very good results whether measured by earnings,
revenue growth or employee engagement. What I like to
passionately refer to as the “trifecta.”

It’s nice to say that you've done one of the three, but
when you accomplish the trifecta, I think it’s fair to say,
“our employees did a wonderful job through this journey.”

What was your driving leadership philosophy in
this success?

It was all about creating an environment where everyone
felt that they could bring their full selves to contribute to
their success and the success of the company. Having a
purpose that people can rally around, be motivated by,
be passionate about and thrive to achieve...Getting excite-
ment in the organization was a very important element.

You do have to generate some excitement, or you’re just
like every other company. We were recognized by Forbes
Magazine as an employer of choice as we went through
that journey. It was an exciting time for us because Mer-
cer had never been recognized as an employer of choice,
and it was nice to see such a prestigious magazine like
Forbes be able to recognize Mercer and its colleagues.

Today your title is Vice Chair of Marsh & McLennan.
You and I have discussed why you specifically
chose that title instead of Vice Chairman.

Quite frankly, it was a conscious decision. The first
business card that came out said Vice Chairman, and
I thought in a world where we’re trying to signal an in-
clusive environment, an environment where we’re trying
to achieve parity amongst all genders, ethnicities, and
backgrounds, and embrace them and encourage people
to bring their full selves to work so they can do the best
for themselves and the company...In a world like that, I
thought it was appropriate to be a little bit more gender
neutral in the actual title, and that’s why we dropped the
second part of chairman.

Let’s talk about CEOs. You have the unique per-
spective. You have been a CEO for a number of
years, but also you’re advising CEOs. And with
Oliver Wyman there’s a lot of strategic advice as
well. We’re in a fast-paced world. Technology is
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“You always hear that Al is going to impact em-
ployees and their opportunities in the future, but
the reality is that an employee who s well-
prepared for their future will benefit in therr
Suture. ‘T he key is to be in a mode of continuous
learning today.”

changing everything, so what should CEOs be
thinking about?

As we go around the globe and have these types of dis-
cussions and engage with the C-Suite, there are areas that
have commonality as to what people are thinking about
and how they are trying to achieve a competitive advan-
tage, this is the C-Suite’s role at the end of the day. What's
important is achieving a competitive advantage and grow-
ing faster than others, and outperforming. This centers
around a couple of things. One of the things that right
now 1is very much top-of-mind is we live in a relatively
volatile world. How are we going to prepare ourselves to
not only grow, but also risk-mitigate against the things that
are presenting themselves as challenges?

You always hear that Al is going to impact employees
and their opportunities in the future, but the reality is
that an employee who is well-prepared for their future
will benefit in their future. The key is to be in a mode
of continuous learning today. You cannot expect that
the old way works, that you go to school for a certain
amount of time, you learn and then you join a company
and then you join another company and do the same
thing but at higher levels.

Now that has changed. So as a CEO and as a C-Suite
executive, you sit there and say, “The skills that we need
to be able to be successful in the future are hard to get
today.” How do we fill this gap?

An employee can really put themselves in a position of
having some leverage if they understand what those skills
are and skill up. Companies have to think about how
they’re going to meet the demand of those skills by put-
ting together different types of reskilling programs or edu-
cational programs, training programs that are continuous;
not ones that are just blocks of time and you’re done; no.
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Vice Chair Marsh & McLennan Companies

“Sometimes when we have the D& discussion,
some people think there are winners and losers;
but there are no winners and losers when you
talk about this. We are talking about creating an
environment where no one s advantaged or
disadvantaged. FEveryone has the opportunity
to be successful.”

It’s continuous learning. A curriculum that continues to
build soft and in-demand skills for the future. And that’s
going to be important because most CEOs are trying to fig-
ure this out but they haven’t quite put their finger on it yet.
There've been some announcements, some major compa-
nies that have said they’re going to invest “x” amount of
millions of dollars to start reskilling their workforce.

So, this is a big issue that has to be addressed not just
by companies, but also educational systems and gov-
ernments. It does really need a triangulation of stake-
holders to ultimately find a solution. But it has to start
somewhere, and the companies are going to be the most
impacted.

If you’re a CEO, what’s the first step?

On the people side, it depends on what industry you’re in
as a CEO. You already have been able to identify where
the soft spots are and the difficulty in hiring the right
skills. In fact, it’s impacting your growth, it’s impacting
your expansion plans. You know what those skills are.
For some companies it could be digital researchers. For
other companies, it could be analysts that work with AI
to be able to advance important innovations in their or-
ganization. In other organizations, it could be physician
assistants. We need nurses, they’re in high demand, how
do we get more of them?

Depending on where that need is for you, you have to
take a proactive stance. You must say “Hey, this is how
we’re going to skill up. We’re going to use technology to
identify the people that have the basic foundational skills
to learn these things.”

As an example on the risk side, cyber security is top
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of mind for CEOs. In Marsh and Oliver Wyman, we
work hard in identifying, assessing, mitigating and then
providing an insurance cover for that inevitable breach
event. It is likely that most companies have already been
hacked, and it’s just a matter of when it’s going to mani-
fest itself. We help get ready for the inevitable.

Let’s talk about diversity and inclusion.

In the whole issue of diversity and inclusion there is an
important element that needs to be talked about first,
broadly. Because it’s an inclusive discussion, which means
that no one is excluded. Sometimes when we have the
D&I discussion, some people think there are winners and
losers; but there are no winners and losers when you talk
about this. We are talking about creating an environment
where no one is advantaged or disadvantaged. Everyone
has the opportunity to be successful.

The goal is creating an environment where different
backgrounds are maximized to the benefit of clients,
individuals and companies. All different backgrounds,
which means different geographic and educational back-
grounds, as well as lifestyles, and yes, ethnicity goes in
there, and gender too. Also, what was your experience?
That’s different, and we want to value that.

If you’re going to innovate, don’t just bring people who
are in the business to work on innovation, also bring
people who have little knowledge about that particular
business. This will ensure that different great ideas are
considered. That’s what diversity is all about. It’s an in-
clusive approach.

Let’s end with a super important issue you
helped pioneer called When Women Thrive.

When Women Thrive was actually initiated by Pat Mil-
ligan, Senior Partner at Mercer. She is a strong advocate
for continuing to accelerate diversity and inclusion with
an emphasis on gender.

When Women Thrive was launched nearly six years ago,
and every January when we attend the World Econom-
ic Forum we update leaders on what is going on in the
world in reference to gender and diversity. When Wom-
en Thrive does an analysis and best-practice research
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“If you’re going to innovate, don’t just bring
people who are in the business to work on inno-
vation, also bring people who have hitle
knowledge about that particular business.
T las will ensure that different great ideas are
considered. T hat’s what dwersity s all about.
1t’s an incluswe approach.”
around the globe. Several hundred companies and
millions of employees are included in the data, so that

we can establish proof-positive, best practices that have
worked. Everything is evidenced-based.

Julio, a pleasure having you on the CEO Show.

Thank you, it was a pleasure being here as well.

“When Women Thrive does an analysis and
best-practice research around the globe. Several
hundred companies andmullions of employees are
included n the data, so that we can establish
proof-positive, best practices that have worked.
LEverything s evidenced-based.™
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Julio Portalatin and Robert Reiss — Interview awred Sept. 10, 2019.

Julio A. Portalatin is Vice Chair of Marsh & McLennan
Companzes, a leading global professional services firm in the
areas of risk, strategy and people. Prior to becoming Vice
Chaw, M Portalatin served as CEO of Mercer; a Marsh
& McLennan business and leading global professional
services firm that delwers advice and technology-driven
solutions to help organizations meet the health, wealth and
career needs of their workforces in more than 140 countries.
Under hus leadership, Mercer expanded its global footprint,
advanced into digital, grew assets under delegated man-
agement to close to $300 billion and launched a slate of
innovative wealth offerings.

He 15 on the boards of DXC' Technologies, Covenant House
International and Hofstra Unwersity. Prior to joining Marsh &
MeLennan, he held numerous leadership positions with AIG. He
earned a Bachelor of Science degree in Business Management
and an honorary doctorate from Hofstra University.

MARSH & MCLENNAN
COMPANIES



Frances Hesselbein Former CEO Girl Scouts of the USA
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At the 50th Annaversary of the Presidential Medal of Fieedom event held in Washington, DC. in 2015 were President Barack Obama, Frances Hesselbein, TIAA executive Charlie O’Connor and First
Lady Michelle Obama.

“]Z ZS Z/Zg qudll_ly dnd C/Zaracter Qf Robert Reiss: You have been involved in leader-

ship from practically every angle — corporate,

L‘/lg Zgadgr ZL/ZCZ l dgl‘gyming L) L‘/zg military, not-for-profit and government. What is
99 at the core of effective leadership?
performance, the results.

Frances Hesselbein: I define leadership as “a matter
of how to be, not how to do.” You and I spend most of
our lives learning how to do and teaching others how to
do, yet it is the quality and character of the leader that
determines the performance, the results.

What should CEOs do differently to elevate their
leadership in today’s fast changing business en-
The CEO Forum Group has selected Frances vironment?

Hesselbein Leadershap Forum for the 2019
Auwardin Contemporary Leadership for exemplifying leadership that is
mussion-focused, values-based, clear; and demographics-driven, and
also for seeing the imperatwe of diwversity as an enormous opportunity

Jfor greater relevance and success. Frances may be the most experienced CEO L.
in America as she is approaching 104 years of age. Talk about the mission for The Frances Hessel-

bein Leadership Forum ...

Focus on a short, powerful mission statement solely,
“Why we do what we do.”

76 The CEO Forum www.theceoforumgroup.com



Frances Hesselbein

Former CEQO Girl Scouts of the USA

“You will be surprised to know I have two tattoos. Invisible ink, of course. The furst is Peter
Drucker’s: “Think furst, speak last.” The second is also Peter’s wisdom: Ask, don’t tell.””

Since 1990, I have been at the helm of a leadership or-
ganization founded as the Peter F. Drucker Foundation
for Nonprofit Management, providing leaders with es-
sential leadership wisdom, inspiration and resources to
lead for innovation and to build vibrant organizations.
In 2017 the organization partnered with my alma mater,
The University of Pittsburgh, to establish The Frances
Hesselbein Leadership Forum at the Graduate School
of Public and International Affairs.

My journey — lifelong learning, civic engagement, and
“To serve is to live” philosophy — began long ago at my
beloved University of Pittsburgh and junior college in
my hometown, Johnstown, Pennsylvania, and it contin-
ues to this day. The establishment of The Hesselbein Fo-
rum at the University of Pittsburgh is one of the greatest
honors of my life.

The Forum’s mission is to develop and inspire current
and future leaders. Through the Forum’s Leader-in-Res-
idence Program, Leadership Program in Internation-
al Security, publication of the award-winning Leader to
Leader Journal, the Lecture Series, and keynote addresses
I continue to deliver in-person and via Skype, we serve
leaders in all three sectors.

Peter Drucker, arguably the top business thinker
of the past century, called you “America’s best
CEO,” and then he appointed you to be the
Founding CEO of his foundation. Talk about
your relationship with Peter Drucker and what
you learned from him.

When I first met Peter, I lost my manners, and instead
of saying “How do you do?” I said, “Do you know how

Frances Hesselbein throughout her career with the Girl Scouts.

77 The CEO Forum www.theceoforumgroup.com



Frances Hesselbein

Former CEQO Girl Scouts of the USA

important you are to the Girl Scouts?”

Peter then gave generously of his time and energy, and
after I left the Girl Scouts, together we founded The Pe-
ter I Drucker Foundation for Nonprofit Leadership and
published “The Five Most Important Questions.” You will be
surprised to know I have two tattoos. Invisible ink, of
course. The first is Peter’s: “Think first, speak last.” The
second is also Peter’s wisdom: “Ask, don’t tell.”

On Nov. 1, 2019 you will turn 104 years old. You
still come into work and are one of the sharpest
business minds. What is the secret to longevity
and to keeping your brain highly tuned?

I remind myself, that, as Kahlil Gibran taught us, “Work
is love made visible.”

I also spend a significant amount of time with Millenni-
als and the cohort of Generation Z. There is a new rigor
to these young groups — who speak a language of inclu-
sion, who consider challenges significant opportunities.

i= s

Frances Hesselbein and Author Jim Collins with Cadets at West Point in 2011.
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Discuss your experience with West Point and the
military?

I spend one-third of my time with corporations, one-
third with nonprofit/social sector organizations, and
one-third with colleges and universities, and, somewhere
in the middle, time with the U.S Army. Never one disap-
pointing moment.

Working with cadets and faculty at West Point has been
one of the most inspiring privileges of my life.

In 2009 I was appointed the Class of 1951 Chair for the
Study of Leadership. Two great leaders served in this
Chair before I did — General Eric Shinseki and Coach
Mike Krzyzewski of Duke, both West Point graduates,
making my appointment even more overwhelming. Jim
Collins, the great author, served after my term.

My appointment was for two years, and every six
weeks I traveled to the hallowed grounds of the U.S.
Military Academy at West Point, taking with me a
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“We agree that leadership must be mission-
Jocused, values-based and demographics-driwen.”™

great thought leader from one of the three sectors
on each visit, which made our dialogue more evoc-
ative and interesting for the cadets, rather than just
listening to me alone.

Every time I walk on the West Point grounds, with remind-
ers of those who live “duty, honor, country;” I feel a rever-
ence, a sense of gratitude to the young men and women
who exemplify “the best we can be,” as Americans.

My all time favorite business book was Jim Col-
lins’ Built to Last. You have been very involved
with Jim Collins. What has he shared with you
about leadership?

We agree that leadership must be mission-focused, values-
based and demographics-driven.

You have been close with several Presidents of
the United States. What is the best way govern-
ment can lead us?

Frequent messages on leadership, sharing values, and
engaging citizens in government work.
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Frances Hesselbein greets a West Point Cadet during Hesselbein’s role as Chair for the Study of Leadership at the ULS. Military Academy, 2009-2011.

Former CEQO Girl Scouts of the USA
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Talk about what you are proudest of when you
were CEO of the Girl Scouts.

With a passionate goal of equal access, we built a richly
diverse organization tripling racial/ethnic representa-
tion across the organization. You don’t achieve this by
sitting at a desk in New York, waving your hand and say-
ing, “Let there be diversity.” It happens on the ground,
in the neighborhoods, where the people are.

The results are documented in a Harvard Business
School case study of our work. The Girl Scouts became
mission-focused, values-based, and demographics driv-
en. In 1990, when I left the Girl Scouts, we had achieved
the greatest diversity in 78 years.

You have been a driving advocate for diversity. To-
day only 24 of the Fortune 500 CEOs are women.
It’s clearly mathematically impossible that only
5% of the talent are women. What does corporate
America need to do to have more women CEOs?

“Be ye an opener of doors.” Build a position description
that attract leaders who are.

We must never see the imperative of diversity as a prob-
lem or challenge. We see it as enormous opportunity for
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Frances Hesselbein with Peter Drucker at an Adventure in Excellence Girl Scout Conference in 1990.

“We must never see the imperative of dwersity as a problem or challenge. We see it as an enormous
opportunity for grealer relevance, significance and success.”

greater relevance, significance and success. Inspired by
the rapidly changing demographics, organizations must
ask themselves, “Are we building today the richly diverse
organization that reflects the community, the country,
the society, with rich representation right across the en-
terprise at every level?”

CEOs must look at all of the people in all of our ethnic
groups — the people we want to bring in — and ask,
“When they look at us — at our boards, our staff, our
workforce, our visuals — can they find themselves?”
When the answer is a resounding “Yes,” they are the
organization of the future.

One of our recent Hesselbein Forum Lecture speakers
was Skip Spriggs, President and CEO of the Executive
Leadership Council, an organization that helps advo-
cate and prepare African Americans for corporate lead-
ership positions. He said, “Goals must be in place to hire
diversely.” I agree.
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What advice do you have to women who want to

become CEO?

As leaders who are women, we begin by acknowledging
that we bring a special dimension to the work of our
organization. Our contribution to furthering the mission
is enhanced by our gender — any effective leader brings
her life experience and point of view to bear. Diversity
of gender, race, culture and background on our leader-
ship teams strengthens and enriches our organizations.
But that is not the reason we, as leaders who are women,
do what we do. The mission that defines why we do what
we do has no gender.

Peter Drucker urged leaders to “Focus on task, not gender.”
That advice serves us well.

What is your vision for America?

A country that is mission-focused, values-based, and de-
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America, the model of a powerful democracy,
serving all of ils people well 1s my vision for
America.”

mographics-driven, where our public schools serve all of
our children in a very positive way, and where “work
is love made visible” is the reality for all of our people.
America, the model of a powerful democracy, serving all
of its people well is my vision for America.

Frances Hesselbein and Robert Reiss — Interview awred Jfuly 15, 2019.

From her Pennsylvania beginnings as a volunteer troop leader
to her rise as CEO of the Gul Scouts of the USA — Frances
Hesselbein has always been mussion-focused, values-based
and demographics driven. Fortune Magazine named Frances
one of the “World’s 50 Greatest Leaders.”

Frances was awarded the Presidential Medal of Freedom
by former President Clinton; s the recipient of 22 honorary
doctoral degrees; the author of three autobiographies and the
co-editor of 35 books in 21 languages. Frances has traveled
to 68 countries. Most recently, Frances collaborated with more
than 25 leaders to publish “Work Is Love Made Visible: A
Collection of Essays About the Power of Finding Your
Purpose.”

For more than 25 years, Frances has been at the helm of "The
Hesselbein Forum, based in New York and now part of the
University of Pittsburgh, where she continues to train a new
generation of leaders through education and publications.

To Frances Hesselbir -
With best wishes

@M(&bao«

President Ronald Reagan with Frances Hesselbein in 1962.
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Expert Advice

Disrupting the Default:
How Organizations Can Advance Inclusion

By Michelle Peluso, SVP of Digital Sales & CMO, IBM

The year 2020 will mark 100 years since the passage
of the 19th Amendment, which guaranteed American
women the constitutional right to vote. As we remember
a moment that shaped gender equality for generations
of women to come, it’s a great time to also acknowledge
the complicated and continuing journey we face, especially
in the area of women in leadership.

Earlier this year, I had the opportunity to co-author a
study with IBM’s Institute of Business Value focused on
women in leadership. We surveyed leaders across 2,300
organizations — this includes C-suite, vice president, di-
rector and senior manager positions — to understand
where the majority stand on placing gender equality in
leadership on their formal business agenda.
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What we found is that 79% of respondents are not yet
viewing this as a true business priority. The majority of
that percentage (67%) say that, while it doesn’t constitute
a formal business priority for their organization, they do
it when they can. The rest (12%) say advancing women
just isn’t on their radar.

For the full study visit:

www.ibm.com/thought-leadership /institute-business-value/report/womeninleadership
And so, despite the cultural zeitgeist we’re living in, de-
spite the countless studies that prove more diverse teams

produce better business results, a priority paradox exists.

That said, I've never been more optimistic that real



progress has begun for women in leadership.

There are already companies who are leading the way.
We call them “First Movers”. Making up 12% of the
study sample, First Movers have embraced diversity and
are enjoying practical benefits, including profitability
and revenue growth. They’re serious about unlocking
the value that comes with creating an inclusive corpo-
rate culture where all qualified employees have equal
opportunities for advancement.

What we all as senior leaders can learn from First Movers
1s the importance of five things:

1. Make advancing women a formal business priority.

If you care about creating more inclusive teams, you
must treat this like any other business objective you want
to achieve. Start by understanding where you have gaps
and where you can make fast progress. Do you have a tal-
ent pipeline problem? Would you benefit from investing
in programs to keep women from exiting mid-career?
Are you challenging your HR and your hiring managers
to present the most inclusive slates for leadership roles?

2. Get leaders on board and be accountable for results.
As a leader, if you don’t achieve your business imper-
atives, you would expect to be held accountable. The
same must be held true once your organization identifies
the advancement of women as a formal priority. Consider
a system aligned to incentives with rewards for meeting
or exceeding goals, and consequences for eroding the
baseline. If leaders fail to meet their gender-equity goals,
it shouldn’t be glossed over, but addressed in a rigorous
action plan for improvement.

3. Co-create goals for measurable progress.

Without setting concrete goals, the inclusion agenda can
revert back to a “nice to have.” Figure out where you
are, where you would like to be and create an aggressive,
but fair, timeline. Be clear with your leaders about what
success looks like. Hold regular checkpoints to identity
where progress is being made and where you have op-
portunities to improve further.

4. Embrace initiatives and policies to alleviate unconscious
gender bias.
Our data clearly demonstrates that gender bias exists in
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most organizations worldwide. These biases held by both
men and women can impact decisions around things like
talent management and even compensation. Luckily, we
now have access to technologies, like Al, to conduct ob-
jective skills reviews and help reduce the risk of qualified
female candidates being overlooked. Mandate that at
least one woman be considered on every slate. If she’s
not selected for the role, document why so that you can
improve your pipeline going forward.

5. Foster a culture of inclusion.

Encouraging, enabling and embracing people to be their
authentic, whole selves at work is the cornerstone of diver-
sity and inclusion. We know more inclusive teams produce
better business results. This means that organizations cre-
ate a culture of empathy and compassion where everyone
feels comfortable to bring their diverse backgrounds into
the office and bring their ideas forward.

Those steps may sound like a lot of work. However, accord-
ing to the companies that followed this path, it isn’t. In fact,
the vast majority reported that this initiative turned out to
be easier to implement than most other business efforts.

It’s no longer just about what women can do, it’s about
what we all can do. It’s time to move from discussion
to action. When we identify what needs improvement,
make practical plans, with measurable goals, we can ac-
complish a lot. With your leadership, your passion for
change, we are more optimistic than ever that we will
make a difference together.

As Senmior Vice President of Digital Sales and Chief Marketing Offi-
cer; Machelle oversees all global marketing and brand wmitiatives, client
experience, and runs the digital sales and commercial channel for the
IBM company. Michelle brings to IBM deep, customer-centric mar-
keting and operating and leadership experience as IBM accelerates its
transformation to an AI & Cloud platform company.



Rabbi Menachem Genack

“The OU 1s the largest Kosher certifying

agency mn the world.”

The CEO Forum Group selected OU
[ Kosher for the 2019 Transformative CEO
Leadership Award in the category of Food as the world’s largest kosher
certification agency certfying over one mullion products worldwide, as

well as for Rabbi Menachem Genack’s depth and breadth in leadership.
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CEO OU Kosher

Robert Reiss: OU Kosher represents over 800,000
different products, with 8,500 manufacturing
plants. Describe the organization.

Rabbi Menachem Genack: The OU is the largest
kosher certification agency in the world. We certify com-
panies and plants throughout the world. With today’s
global economy, you will find an OU supervisor in the
most obscure places in the world. For example, we have
field representatives inspecting sesame manufacturing
facilities in Nigeria and sodium caseinate production in
Tibet. The Orthodox Union also has a program for the
deaf and also deals with children at risk. We also help
fund another very important OU program, which assists
children with disabilities, called Yachad. This program
is partly funded by the government as well. We have a
mission that’s far broader than just marketing kosher.

What does the word Kosher really mean?

Kosher, which is a Hebrew word, means “fit” or “prop-
er.” It means that the food has been produced in accor-
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dance with Kosher law. The basic Kosher law is biblical.
Much of it is formulated in Leviticus. The most famous
kosher law is the one stating which animals are kosher
and suitable for consumption. For example, the pig is
not an animal which is kosher — to be kosher, an animal
must have split hooves and chew its cud. Fish must have
fins and scales. These requirements are set forth in the
Bible. Over the millennia, kosher regulations have been
expanded by Rabbinic legislation and added traditions.

If you look at this even as far back as 1997, many
major organizations like Nabisco had over 82 of
their products become Kosher. Why was that?

Nabisco produces the most popular and iconic cookie
in the United States, namely the Oreo. It was previously
not possible for the Oreo to be certified as kosher, as Na-
bisco used lard in its production. For reasons unrelated to
kosher, but simply because of health concerns, Nabisco
wanted to move away from animal fat. Many companies
eliminated lard and animal fat from production. Nabis-
co moved to vegetable oil, and that made it possible for
us to certify Oreos. One of the reasons Nabisco wanted
OU certification for this product is that there’s a large
segment of the population which is interested in kosher
— not just Jewish people.

Kosher is not only tied to being Jewish?

You don’t have to be Jewish at all. Being kosher is also
for people who, for example, want to know if there’s any
dairy in a product, because they may be lactose-intoler-
ant. Other religious groups’ dietary requirements dove-
tail with kosher law — for example Halal for Muslims,
and dietary requirements for Seventh-Day Adventists.
There’s also sometimes a conception, accurate or not,
that kosher is a higher standard in terms of quality. Some
consumers also take comfort in knowing that there is a
second pair of eyes checking the plant.

All of these things show how the kosher market has ex-
panded beyond the traditional Jewish market.

Is Kosher healthier or not really?

A Kosher pastrami sandwich and a non-Kosher pastra-
mi sandwich are just about the same with regard to cho-
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lesterol and fat consumption. But again, the thing that
makes some people more at ease is knowing that there’s
an extra set of eyes checking everything. If there’s a real
abnormality in a plant, it may be caught.

In fact, the CEO of Symrise recently told me that his
company determined that when equipment undergoes
kosherization — a special kosher cleaning — it has a lower
rejection rate and it achieves a better consistency, due to
the rigorous cleaning that kosherization entails.

Let’s talk about the organization. You’ve helped
grow OU dramatically. Talk about what trans-
formation means to you?

In order to grow, we had to build the infrastructure.
First, in terms of our setup, we now have about 70 rabbis
working in this office in administrative roles and signif-
icant additional support staff. When I came to the OU,

there were only one and a half such positions in exis-
tence. We had to build an organization, create different
management levels, and be credible to others in terms
of decisions made. And in terms of kosher law, this
meant bringing in people who were real experts in the
field, people of international renown. When people ask,
“Who’s the person you are relying on for this and this
decision?” I could cite those people. As the organization
grew, we had to create an entirely new specialized com-
puter system to manage the expanding kosher demand.

What’s really interesting is you joined the organi-
zation in 1980 and you have really led the organi-
zation and became CEO formally for 37 years. Out
of 750 CEOs I’ve interviewed, I’'m trying to think
of any who have made it 37 years in the position.
If there was anywhere that you gained your inspi-
ration for leadership, where would that be?

The leader that I think about in terms of who epitomiz-
es a leader is Abraham Lincoln.

“One of the qualities about Lincoln and his
leadership, something that we should think
about today in American leadership, was
hus extraordinary humulity.”
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Actually when I look near your desk I see Lin-
coln’s face and a letter below it.

I'm a very big fan of Abraham Lincoln. That’s a letter
that Abraham Lincoln signed himself. Lincoln was pres-
ident during the most difficult time in American history;
during the Civil War, when three quarters of a million
Americans on both sides, North and South, were killed.
No one except for Lincoln could have saved the Union,
and he did it through the quality of his character, the
inspiration of his prose, and his extraordinary manage-
ment ability.

What’s a story about Lincoln that resonates with
you?

I think one of the most remarkable qualities about Lin-
coln and his leadership, something that we should think
about today in American leadership, was his extraordi-
nary humility. Lincoln only had eleven months of formal
education, but he wrote the greatest speeches in Ameri-
can history. Although he was clearly a genius, he always
empowered others to do things as well. His humility is
evident in the Gettysburg Address, where Lincoln says,
“The world will little note, nor long remember what we
say here.” Now, that was a very poor prediction, because
of course, the Gettysburg Address is the most famous
speech in American history. Lincoln captured the es-
sence of America in the two minutes it took him to deliv-
er that speech. That humility marked him in many dif-
ferent ways. After the Battle of Vicksburg, Lincoln wrote
a letter to Grant saying, “When you got below, and took
Port-Gibson, Grand Gulf, and vicinity, I thought you
should go down the river and join Gen. Banks; and when

you turned Northward East of the Big Black, I feared it
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was a mistake. I now wish to make the personal acknowl-
edgment that you were right, and I was wrong.” When
Lincoln finally found the general who had the courage
and the strategic vision to win, Lincoln gave him com-
plete authority and complete support. Grant had many
naysayers, but Lincoln was always there to back him.

I know a lot of people said, “Well, Grant drank a
lot of whiskey.” Lincoln’s response to that was?

His famous apocryphal response was, “Find out what
brand it is; I want to send a barrel to ecach of my generals.”

On the Gettysburg Address, Everett spoke before
Lincoln and he spoke for two hours.

Right, and afterwards in a letter, which meant a lot to
Lincoln, he acknowledged that, “I think that you cap-
tured in your two minutes the essence of the day better
than I did in two hours.”

Talk about your own leadership philosophy.

I'd like to think that what we’ve done here is, first off,
empower the people who work here to take initiative
to achieve their goals, and to create an environment in
which they appreciate that we’re mission-driven, so it’s
not just the business. It’s also about supporting the dif-
ferent programs that the OU 1is associated with. During
Hurricane Katrina, for example, the OU put together
teams of young adults to go down to New Orleans and
help in the clean-up. We collected over a million dollars
to help rebuild New Orleans, and we were credited by
the Clinton Ioundation. We have a letter signed by Pres-
ident Clinton in recognition of the work that we did.
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“I saud to Bull Clinton, “But the Bible tells

us, and scripture tells us in Proverbs, where
there’s no vision, the people penish.” Clinton
said, “You know, I like that line. Ithink 'm

going to use that in my acceplance speech
at the convention.”

Sharing this sense of mission, and also making sure that
what we do, we do with integrity — those are the qualities
that I look for in terms of people working for the OU.

What was the challenge you faced in helping to
build and strengthen the organization, and a les-
son that you learned from that challenge?

One of the challenges that we had was simply keep-
ing up with the growth of the OU and its global reach.
When I first came to OU, most companies were using
domestic suppliers for ingredients. Now, because of the
global economy, we have ingredient source plants all
over the world. For example, an ingredient that’s com-
monly used in many foods is sodium caseinate, which
is a milk protein. Companies were looking all around
the globe, both because of supply and price. After the
Soviet Union collapsed, they started looking to Eastern
Europe because there were numerous communal farms,
organized under the Communist system, with thousands
of cows, where there was easy and inexpensive access
to large amounts of milk, from which sodium caseinate
could be extracted efficiently. But companies then began
looking further, and ultimately the Far East and China
came into play as a dairy protein source. We sent people
at the time to the top of the world, to Tibet, to supervise
the milking of yaks and the production of sodium ca-
seinate from this milk.

You mentioned Bill Clinton before and you actu-
ally wrote a book, “Letters to President Clinton.”

Correct. I became very friendly with President Clin-
ton the first time he ran for president, when he was still
Governor Clinton. I introduced him at an event where I
spoke about leadership. I said that what a leader has to
provide, ultimately, is a vision. President H.W. Bush, in
reaction to a Time Magazine article criticizing him for
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his lack of vision, famously responded in exasperation,
“Oh, that vision thing...” In introducing Bill Clinton, I
cited a verse in Proverbs, “Where there 1s no vision, the

people perish.” Clinton told me, “You know, I like that
reference. I think I'm going to use that in my acceptance
speech at the convention.” At the time, I thought he was
joshing me, but in fact, he did incorporate this verse into
his acceptance speech. If you look back at the speech,
you’ll see that this was its rhetorical pivot and the theme
which he kept coming back to, “Where there is no vi-
sion, the people perish.” From that point on, we started
a relationship and a correspondence about themes of
leadership in the Bible that continues to this day. Ulti-
mately, I collected some of these letters into a book —
and President Clinton wrote the introduction.

People will be surprised to learn that he is extremely fa-
miliar with the text of the Bible. Mr. Clinton is a South-
ern Baptist, and I guess this is an odd couple — the South-
ern Baptist and the Orthodox rabbi!

When you think about the Bible, what is it from
the Bible that you think CEOs could learn?

I'm going to come back to humility again. You don’t
have all the solutions. You’re going to inevitably make
mistakes. As a matter of fact, in the time of the Temple,

“For CEOs, don’t be wedded to a terrble
decision. You have to be flexible, to change
course.”
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if a person committed a sin, he brought a sacrifice.
However, there was a special sacrifice for the leader, and
the Talmud makes a play on words about this. There’s
a verse which states, “When the leader will sin.” But
the Hebrew phrase has a double semantic. It means,
“when,” and it can also mean, “lucky,” or “fortunate.”
The Talmud says, “Fortunate is the nation where the
leader acknowledges his sin.”

That is the attribute of humility. First of all, CEOs should
not be wedded to a bad decision. You have to be flexible
to change course. Different people have different perspec-
tives about things, and you must take that into account. As
a matter of fact, the Bible says in Deuteronomy, that the
king would need an extra Torah scroll to carry with him
all the time, “Lest he feel elevated from all the people.” In
other words, he has to be one of the people.

The other day, we had a delegation from Coca-Cola
here, and one interesting thing I found out was that the
new GEO of Coca-Cola doesn’t wear a suit. He’s very
informal, and he eats his lunch in the cafeteria with ev-
eryone else; he’s one of the people. You have to find the
right balance, you have to listen and to be part of the
people — ultimately, the decision is yours, but you have to
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find the right balance.

Let’s talk about OU and the future. What do you
see the real future of Kosher being?

As I mentioned, the food industry is undergoing rapid
expansion, both in terms of sources of production and
new technologies. So, first of all, we have to go where
the food production is, and grow further in these areas.
This also means that we need to continue to hone the
technology that’s necessary to support this trajectory.
We have pursued this and have created a state-of-theart
digital program, so that our client companies can go on
to their computers and see which kosher ingredients are
available around the globe. We have an enormous inven-
tory of ingredient resources for our clients. This helps
companies locate the ingredients and get information
for virtually any question they might have. Our online
program also provides our clients with instant access to
their letters of certification, 24/7. It is an intensely se-
cure system that has set the standard for kosher informa-
tion technology.

Do you think that digital can positively impact
Kosher?
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Absolutely.

Let’s talk about what your hopes are for how the
world changes over the next few years.

The culture of the OU must combine two components,
the efficiency of a business, and the sense of mission
stemming from our religious and communal interests.
In order for all of us — the human community — to suc-
ceed, we need understanding and to be able to cross
over borders. This is something which is extraordinarily
challenging now in the world. The crises that we have in
North Korea, and in so many different places like Iran,
are very, very frightening. For us to succeed as a human
race, the capacity to understand other cultures and deal
with other people, is important — not only in business,
but equally in terms of human interconnections.man in-
terconnections.

On that note Rabbi Genack, I would like to thank

you. It has been a pleasure having you on The
CEO Forum.

Robert, it’s a pleasure.
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Rabbi Menachem Genack and Robert Retss.
Interview aired: July 02, 2017.

Rabbi Genack has served as the Rabbinic Administrator
of the Orthodox Union’s Kashrut Division since 1980,
overseeing the certification program of some 9,000 food
production facilities in 98 countries around the world. In
addition, he teaches at Yeshwa University.

He s a close disciple of Rabbi Joseph N. Soloveitchik, from

whom he receved ordination and has published nine books
about fewish thought and law.

Rabbi Genack is a member of the Board of Trustees and
Professor of Talmud at Touro College, from which he re-
cewed an Honorary Doctorate in 1998.

He was founding Chairman of NORPAC, a pro-Israel
political action commattee that has grown to be the biggest
pro-Israel PAC in the country.

Rabbi Genack and his wife, Sarah, are proud parents and
grandparents.
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CEO Insight

Which one?

By Nancy May, President and CEO, BoardBench Companies

I doubt that anyone was ever born a lead dog. No matter
how high we’ve risen, at some point in our lives we chose
to follow, observe or learn from someone else. Usually,
we chose someone who we believed had one or more
admirable qualities. But “admirable” doesn’t necessarily
mean it’s a beneficial trait nor that it should be imitated.
Which brings us to the words “brave” and “courageous.”

I recently overheard a discussion about “brave” and
“courageous” business leaders. I had always thought
that they meant one and the same. However, my re-
search proved otherwise. Even experts (and some who
write definitions) conflate them. In fact, they’re really
quite different, which can have serious implications for
those who follow.

Someone who is brave does things that are difficult or
dangerous but shows no fear in such situations. Admirable,
don’t you think?

“Courage,” on the other hand, is a quality shown by
someone who decides to do something difficult or dan-
gerous, even though they may be afraid. More simply:
brave people do tough things because they have no fear;
courageous people do tough things despite their fear.

Followers look to leaders who they believe can get them
somewhere they couldn’t get to on their own. Now, who
would you prefer to follow: a leader who is always brave,
or a leader who shows courage when it’s needed? Before
you answer, consider the following:

Brave leaders charge into the enemy’s guns. Courageous
leaders think it out before advancing.

Students of the Civil War can rattle off the names of au-
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dacious but ultimately incompetent generals who drove
their troops bravely at the enemy’s lines -- usually futilely
and fatally. Some prevailed despite doing so; many did
not. Those generals who looked for weaknesses to ex-
ploit, flanked the enemy, took entrenched positions and
lured their opponents into attacking them (which is pret-
ty courageous), usually came out ahead. Pickett’s charge
is still praised for its audacity and bravery. Others con-
sider it to have been an act of stupidity that led to Lee’s
losing the battle, and ultimately, the War.

Brave leaders defy the odds.
One can think of them as having “pluck” (or moxie, gall,
nerve, daring, etc.).

Courageous leaders study the odds.

They know the job will be difficult and would prefer not
to do it. But in the end, they clench their teeth, move
forward and get the job done. They have an indomitable
spirit, otherwise known as “grit.”

Brave leaders don’t think about failure.
They don’t hate the idea, they just never entertain it.

Courageous leaders always think about failure.
They hate the idea, but they proceed in spite of it.

Brave leaders move forward with confidence.

Often they move with little regard for what’s ahead. They
seem to rely on luck. But, as with Russian Roulette, pull
the trigger enough times and your luck tends to run out.

Courageous leaders assess what’s ahead.

They calculate the odds and then try to improve them.
They move ahead when they believe that doing nothing,
giving up, or giving in can be much worse than failure.



They rely on their wits to get through “hopeless” situa-
tions, and hope for a bit of luck in the process.

In business, bravery, while admirable in the eyes of many,
isn’t necessarily synonymous with morality or good in-
tent. Martin Shkreli, an otherwise extraordinary serial
entrepreneur, CEO and founder of multiple businesses,
displayed outrageous daring by acquiring the license for
and raising the price of Daraprim by 5,600%. He then
went on to mock and taunt the congressmen who hauled
him in for questioning. His pluck and luck ran out when
he acquired a seven-year prison sentence for bravely de-
frauding investors. I'm not sure how many of his follow-
ers got to where they wanted to be.

Another example of overzealous bravery, which per-
sists to this day, can be found in Elizabeth Holmes, the
former darling of the media and world leaders and ex-
CEO of Theranos. Her story is still unfolding, and un-
raveling. Hundreds of her followers, employees, board
members, and investors have yet to recover from their
associations with her.

As for courage in the C-suite and boardroom, PepsiCo’s
Indira Nooyi spent two years fighting off a high-pow-
ered and justifiably feared activist intent on breaking
the conglomerate apart. I’'m not sure what her state of
mind was at the time, but she certainly prepared well
for the fight by ensuring that Pepsi’s business strategy
was sound, aligning her allies including board mem-
bers, management and outside advisors, and building
a strong story for shareholders in case of a proxy fight.
Her tactics showed wit, while her continued resistance
and carefully thought-out negotiating strategy proved
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she had the grit to survive the fight and keep the com-

pany intact.

Bottom Line

For you leaders and aspiring leaders, remember what 1
said before. People follow leaders whom they admire and
trust to help them achieve their own interests. Self-sacri-
fice is rarer than many would want you to believe. Many
people are willing to die defending their homes and fam-
ilies. But few (if any) would do the same for their com-
panies or CEO:s.

People may admire bravery but don’t want to suffer for
someone else’s recklessness. They would rather embrace
leaders who, like them, have fears and doubts, and the
courage to take the best path forward for everyone.

For those who would rather follow: should you follow the
leader who gets ahead through pluck and luck, or the
one who gets there through grit and wit? Choose wisely.
Both may take you to the top with them, but one will be
more willing and likely to lead you off a cliff.

Nancy May, President and CEO of The BoardBench Companies has
been cited in Forbes as one of America’s governance experts and is Host
of the respected Boardrooms’ Best podcast. She has over 25 years expe-
rience as a strategic advisor to high-growth, mid-cap, and Global 100
public and private companies. BoardBench is a corporate governance,
director and CEO succession, and board candidate advisory firm.
BoardBench Companies, LLC

5 River Road, Suite 245, Walton, C'T 06897 USA

Tel: (203) 493.0080 Email: nmay@boardbench.com

www. boardbench. com
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Ignite Positive Change in the World,

and Impact Your Bottom Line.

Buirp A CULTURE OF GOOD
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BUILD A CULTURE
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“I have spent the past 4 decades focused on building great cultures. Culture of Good is
an original concept that is a road map to building a genuine, customer focused culture.”
- Herve Humler, Co-founder and 7-year Global President, The Ritz-Carlton

“Culture is a conversation led by leaders about ‘How we do things right.” Build a Culture of Good will
show you how to begin, shape and drive that conversation and create a world class organization.”

- Tim Sanaers, NY Times bestselling author; former Yahoo! Executive

GET YOUR FREE BOOK!
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Bill Stemper

“It was evident that there were tens of

billions of dollars of market opportunity

being a telecommunications provider.™

The CEO Forum Group selected Comeast
l Business for the 2019 Transformative CEO
Award for Leadershup in the category of Telecommunications for their
vistonary work for large-scale corporations with multiple locations.
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President Comcast Business

Robert Reiss: Let’s start out in 2007. What was
happening?

Bill Stemper: In 2007, Comcast was a cable provider to
residential homes of T'V, internet and phone services. But
if you think about what Comcast had as a resource — fiber
optic services deep into the communities with the coaxial
kind up and down main street. It then went into business-
es or was near businesses. At that time it was evident that
there were tens of billions of dollars of market opportuni-
ty being a telecommunications provider, and we have a lot
of network resources to go after that.

So, in 2006 and then turning into 2007, the decision was
made — let’s start using this and bring telecommunication
services to businesses. The first phase was a small business.
We would provide an internet access speed at the time
maybe up to 10 or 20 megabits, significantly faster than
any competitor. Businesses that were in need of a handful
phone lines and then an important, strong, better internet
connection ... that was a small business. That was the busi-
ness that we are going after.
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President Comcast Business

“With our services being the newest technologies, our services scale, so as you might double
your need, your cost side might only go up by 20%. That would get attention. That would
allow us to have a good discussion aflerwards..”

In 2007 we formed an organization, brought in sales peo-
ple, brought in care people, trained technicians, did all
those kinds of things. Just started to go to market, and our
footprint and Comecast covers 47% of the United States.

47% really. That’s got to be one of the highest
numbers.

It is. It’s a wonderful resource to have. It’s really the largest
coverage of a network footprint of that type of capability
of fiber and coaxial with its speeds. We started that business
and really went after the small businesses. Why? Because a
small business 1s a lot like a complex residential customer.

How does a company like Comcast get their heads
around something they haven’t done before? Busi-
ness to business.

Telecommunications companies go after all size business-
es with all sorts of sophistications, but how do you capture
the hearts and minds of the — at the time — 100,000 Com-
cast employees? And the senior leadership and Board of
Directors? It has got to be believable. Not only was going
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after small business believable and made sense, but it was
a $13 billion opportunity that we hadn’t penetrated.

That’s really all we talked about for the first four to five
years, small business examples I just talked about. As we
started to make good progress and build a brand, and be-
gan to really have that reputation, it was logical to add
much more complicated services that larger, regional busi-
nesses and their CIO always would understand. Signifi-
cantly more complicated than what a small business used.
We started to offer fiber based services, real heavy net-
works between computer centers and headquarters, the
distributions centers. Healthcare being so regional as they
are with all small locations for doctors and outlets. They
have hospitals, they have data centers, they have imaging
centers. Needing all that together is very complicated.

We started to serve those businesses maybe around 2010.
Then in 2015 and 2016, it just started to grow and our
capabilities and skills grew. That’s when we started to
turn and say, “We can really serve now a business with
locations anywhere in the lower 48 states.” Not only with
our footprint, which is richly almost half of the U.S., but




Bill Stemper
1

“The Cloud 1s the source. The location s the
destination, and 1’s how you get between those
two. That’s what we enable.”

in cooperating with other cable companies or telcos. We
could be their service provider as an alternative to the tra-
ditional telecom telephone company.

That’s a big leap from the small companies that
are like the extended families to the Fortune 100s.

Right, but it was a logical way to do it, because we could
go to a small business and they could appreciate our brand
could serve it up. Then when we built that up going to the
larger, the more regional businesses. We had reference-
ability and prove-ability that we could serve their needs.
Then, when you go to a Fortune 100 company, most are
made up of lots of small locations. Some mid-size loca-
tions wherever they are, and then your headquarters and
types of major corporate locations. It just fit together and
was logical, and we were able to follow that road.

Right now you’re a major provider to the Fortune
100 through 500, and at what point did that be-
come a core part of your business?

It was around 2015, 2016 where we felt we were ready and
able to really go in front of GEOs of the largest companies
and have credibility, and have confidence that we could
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President Comcast Business
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bring them a solution that they were never able to get from

the traditional telecom providers. We are really a wireline
fiber and coaxial company. A number of the traditional
telecom providers are really wireless companies. We have
stayed to something that is really core and needed, and that
is high speed, reliable internet or data services into loca-
tions. And yes, they want voice. And yes, they need Wi-Fi.
And yes, they need these other things, but the backbone of
our relationship begins with that data connection.

We saw that we had, again, prove-ability, and it was be-
lievable, so that in a short discussion with the CEO, we
could get their attention and we could then have a proper
discussion and begin to explain who we were.

To a CEO, what was the real message?

You have thousands of small locations that make up
your company. If you’re a bank, if you’re a quick service
restaurant, most industries. That is our bread and butter.
We have made our career and our success by breaking
through and serving a need better than it ever had been
done in a hundred years to small locations. We can do that
for a thousand or tens of thousands of locations through-
out the United States and give you capabilities at a price
point equally important as those capabilities.

Meaning, I grow and I need more bandwidth. I have
more applications. Now I need the infrastructure to grow.
The infrastructure costs more money. Traditionally, if that
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sort of thing doubled, your cost structure doubled. With
our services being the newest technologies, our services
scale, so as you might double your need, your cost side
might only go up by 20%. That would get attention. That
would allow us to have a good discussion afterwards.

If a CEO wants to become involved with Comcast
Business, where would they go?

We have a large organization, sales folks, and we are dig-
itally connected. So, through our website, through me di-
rectly. It’s easy to reach us. We have a great team for the
Fortune 100 that are out there. If you are listening to this
and paying attention to this, we have somebody dedicat-
ed to your business first and foremost. And if you’re not
sure who that is, you call me and I’ll have you there in 10
minutes.

And that is call Bill Stemper at the general num-
ber at Comcast, and we’re not giving away your
personal phone number to 600,000 listeners. You
could go to the Comcast website as well.

Absolutely.

I know you’re very humble and you care about the
team deeply and viscerally. Now you’re working
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“T hunk about the doctors at home who are reading

radiology at might instead of being in the offices,
and the patients that are in these systems and
the experience they have, all the way down to
the TV experience in the room.”

with a lot of different industries. Talk about Taco
Bell.

This whole digital world and internet world and busi-
nesses are trying to make themselves more successful by
how they reach their own customers; this is an exciting
place to work, number one. Everybody is trying to break
through and keep up with their competitors. And if you
take a company like Taco Bell with 6,000 to 7,000 loca-
tions around the United States, just staying there, what
are they trying to do? They’re trying to make themselves
more relevant than any of their competitors. The whole
digital world of mobile ordering and mobile pick up and
things of that sort. All of that can be delivered from the
web, through the Cloud, to these phones. These organiza-
tions are constantly updating and upgrading their menus
and all that goes into how you take a staff and bring them
along, so that the day of launch, they have this perfect.
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“And you allow people to say, ‘It doesn’t make
sense or it makes half sense, but I think. ..” T hen,
more umportantly is, in that moment, wherever it
goes, let 1t take you.”

You’re really a Cloud company?

Yes, absolutely. The Cloud is the source. The location is
the destination, and it’s how you get between those two.
That’s what we enable.

What do you do in healthcare?

You think about a healthcare organization, a hospital
system of dozens, if not hundreds, if not thousands, of
locations often geographically-centric, and how you bring
them together. Fiber optic capabilities between their data
centers and their radiology centers? How the outlets
where the doctors might be located are tied in with high-
speed internet. Think about the doctors at home who are
reading radiology at night instead of being in the offices,
and the patients that are in these systems and the experi-
ence they have, all the way down to the TV experience
in the room. About how Wi-F1 plays in that. Today, it’s
a world of bring your own device, the iPad, the 1Phone,
more, and more. It’s about how we bring all that together
for the users, the patients, the families that are in these
situations. We knit that all together for that system.

The company grew from zero to about an $8 bil-
lion run rate. How would you define your leader-
ship philosophy?

From a philosophical point of view, I'm a big believer
that you need a broad group of people. Nobody can do it
themselves. I like to say from a vision, a belief; a grid, thisis
achievable. I focus a lot in trying to make sure I'm square
there. How you do that, how you pull that off, there’s nev-
er one right way, and there are a lot of wrong ways.

To me, it’s how you build the organization and the team
around you, that they exist for that vision and they them-
selves will be taken care of fine.

When I'm in a meeting, what’s a lot of fun is, I'm never short
of an idea going into a meeting. And I always leave that
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meeting so much smarter; because whatever I might have
thrown on the table or anybody might have thrown in the
table, it got plussed up by this input and added to. It might
have even gotten blown up by this very important point, and
we restarted. We always leave that meeting enthused, ready
to go and we’re all smarter than when we started.

How do you do that?
You do that by allowing it to happen, first and foremost.
Is that just getting out of the way?

Oftentimes it’s saying, “Here’s what I'm thinking. I don’t
know if it makes sense. What do you think?”

And you allow people to say, “It doesn’t make sense or it
makes half sense, but I think ....” Then, more importantly
is, in that moment, wherever it goes, let it take you. If the
organization knows that’s how we make decisions, we’re
not afraid to be bold and combative. We’re not afraid to
plus up. We’re respectful about how we’re dealing with peo-
ple, and we’re relentless at what we’re trying to achieve. You
do that again and again, then people feel comfortable that
way. They don’t mind saying, “Bill, that’s the dumbest thing
you ever said,” and that has happened. I would sure like to
not launch the dumbest thing I ever thought of. So, if you
act that way and practice that way; it just comes out.

I know you’re faith-based, and it’s clear that you
really care about people. Even though I’'m inter-
viewing you here, you’re very humble at heart.

Well, I was fortunate in my upbringing to spend a lot of
time in sales or in service and with the frontline and with
customers. It’s said all the time, the books say it all the time,
but the fact of the matter is, the more you understand what’s
really going on with the frontline, it blows away a lot of the
noise and what’s in the way of making a decision. When
we’re in a room with my colleagues, that’s good. That’s very
effective and 8 out of 10 times, it’s perfect.

So many times you just sort of say, “Wait a second, we
have to get that frontline rep or that frontline care agent
and find what is really going on.” And all the sudden, a
whole bunch of noise just flows away, and you can go right
into a narrower set of decisions. Engaging and having a
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“Somany times youjust sort of say, ‘Waita second,
we have to get that frontline rep or that frontline
care agent and find what s really going on.”™

short string to that frontline is key.

We worked really hard to have as few levels as are prac-
tical between senior leadership and the frontline so that
there are few artificial barriers.

But what’s the future look like to you?

It’s an unbelievably exciting area to be in, and it is really
just beginning. Yes, we’re on the road to $8 billion, but
the market opportunity is enormous. More importantly,
how businesses are looking to use technology, and harness
it, and come up with more ways to use it competitively,
grows that opportunity. And we’re right in the middle of
it. So whether it be the internet connection we bring, the
phone service capability that integrates, you're in the of-
fice, or ’'m on the mobile, or I'm in global travel, it makes
it look like we’re at work.

We bring in Wi-Fi capabilities, so that if you’re in a restau-
rant you have the private Wi-Fi to run your operation,
and you have a great public Wi-Fi for the patrons, so that
you help, first of all, give them a service, but also market
to them and help them. It just is growing with the speeds
that people need for these services. We're fortunate to
have the technology that is just going to stay with it, if not
stay ahead of it.

And there you have it, Bill, a pleasure having you
on the CEO Show.

Robert, it’s nice to be with you.
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President Comcast Business

Bull Stemper and Robert Reiss. Interview awed August 11, 2019.

William R. Stemper serves as President of Comcast Business.
In this role he oversees Comcast’s business services division,
the unit of Comcast Cable that provides businesses of all
sizes with advanced telecommunications solutions, including
Internet, Ethernet, voice, video, and other value-added products
and services.

Named “Ethernet Industry Person of the Year” in 2014 by
the Metro Ethernet Forum, Bill has more than 50 years of
leadership experience and a record of successfully delivering
high-value solutions for business customers.

He previously served as Vice President of Cox Business Services
Jor Cox Communications in Atlanta. Bill also held key executive
positions_for ATS'T Corporation that focused on serving the
needs of business customers in the United States and Europe.

Bull holds an MBA from the Unwversity of Fennsylvama’s
Wharton School of Business and a B.S. in Electrical Engi-
neering from Marquette University. He and his famuly reside
in the Philadelphia area.
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CEO Event GREENWICH POLO CLUB

The Luxury Marketing Council of
Connecticut-Hudson Valley
Celehrates

Family Polo
Day
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Photos from Famuly Polo Day 2019: Top: Robert Reiss, Molly Reiss, Rathryn Minckler, Victoria Lloyd-Williams, and Daisy (Credit: Mimi Nickerson); Left: Emaly Sullivan and Susie
Copley; Right: Kathryn Minckler and Federico Tozzi; Bottom: Craig Trainer; Steve Feldman, Leonard Steinberg, Ron Shemesh, Shelly Tretter Lynch, and Hugh Owens. (Credits: Cara Gilbride

Jor CT C&G)
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The Luxury Marketing Council of Connecticut-Hudson
Valley’s Fifth Annual Family Polo Day, in collaboration
with The Italy America Chamber of Commerce, was
held at The Greenwich Polo Club this summer. Over

300 people attended the event and enjoyed an art show
produced by C. Parker Gallery, an array of seasonal food
and beverage samples and fun children’s activities in ad-
dition to a thrilling polo match that went into overtime.

Kathryn Minckler, Founder and Chairman of The Lux-
ury Marketing Council of Connecticut-Hudson Val-
ley, remarked, “Our Family Polo Day continues to be a
favorite event as we celebrate the luxury of family and
friends as part of fun, unique Greenwich experiences
where members showcase products and services.”

Alberto Milani, President Italy-America Chamber of
Commerce New York, added, “We believe Greenwich
hosts one of the most prestigious polo competitions in
the United States. The Luxury Marketing Council’s
Family Polo Day is getting bigger and better every year.
The Italy-America Chamber of Commerce New York
is proud to showcase Italian excellence, tradition and
sportsmanship with our members.”

“Family Polo Day is a must-attend event every year for
Renovation Angel. It’s a superb place to network with
professionals and consumers in the luxury world,” said
Steve Feldman, Founder and CEO of Renovation Angel.

Lead sponsors of this year’s event included Smallbone
of Devizes and Shelly Tretter Lynch/Compas. Small-
bone of Devizes and sister company Mark Wilkinson
Furniture, the world’s finest kitchen and home-furniture
artisans, hosted the VIP section at the Family Polo Day.

VIP Area Design Services were provided by Grayson De
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Vere luxury interior design.

Media Sponsors were The CEO Forum Group, Con-
necticut Cottages & Gardens and Venii Magazine.

The Luxury Marketing GCouncil is a by-invitation-only,
business-building, revenue generating networking orga-
nization for CEOs and senior sales and marketing ex-
ecutives, that 13 recognized as the global thought leader
in luxury markets. Worldwide, The Luxury Marketing
counts as members more than 1,000 luxury brands, with
some 5,000 CEOs and CMOs.

The Connecticut-Hudson Valley Chapter is located in
Greenwich, Conn. with approximately 70 members,
representing a diverse cross section of leadership in the
luxury market.

The Chapter provides members with introductions and
a private communications platform as well as thought
provoking monthly events, at which marketing alliances,
collaborations and jointly-sponsored partnerships and
collaborations are incubated and facilitated. Experts in
the luxury arena present valuable, relevant, proprietary
research and trend data, and members network with
peers in a setting that encourages learning, collaboration
and the sharing of information and experiences.

Founded in New York in 1887, The Italy-America
Chamber of Commerce (IACC) is an independent, pri-
vate, not-for-profit U.S. CGorporation devoted to foster-
ing trade, tourism, investments and economic coopera-
tion between Italy and the United States.

For additional information, please contact Rebecca
McLean at Rebecca@lmecthv.com.



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.”

Effective Enterprise Leadership by Douglas Haynes
“I’'m tempted to say this book was long overdue, but the truth is that it couldn’t come at a

EFFECTIVE better time. Rich Karlgaard makes a commanding case against the wunderkind ideal, in
ENTERPRISE favor of recognizing that late bloomers often prove to be the most radiant. If you’ve ever
LEADERSHIP

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 1ake.

Life’s Bulldozer Moments: How Adversity Leads to Success in Life and Business
by Donato Tramuto and Chris Black

Donato Tramuto felt bulldozed by life as a child when he lost most of his hearing to an
® | car infection that left him isolated. A succession of tragedies rocked his world, including
a last-minute decision to change his flight out of Logan Airport on 9/11 on the same LA-
bound flight that claimed the lives of his close friends. In this poignant and penetrating
book, Tramuto, a successful health care entrepreneur and global philanthropist, recounts the
.| business and life lessons he learned and shows that adversity can lead to success. He shows
anyone bulldozed by life how to pull themselves out of the rubble, dust themselves off and
" | find meaning and purpose.

Trailblazer: From the Mountains of Kashmar to the Summat of Global Business

and Beyond by Farooq Kathwari

Farooq Kathwari’s extraordinary life began in politically divided Kashmir, where his family
was separated by government decree. He had to leave home as a refugee, helped his moth-
| er survive shock therapy, joined student activists in street demonstrations, and faced down
4 a gun-wiclding security officer — all by the age of seventeen. Forced to become self-reliant,
Kathwari journeyed to the United States, talked his way into a bookkeeping job, and earned a
degree from NYU graduate school. He launched his first entreprencurial venture selling Kash-

miri crafts out of his Brooklyn apartment. When Kathwari’s best customer, the iconic furniture
maker Ethan Allen, needed fresh leadership, he was asked to become its president. He trans-
formed the company and become one of America’s most successful — and admired — CEOs
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A strong finish
requires a strong leader

Leadership is seeking out strength, agility,

and perseverance in others... and then steering
them in the right direction. At Avnet, we keep
the best ideas moving forward, helping you get
tomorrow’s technology across the finish line.

Reach further at avnet.com



Activating the Flow
of Modern Business

— In today’s digital economy, no — Activation drives speed to
asset pool can be static - especially value for today’s CEOs. Aligning
Real Estate. Introducing a new business operations with all
consultancy that combines strategic assets in the global portfolio.
management consulting skills, deep Attracting talent, improving

real estate expertise, and unique customer experience, and
financial structuring acumen to optimizing the P&L and balance
transform passive fixed assets into sheet. Equipping modern CEOs
business engines of growth. to perform their best.

Reach out to us today at
TheActivationGroup.com, or
call us at 212-372-2048 to learn
how we can help you activate
to fuel success.
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