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At JLL, we may deal in square feet but we don’t believe in boundaries. We use our 
experience and market knowledge to increase the value of real estate. To make 
buildings perform better. To help companies find space that drives productivity.

Making smart real estate decisions today can shape the future of your business.  
Let’s plan ahead, together.

We see potential,
not just square feet.
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C
FO Studio is off to an energetic start in 
2016!   This year, we’ll host Executive 
Dinners in New Jersey, Manhattan, 
Philadelphia, Chicago, and San Francisco, 

and in other markets, too.   In March, we’ll launch 
the NJ CFO Breakfast Learning Series, quarterly 
events at which CFOs can earn up to 12 credits 
each year and where our Business Development 
Partners can demonstrate their knowledge.   TD 
Bank, the law firm of Nicoll Davis & Spinella, 
and another firm will share their insights at the 
Breakfast Learning Series.  Additional service 
products are under development and will be 
announced soon.  Our newest partner, JLL, 
promises to bring substantial value to CFOs and 
to CFO Studio.

The CFO Innovation Conference, to be held on 
May 5, 2016 at MetLife Stadium, East Rutherford, 
New Jersey, will be 2016’s most dynamic CFO 
gathering.  We’ll shortly announce our presenters, 
panelists, and partners…an even more impressive 
group than last year!   Some Conference sessions 
will include CPE credits.  After networking at the 
Conference Wine Reception, we will host the CFO 
Innovation Awards ceremony and dinner on the 
50 Yard Line (fingers crossed for great weather!).  
Over 60 CFOs from some incredible companies 
were nominated for awards.  Since my favorite way 
to end an exciting business event is with rock n’ 
roll, join us for the After Party at the Stadium with 
a special musical guest.  You won’t want to miss 
the Conference.  Last year 442 CFOs and senior 
executives attended…we’re expecting a larger 

crowd this year.  
This issue’s cover story on Frank Gumienny, 

CFO of the Philadelphia Eagles, is a great read.  
I hope you enjoy it.  Join us at the CFO Studio 
Reception, March 1, 2016, Galloping Hill Golf 
Course, Kenilworth, NJ, to honor Frank and hear 
his thoughts on the role of a sports industry CFO 
and more.  I am excited to announce that in next 
quarter’s issue, we will publish a cover story on 
David Chambers, CFO of Jaguar Land Rover.  I 
hope you will join us for the CFO Reception 
honoring David, as well.  Visit www.CFOstudio 
.com to register to attend these great events. 

As the U.S. Presidential race heats up, we 
continue to see interesting television and hear 
unusual soundbites…it’s been fun.  Most 
importantly, our country must make the best choice 
in selecting our next President.  The U.S. needs a 
strong, honest, and decisive leader, one who will be 
for the people, who will bring us together again, will 
rebuild what is broken, strengthen and promote our 
citizenry and our industries, fortify our military, 
regain the respect of world leaders, and lead this 
greatest of nations back to its rightful place!

 I look to 2016 with enthusiasm!  I welcome 
your suggestions as to how we might enhance 
the value we deliver to CFOs and to our Business 
Development Partners.   Please email me your 
original CFO-focused articles, or let me know if you 
wish to be considered for a Featured CFO Article.  
Contact me with your ideas at Andrew.Zezas@
CFOstudio.com or at 732 868 0000 x111. 

2016…OFF TO AN 
EXCITING  START!
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March 1, 2015
6:15 pm

The CFO STUDIO 
RECEPTION

Galloping Hill Golf Course
3 Golf Drive
Kenilworth, NJ 07033

REGISTER TO ATTEND:

Visit CFOstudio.com/Reception

BUSINESS DEVELOPMENT PARTNERS

Honoring

FRANK GUMIENNY
Senior Vice President and CFO
Philadelphia Eagles

WE REQUEST 
YOUR PRESENCE 
at an invitation-only reception

http://cfostudio.com/Reception


THE CFO OF THE PHILADELPHIA EAGLES HAS HELPED THE NFL TEAM GROW INTO 
A $2.4 BILLION ENTITY, BY MANAGING FINANCE, OPERATIONS, RISK — AND THE 

TWIZZLERS FOR TAYLOR SWIFT’S DRESSING ROOM

F
rank Gumienny, Senior Vice President 
and CFO of the Philadelphia Eagles 
and Lincoln Financial Field (the 
team’s home turf), can sleep at night 

in spite of the fact that he knows Eagles 
business decisions are sometimes not good 
business. There’s a through-the-looking-glass 
aspect to the role he plays, where keeping 
to a budget is never going to happen, and 
the interests of football will always trump 
concern for the bottom line. 

“We’re not a real business. We’re almost 
a business,” says Gumienny on a recent 
afternoon during the 2015 Eagles season. 
He delivers a similar line to new members 
of the accounting and finance departments 
he oversees. They blink and laugh, but 

Gumienny isn’t joking. The team is solvent; 
the franchise healthy. In fact, according 
to a Forbes Sept. 14 article, “The Most 
Valuable Teams in the NFL,” the Eagles 
rank ninth in worth, at an estimated $2.4 
billion. Apparently good fiscal judgments 
contributed to that standing in the top third, 
but Gumienny says that decisions are not 
always made with an eye to the financial 
benefit. “We don’t make the same decisions 
you’d make if you were running a business 
because we’re also running a football team.”

A player might need a knee brace — like 
former quarterback Michael Vick, who 
sustained a knee injury during the 2012 
season — and a brace can cost $50,000, says 
Gumienny. “It was never budgeted for, never 

contemplated that we were getting it, but if 
we believe it can help us win, we order it.”

Gumienny says unanticipated spending 
requests “happen every day.” Last September, 
Pope Francis arrived in Philadelphia, causing 
the Eagles’ game plans to change. The team 
was scheduled to be out of town, playing 
the New York Jets that Sunday at MetLife 
Stadium in East Rutherford, NJ. Traffic 
in and around Philadelphia, however, was 
forecast to be snarled all weekend because 
of the Pope’s visit, so the Eagles turned 
Thursday into a travel day, staying away 
from home three nights, and incurring 
two nights’ unbudgeted travel expenses. 
“Thanks to the Pope, we won the game,” says 
Gumienny, though the balance sheet needed 

  -  BY JULIE BARKER  -
  Photography by David Yellen

COVER   STORY

View
Eagle-eye

8    WWW.CFOSTUDIO.COM      Q1/Q2  2016

http://www.cfostudio.com/


Q1/Q2  2016      WWW.CFOSTUDIO.COM       9

  -  BY JULIE BARKER  -
  Photography by David Yellen

View
Eagle-eye

Frank Gumienny, Senior Vice President and 
Chief Financial Officer, the Philadelphia Eagles 

and Lincoln Financial Field, presides over a 
lucrative NFL franchise
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More Complexity, More
Opportunity
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“People say to me, ‘You 
work for the Eagles,’ 

and I say, ‘No, I am an 
Eagle,’ ” says Frank Gumienny, 
describing his pride in the 
team and in his CFO job.

This is his 18th season 
with the Eagles. He joined the 
team in December of 1997 
when it played at city-owned 
multipurpose Veterans Sta-
dium and practiced on a small 
grass field in the parking lot 
of the Vet. The Eagles built a 
practice facility in 2001, the 
Novacare Complex, which at 
the time “set the standard for 
practice and rehabilitation 
facilities in the NFL and other 
leagues,” according to Behind 
the Box Score, a book by Rick 
Horrow and Karla Swatek. 
The complex housed all the 
business operations as well 
as the team operations, and 
was the first NFL practice 
facility to get a naming rights 
deal. That deal was worth $60 

million over 25 years, Horrow 
and Swatek write.

The Eagles got much 
bigger two years later when 
they built Lincoln Financial 
Field, a $600 million stadium. 
Of course, the team did not 
foot the entire bill for the 
construction. Like most sports 
stadiums, the facility received 
some public funds ($256 
million, according to the 
Pennsylvania Independent) 
and from Lincoln Financial’s 
21-year purchase of naming 
rights (valued at $140 million, 
says the Independent). 

A limited partnership owns 
both the stadium entity and 
the team. Gumienny says 
that prior to 2003, the role 
he oversaw was “like a 
bookkeeping operation. The 
numbers have exploded since 
then.” His financial oversight 
responsibilities include 
upgrades to the stadium and 
its daily operations. 

redemption.
“In most businesses people are held 

accountable to their budget, whereas 
here, if I said that I was going to be a 
million dollars over budget, but we won 
all 16 games, everyone would be totally 
happy,” says Gumienny.

Because the organization is not really 
a business, the unbudgeted items get 
dealt with so they don’t weigh down the 
debits side of the ledger (“We just hide 
it”). All joking aside, he knows there will 
be income to cover unbudgeted costs, 
as he has a few ways to replenish the 
coffers (some examples follow). On the 
stadium side of the business, Gumienny 
can deal with fiscal probity.

Gumienny, 43, started his career 
at Price Waterhouse and became the 
Eagles’ first-ever CPA when he was hired 
in 1997. He worked his way up from 
accountant to controller to director of 
finance, and took the chief financial 
officer spot in 2012. Besides accounting 
and finance, he oversees human 
resources, ticket sales, IT, guest services, 
and merchandise.

Sellout Crowds
As to those coffers that need refilling: 
The Philadelphia Inquirer reported on 
June 17, 2015, that Taylor Swift, the 
25-year-old country music superstar 
from Wyomissing, PA, filled Lincoln 
Financial Field “with 50,000 of her 
closest fans in the first of back-to-back 
sellout shows.” Actually, the person 
who filled the stadium was Gumienny, 
who negotiated the terms of Taylor’s 
appearance, even dealing with Taylor’s 
parents and her management team. 
He books all the concerts and events 
at Lincoln Financial Field, called “the 
Linc” by locals.

With just 10 Eagles home games 
each season (up to 12 if the team makes 
the playoffs), Gumienny is always on 
the lookout for other events to bring 

spectators to the multimillion-dollar 
stadium. He has booked Swift, who has 
performed at the Linc five times, and 
country music singer-songwriter Kenny 
Chesney, who has sold out the venue 
seven times. He books crowd-pleasing 
soccer games featuring Real Madrid, 
Manchester United, and the U.S. men’s 
and women’s national squads. He brings 
in monster trucks, and in 2015 for the 
first time, the Marvel Experience, an 11-
day superhero carnival enhanced with 
virtual reality — a big hit with kids and 
their parents.

Some of the bookings come through a 
partnership with LiveNation, a producer 
of live events. Others, “we go after,” he says. 
With some acts, it’s necessary to guarantee 
the artist a certain amount of revenue. The 
ticket price is a matter of negotiation, and 
so is the split between the artist and the 
stadium. “Every kind of event is a little bit 
different” and has a different cost model, 
says Gumienny. Besides the talent, there’s 
the cost of constructing a stage, which 
he looks to amortize by booking acts on 
consecutive days. 

Gumienny would like to have the 
stadium full every night, “as long as it 
doesn’t interfere with football.” 

Making Money with 
Football
The Forbes article on NFL valuations 
reports that one of the teams’ biggest 
revenue sources is broadcast television 
rights, worth $4.4 billion last season, 
split evenly among the 32 teams. But 
when Gumienny talks about how money 
is made by the Philadelphia Eagles, he 
stresses something the fans bring to 
the game. “Our business is all about 
passion,” he says. “We’re lucky enough to 
have an industry that people are super-
passionate about.” 

Most of the team’s tickets are sold on 
an annual basis, with very few single-
ticket buyers. Translation: Philadelphia’s 

COVER   STORY
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Frank Gumienny, 
CFO of the 

Philadelphia 
Eagles, manages 
risk for the 
team and for the 
stadium, Lincoln 
Financial Field. 
On the team 
side, the one big 
risk-associated 
cost is workers’ 
compensation 
insurance. 

One challenge 
with workers’ comp 
is that state laws 
are not aligned. 
California, for 
instance, leans 
toward favoring 
employees. So, if 
a game is played 
in San Diego and 
an Eagles player is 
injured, he could 
file his claim in that 
state and potentially 
get a better 
judgment than in 
Pennsylvania.

Another risk, 
cybersecurity, is 
similar to what 
many other large 

businesses face 
when they collect 
and store a lot of 
credit card data. 
“We’re very vigilant 
in maintaining our 
PCI compliance,” 
he says, referring 
to the Payment 
Card Industry data 
security standards. 
“ And we make 
sure firewalls and 
protections are 
kept up.” 

On the stadium 
side, Gumienny 
says he has claims 
adjusters on site 
for most games 
and events in case 
there’s a slip-
and-fall incident 
involving a ticket 
holder. A claims 
adjuster will 
“get it properly 
documented with 
pictures,” says 
Gumienny. “ A lot 
of things could 
happen when 
you have 70,000 
people in one 
place at one time.”

fans are passionate and loyal. While some might 
think that gives the team a pass on trying to 
connect with supporters, Gumienny has a different 
take: “Luckily for us, we get to spend most of our 
time and effort trying to make those people happy 
and making sure they feel very valued.”

He says: “We’ve gotten the whole 
organization to understand that that connection 
is super important, and that this is what really 
fuels our business.” He is interested in anything 
that helps fans and the team connect. The Linc 
got a major renovation when it turned 10 in 
2013, and among the upgrades, management 
installed Wi-Fi throughout and high-definition 
video boards, including two that are 27 feet tall; 
of those, one is 160 feet wide and the other, 
192 feet wide. The additions cost $139 million, 
but they mean that in-stadium fans can watch 
the game on a second screen, while following 
Twitter and fantasy team stats, and messaging 
friends. (A big screen will also attract sponsors 
looking for premium positioning.)

“If [fans] feel connected and they love the team 
as much as we do, they’re going to come,” says 
Gumienny. He describes a passionate season-
ticket holder who will never give up his or her 
seat, because being a fan and going to the games 
is not just what you do, but who you are. “If you 
never give up your seat, we’ll have a full stadium. 
And if we have a full stadium, that maximizes our 
revenue from a ticketing perspective.”

Merchandise sales are another revenue source 
that can offset unanticipated expenditures 
related to the players and team. There’s a 
direct but unquantifiable relationship between 
putting money into a knee brace and improved 
performance. Likewise, a direct relationship exists 
between team performance and merchandise sales: 
If the team’s performance remains hot all the way 
up to holiday time, merchandise sales can easily 
exceed forecast numbers; and if the Eagles make 
the playoffs, merchandise sales will go higher still. 
The team has made the playoffs 10 times since 
Gumienny arrived in ’97.

As a CFO as well as a fan, Gumienny is living 
on hopes of making the playoffs — both as a 
means to offset costs and because he loves to win. 
“Making money is not the primary driver. To 
most owners and people who run teams, winning 
is more important,” he says.

Engagement on Personal and 
Team Levels
“We look at ourselves as Philadelphia’s team,” 
says Gumienny, who grew up in northeast 
Philadelphia and attended nearby St. Joseph’s 
University. The divorced father of a 12-year-old 
son and a 14-year-old daughter, Gumienny is 
engaged to be married. He credits his late father 
for his work ethic. “[My father] pushed me really, 
really, really hard to show me what it’s like,” 
says Gumienny, who regularly works as long as 
necessary to get the job done. His father’s family 
was in the concrete business, but “he pushed me 
because he wanted to make sure I went to college 
and did well.” Done and done. 

Engagement, in the business sense, is 
understood and embraced. NFL teams are fairly 
sophisticated at using social media. About five 
years ago, the team invested in a new method 
of meeting fans offsite: merchandise stores. 
The first one opened in 2004 at the Rockvale 
Outlets in Lancaster, PA; a second one opened 
in Cherry Hill, NJ, about two years ago. Not 
only do the stores bring in revenue, but they’re 
great venues for fan engagement. “We do events 
out there, sending some players there from time 
to time with our mascot and cheerleaders,” says 
Gumienny.

The Eagles organization has made connecting 
with fans central to its culture, even providing 
Disney Institute training for department heads.  

“If we do all the engagement and connection 
with fans right, the financial stuff takes care 
of itself,” says Gumienny. “It really does. If the 
people love the team and every week come out 
and are passionate, we fill the stadium.” And that’s 
not only good business; it’s good for football. C

Every quarter, beginning in March 2016, the CFO Breakfast Learning 
Series, with CPE credits. Reserve your seat at www.cfostudio.com 

Risk Management

+
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FEATURED CFO

EFFICIENCY 
DEFINED

HOW SCHINDLER ELEVATOR’S CFO HELPS THE ENTIRE 
ENTERPRISE MOVE FORWARD

BY MARTIN DAKS

A
s CFO of Morristown, NJ–based Schindler Elevator Corporation — the 
largest legal entity of the Schindler Group, a 54,000-employee, Swiss-based 
global mobility provider with about $9 billion ($US) in annual sales — 
Michael Bickel has responsibility for U.S. strategy and other initiatives, in 

addition to budgeting and financing. But Bickel sees himself as a weatherman.

http://www.cfostudio.com/
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“Being a weatherman involves studying the 
global corporate climate, from the economy to 
competitors to politics,” Bickel explains. “Then 
you relate this awareness to your company, and 
determine how it may impact your business 
and what proactive steps you can take to keep 
your company on top.” 

He says that an effective CFO focuses on six 
core areas. Bickel’s Six Core Components of 
Effectiveness include:
1. Watching the weather
2. Fulfilling a leadership role
3. Seeking marginal profit opportunities
4. Signing on as a “front-line player” who supports 
front-line staff
5. Acting as “copilot” to business unit leaders
6. Embracing the role of internal ambassador.

As a leader, a CFO has to drive strategy and 
chart a course, even as he or she solicits and 
considers advice from other team members. “It’s 
also very important to identify, challenge, and 
overcome obstacles,” Bickel says. “You cannot be 
effective by standing behind others and simply 
following them.”

Instead, an effective CFO will get all the key 
players involved in the business processes, helping 
them to see how their individual contributions will 
help the entire enterprise to move ahead. Bickel 
says this copilot approach calls for a willingness to 
share responsibility when appropriate, a method 
that is 180 degrees removed from a “silo” mindset, 
where the CFO hordes information and hinders a 
company’s ability to operate effectively.

An engaged CFO also seeks out new data, and 
is willing and able to understand and translate 
it into meaningful information, he adds. “All 
six Components of Effectiveness should be 
considered as integral parts of a comprehensive 
approach that yields efficiency and results.”

A Solid Foundation 
Before a CFO can mount that kind of six-pronged 
management approach, he or she needs a good 
foundation that includes a bottom-to-top 
understanding of the enterprise. In Bickel’s case, a 
unique background was extremely valuable.

“I literally learned about Schindler from the 
ground up, beginning by helping to install an 
elevator in my first month working for Schindler 
Switzerland, where I was very close to the 
branch, as well as factory shop floor operations, 
throughout my daily work as internal auditor,” 

he recalls. “It’s a very practical way to gain 
experience.”

A Swiss native, Bickel holds a Master of 
Economics from the University of Berne, is 
a Certified Financial Analyst, and graduated 
from the Advanced Executive Program at 
Northwestern University’s Kellogg School of 
Management. He got his first work experience in 
a pump engineering company, cofounded with 
his brother, Thomas. 

“But I wanted to learn more, so in 1997 I 
joined the management training program at 
Baloise Insurance, where I got involved in 

strategic project management, M&A, and other 
activities,” he says. “Later, I went to Ernst & 
Young’s Swiss practice, where I learned a great 
deal about enterprise-wide risk management, 
financial advisory, audit and attestation, and 
sales and client relationship activities. I enjoyed 
working for different multinational clients abroad 
and gained experience and insights into critical 
success factors, as well as best demonstrated 
practices across multiple industries.”

At Ernst & Young, Schindler was one of his 
internal audit clients; so in 2005, Bickel hopped 
across the ocean to become Schindler’s Head 
of Internal Audit North America, managing 
all internal audit, risk, and compliance-related 
activities for Schindler North America’s U.S. and 
Canada operations. He also developed strategic 
audit plans, supervised and executed field audits, 
addressed critical company-wide issues, and 
ensured proper corrective actions were taken 
when needed.

“My audit responsibilities included spending 
a lot of time in field operations, where I got a 
wall-to-wall look at the business and learned about 
Schindler firsthand from the branch level up,” 
Bickel relates. 

He soon rose to become Lead Area Controller 
for Schindler’s Americas Zone, responsible for 
10 group companies with more than 10,000 
employees. He also worked closely on operational 
and strategic activity with Schindler’s former CEO 
Americas Jakob Zueger, along with individual 
company leaders and unit-level CFOs. Bickel also 
directed the Americas Zone’s financial planning 
and budgeting activities, recommending process 
improvements, training key finance staff, and 
assisting with a variety of operations, including 
a key profit-enhancing project and an important 
cross-border M&A. 

Advice 
for CFOs

A CFO who wants 
to help drive 

a business must 
properly manage 
the following four 
key elements, 
according to 
Michael Bickel, 
CFO of Schindler 
Elevator 
Corporation:
1. Plan three years 
out. “Identify the 
ultimate goal 
of the company 
and the key 
business drivers, 
and develop a 
three-year plan to 
work closely with 
the CEO and the 
Board of Directors 
to achieve those 
goals.”
2. Be effective 
as a leader and 
influencer. “ Act as 
a copilot, planning 
from the ground 
up with business 
units, front-line 
employees, and 
others so everyone 
is aligned. But also 
be prepared to 
inject yourself to 

provide direction.”
3. Build up a 
strong team. “This 
is particularly 
important when 
a CFO works in a 
different culture, 
like China. Think of 
it as a journey: Get 
the right people on 
the ship, put the 
people on the right 
seat, give them 
clear direction 
where to drive, 
and have fun 
together during 
the journey.”
4. Don’t neglect 
the core finance 
concerns. “Tasks 
like year-end 
closing, the audit 
function, internal 
control framework, 
collection and bad-
debt management, 
net working 
capital, treasury, 
tax management, 
payroll, and 
insurance are all 
important. Finance 
is a key area, and 
if the basics are 
left unattended, 
the whole 
operation can 
quickly sink.”
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“I co-led a significant service business 
project (“project step”), which increased 
Schindler USA’s service margin by about 
5 percent,” Bickel recalls. “We developed 
detailed benchmarking against our major 
market competitors with regards to issues 
like service model/planning, methods, tools, 
contracts, and metrics.”

As a result of the study, Schindler USA was 
able to slice $35 million of costs from 2010 
to 2012 by reducing the number of service 
technicians from about 1,700 to about 1,500, 
with no productivity loss. 

He was also co-leader of due diligence in the 

2010 acquisition of Compania de Servicios 
S.A., a dominant Colombian company 
that designed, manufactured, installed, and 
maintained elevators and related products. 
“The acquisition of Compania de Servicios 
S.A. gave Schindler E&E [elevator and 
escalator] market leadership in Colombia,” 
Bickel notes.

In 2011, Bickel officially moved into his 
first CFO appointment, serving a three-year 
tour of duty in Shanghai as CFO of Schindler 
China, the Group’s second-largest business, 
with more than 5,000 employees.

The promotion made him responsible for 
all of the financial operational activities in that 
unit, from accounting and reporting to IT 
and finance projects. “I was a member of the 
Board of Directors of Schindler China, and I 
had oversight of the Finance department along 
with an IT team of more than 80 persons across 
multiple locations in China,” Bickel says.

During his time there, Bickel was 

instrumental in doubling the unit’s operating 
revenue. He started by establishing a three-
year growth and profit plan with specific target 
numbers that let everyone know their goal, 
and followed up by instituting reforms with a 
focus on improving new-installation sales and 
cost reductions.

“We took steps to gain market share 
by launching new products designed and 
built in China for China, and increased the 
geographical coverage through accelerated 
branch expansion and by setting up a 
professional key account management,” he says. 

Bickel also bolstered the bottom line with 
a strong focus on reducing product costs 
by implementing a fully dedicated cross-
functional cost leadership team that pays 
particular attention to supplier negotiation, 
product design changes, and state-of-the-art 
production processes. The team also optimizes 
subcontractor costs with new installation 
methods and drives bad-debt management 
and accounts receivables collection, Bickel 
says. “My experience is that net cash must 
always support the profit trend; otherwise 
there is an issue. For example, ‘figure play’ [a 
reference to accounting methods that may 
boost reported profits even though cash flow 
is actually decreasing]: I was driving this 
area very hard in China. We also introduced 
improved finance and controlling tools to 
identify key profit drivers in each product line, 
so we always knew where we were and what 
we had to drive.”

Bickel also facilitated, without business 
interruptions, one of China’s first cross-district 
mergers, between Schindler China and 
Suzhou Schindler Elevator Co.

All of which helped to prepare Bickel for 
his move to Morristown, as CFO of the North 
American division.

Setting and Reaching Goals 
“Finance guys are typically risk averse, but if 
you want to move ahead, you’ve got to take 
some reasonable chances,” he says. “Instead of 
being defensive all the time, and just looking 
for ways to shield the company from the 
downside, you must be able to identify upside 
opportunities and ask yourself how we can 
take advantage of them.”

He’s currently working on a key project 

that is designed to increase Schindler USA’s 
earnings before interest and taxes by 5 percent 
within two years.

The strategy includes pricing initiatives, 
enhancements to Schindler’s supply-chain 
performance, the reduction of profit variability 
among branches with customized business 
priorities, and 80 percent benchmarking. 
The initiative also features improved new-
installation and modernization execution 
approaches, and increased service margins 
through disciplined cost management, details 
Bickel. As he executes, Bickel continuously 
draws on his six Components of Effectiveness 
management paradigm (page 13).

But he’s also looking at de-risking the 
tax-qualified employee pension plan, and 
improving front-end-related processes and 
controls, while driving product liability 
exposure and implanting cost efficiencies 
across the enterprise. That will involve 
eliminating redundant or non-value-added 
roles, replacing underperforming individuals, 
and centralizing some roles that are currently 
held by field operations (and vice versa),  
he adds. 

“Other areas I’ll be working on include 
revising our accounts receivable processes 
and policies to more fully align sales 
representatives with A/R and to automate 
upfront client payments prior to dispatching 
service technicians to callbacks not explicitly 
covered by contracts; and implementing 
the global SAP platform in Schindler USA,” 
Bickel reports. “To successfully implement 
these and other projects, I engage very 
actively with other departments, and 
together we support the entire business, from 
the front lines on through. It’s a constant 
evolution.”

Bickel says it is his “mission” to make 
the business more profitable. “To do this, 
regardless of which company you work for, a 
CFO has to understand challenges from the 
business unit point of view, and has to be able 
to integrate those needs and goals into the 
overall corporate strategy. It’s good to know 
what’s going on at the ocean level, as you can’t 
be steering the wheel all the time.”

It’s all part of the CFO-as-weatherman 
approach, figuring out which way the winds of 
the marketplace are blowing. C

FEATURED CFO

Notable buildings using Schindler elevators include the 
White House and Orlando International Airport
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RETAIL STRATEGY
CREATING A STRATEGIC PLAN AND SELLING IT TO STAKEHOLDERS CAN BE A 

COMPLEX YET REWARDING PROCESS 

BY JULIE BARKER

I
n 2012, Ulta Beauty, a retail business 
carrying everything beauty-related — from 
mass cosmetics to high-end  
anti-aging creams and services for hair, 

brows, and skin — had come to a fork in the 
road, according to CFO Scott Settersten. “We 
were executing well in areas to drive revenue 
growth, such as building new stores and 
adding exciting new products, but we had not 
taken a holistic view of what investments in 
people, process, and systems would sustain 
those revenue-driving tactics and a healthy 
business over the long term.”

Settersten, who had been with the company 
since 2005, was appointed Acting Chief 
Financial Officer in October 2012, when the 
CFO resigned. Settersten got the CFO job 
permanently in March 2013. The CEO’s office 
was also in transition that year; current CEO 
Mary Dillon came aboard that July. So, late 
that year, the new leadership team undertook 
to create a long-term strategic plan.

Investor expectations did not necessarily 
align with “how the business was actually 
operating,” nor with “what we thought we 
really needed to do to support the long-term 
health of the company,” says Settersten.

The Process
Rather than bring in a consultant like 
McKinsey or Bain to direct, develop, and 
craft a strategy, Bolingbrook, IL–based Ulta 
Beauty developed its own hybrid model with 
a small internal strategy group that reports up 
through Finance. They brought in a third party 
to help facilitate the strategy development 
with the senior team at various touch points 
throughout the process. “Senior management 
was going to own the strategy-development 
process, because at the end of the day, we 
were the ones who would have to implement 
it,” says Settersten. “As a leadership team, we 
needed to better define What is Ulta Beauty? 
What do we stand for? What are the strengths 

and weaknesses of our business model? Then 
we needed some external subject-matter 
experts to help us think about competition, 
our positioning in the marketplace, what the 
future of retail and beauty might look like from 
a guest [Ulta Beauty’s term for customer] 
perspective, and how consumer expectations 
might also change.” 

Brand partners spoke to the group about 
the beauty category and the competition and 
where they saw future growth levers. Other 
subject-matter experts helped the group think 
through real estate strategies and how to meet 
guest expectations on the e-commerce side. 

The company had been growing rapidly for 
many years, both through opening new stores 
and e-commerce growth of 40 to 50 percent 
each year. “You’re so focused on managing 
the day-to-day business to support the high 
growth that you don’t often have time to sit 
back and think about the future. At the same 
time, we had made certain assumptions about 
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business drivers that had never been formally 
tested,” says Settersten.

For example, Ulta Beauty’s now roughly 
875 stores include full-service salons, and 
provide brow and skin services as well. “We 
had theorized that guests using our service of-
ferings were our most valuable, because of the 
repeat nature of the service business and the 
retail product attachment. But we didn’t fully 
understand how much each guest spent at 
Ulta Beauty on an annual basis or exactly what 
types of products they purchased. We also 
wanted to determine what percentage of our 
guests used our services and what we could do 
to get more of our loyalty members to try our 
services — a huge opportunity.”

The strategy group led the leadership 
team through a fact-finding exercise, which 
included a review of historical operating 
metrics and a deep dive into Ulta Beauty’s 
data-rich loyalty program. Then Ulta Beauty’s 
financial planning and analysis (FP&A) 
team, which also reports to Settersten, got 
involved, gathering future-looking data from 
the business units. “We believe it works best 
for us to have the linkage between strategy and 
FP&A under the Finance umbrella,” he says. 
“You eliminate confusion and inefficiencies 
when everyone is using the same numbers and 
metrics, and it makes it much easier to link 
past performance with future financial targets.”

Finally, with the strategy group facilitating, 
senior leadership created six “strategic 
imperatives.” These spelled out what future 
growth would depend upon, from acquiring 
new guests and deepening loyalty with existing 
ones, to investing in infrastructure to support 
growth. And then the team agreed to a timeline 
to communicate the strategy to its stakeholders.

Countdown to Investor Day
“During the one-year-plus window, job  
No. 1 for me, the CEO, and our Vice 
President of Investor Relations, was 
to manage investor expectations,” says 
Settersten. “Oftentimes the word ‘investment’ 
carries a negative connotation to investors, 
especially when the company’s share price is 
based on a high earnings multiple.”

In each of the quarterly earnings calls and 
in meetings with investors during this period, 
the company fielded questions about the type 

of investments needed, how much they would 
cost, and what the implications were to the 
long-term financial guidance. “We can’t share 
that with you until we complete the strategy 
work,” Settersten told them. He promised that 
the leadership team would announce the com-
plete financial picture at an Investor Day in the 
Fall of 2014 — the company’s first such event. 

Some of the investments would be 
large, such as the cost to reengineer Ulta 
Beauty’s supply chain, including several new 
distribution centers with IT systems to help 
the company better forecast and more rapidly 
replenish the more than 20,000 products it 
stocks in each of its stores. These investments 
would involve, too, large down payments, so 
there would be short-term deleverage in the 
profit-and-loss statement in order to capture 
long-term operating efficiencies. 

“We were concerned with how investors 
would react,” says Settersten. “Of course, 
we believed the good news was that these 
investments would improve the guest 
experience and make us a stronger and more 
profitable business over the long term.”

Ulta Beauty’s Board of Directors was  
uneasy too. (See sidebar at right to learn how 
Settersten worked to calm their fears.)

With management and the Board aligned, 
the investor communications were finalized. 
The Investor Day was held in Chicago in  
October 2014, and management’s 
presentations, including Settersten’s summary 
of investments, benefits, and long-term 
financial outlook, were well received. Wall 
Street’s response was very positive. The 
verdict? Ulta Beauty’s growth story was strong 
and clearly communicated.

Ulta Beauty’s stock price soon reached 
all-time highs. Recently the company’s stock 
price was in the $185 range, which Settersten 
attributes to the team’s successful execution 
against a well-constructed and -communicated 
long-term strategic plan. 

Meanwhile, he and his team have quickly 
refocused on ensuring the strategy process 
becomes part of the company’s day-to-day 
operating activities and now are engaged in a 
long-term strategy refresh. Ulta Beauty, thanks 
to the exercise of creating a long-term strategic 
plan, has a good sense of what it takes to be 
effective in 21st century retailing. C

The Board 
Is Intimately 
Involved
Ulta Beauty’s CFO Scott 
Settersten says that 
ensuring the Board of 
Directors understood 
management’s 
strategy-development 
process and what 
management viewed 
as the necessary 
long-term investments 
required to sustain a 
healthy business was 
both the most important 
element of the strategy 
work, but also one of 
the most challenging. 
With nine directors, 
there was a wide range 
of experiences and 
perspectives on how 
investors would react, 
and how Ulta Beauty’s 
future growth prospects 
might be viewed. 
Further volatility in 
the stock price, which 
had recovered to about 
$90 from a plunge to 
$70 on the day the 
former CFO gave notice, 
was a shared worry. 
Settersten and the 
senior leadership team 
worked hard for many 

months to ensure the 
Board was comfortable 
with management’s 
long-term financial view 
and the messaging to 
investors.

“ As the CFO, you’re 
at the epicenter of 
all of these activities 
as you’re the person 
who understands the 
business, numbers, and 
investor perceptions 
best, and the Board 
is looking to you for 
comfort: ‘Scott, is this 
reasonable?’ ‘Where 
are the investment ben-
efits?’ ‘How much risk is 
assumed in the plan?’ ”  
And he understood their 
point of view. 

“The last thing we 
wanted to do was over-
promise and under-
deliver,” he says.

Settersten believed 
in his numbers, though. 
Investment being the 
key element of busi-
ness strategy, he had 
carefully considered 
how to allocate capital 
in order to drive top-
line performance and 
capture the benefits 
outlined in the six 
strategic imperatives 
over the long term. 

“ Find more peer-to-peer insights and interviews on our website www.cfostudio.com
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 RAISING CAPITAL
DESPITE CHALLENGING TIMES

IMMUNOMEDICS CFO PETER PFREUNDSCHUH HAS A KNACK 
 FOR FINDING FUNDING IN ANY MARKET

BY MARTIN DAKS

P
eter Pfreundschuh, 46, is the Chief 
Financial Officer of Immunomedics, 
a Morris Plains, NJ–based clinical-
stage biopharmaceutical company 

that develops antibody-based products 
for the targeted treatment of cancer, 
autoimmune diseases (including Lupus 
and Rheumatoid Arthritis), and other 
serious diseases. He’s the kind of CFO who 
can juggle multiple responsibilities while 
maintaining a laser-like focus on lifeblood 
targets of any emerging growth biotech 
business, like raising and managing cash to 
achieve the target end goals.

Pfreundschuh is not a one-hit wonder. At 
Immunomedics and other companies across 
a string of industries, he has successfully 
closed more than $500 million of corporate 
financings, initial public offerings, debt 
refinancing, and other private placements.

“My primary focus is financing and 
business development, but a significant 
part of my job involves building 
relationships,” says Pfreundschuh, who 
joined Immunomedics in September 2013. 
This kind of duality has played a big role 
in the company’s growth, and has also 
been a significant component in his own 
professional development.

Immunomedics, for example, started 

out strictly as a diagnostic company many 
years ago — developing imaging and other 
products — but about 10 years ago the 
company revised its focus to concentrate 
primarily on antibody-based therapeutics. 

“It can be a long path to develop and 
commercialize therapeutics, and you 
need a tremendous amount of capital,” 
Pfreundschuh notes, adding that the 
process of moving products from research 
and development through clinical trial is 
a winding path that can eat up funds at a 
staggering pace.

So it’s no surprise that Pfreundschuh 
has spent a considerable amount of his 
time helping Immunomedics to tap the 
capital markets, an effort that involves a lot 
of due diligence, a sharp eye on regulatory 
compliance, and a lot of face-to-face 
communication to help build trust.

“In May 2014, we had a successful capital 
offering that raised about $35 million,” he 
explains. “In that same year, at the annual 
meeting, shareholders approved a new 
shelf offering that gave us the ability to 
float a $100 million convertible debt to 
equity offering, which was completed in 
February 2015. This kind of funding enables 
Immunomedics to continue the drug 
discovery and commercialization activities 
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that are vital to the company’s long-term future 
and success.”

Pfreundschuh says the 2015 debt offering 
was underpinned by relationships with two 
well-known investment banks: Goldman Sachs 
and Jefferies. “We had a preexisting relationship 
with Jefferies that was reinforced by this second 
financing, but we also had to help build the initial 
relationship with Goldman Sachs.”

He started the “getting to know you” dance 
right after joining Immunomedics; meeting with 
Goldman Sachs’ investment bankers and giving 
them an in-depth look at the company and its 
prospects.

To Capture Attention
In order for Immunomedics to float these kinds 
of offerings, “You have to know a great deal 
about your own business and its relationship to 
the capital markets,” he says. “But at the same 
time, you have to be a bit of a generalist, since 
you want to cast a wide net for investors, beyond 
specific biotech investors. You want to be able to 
capture the attention and interest of funds and 
other sources as well.”

During a career that has spanned about 
two decades since earning an MBA with a 
concentration in finance from Rider University 
and a BS in accounting from Rutgers University 
School of Business, Pfreundschuh has developed 
a lot of experience through his involvement in 
multiple capital-market financings.

Still, the September 28, 2008 stock market 
crash, which knocked out approximately $1.2 
trillion in market value, also knocked the wind 
out of the sails of biotech and other financing 
for a long time, Pfreundschuh notes. It meant 
that CFOs like Pfreundschuh had to be even 
more aware of their company’s strengths and 
weaknesses, and the market in which they 
operate. So, before he made the rounds of 
potential funding sources, Pfreundschuh worked 
with management and the Board of Directors of 
Immunomedics to develop a long-term plan that 
reflected “a range of scenarios, and then we built 
our financing pitch around those bookends.”

It’s all about establishing credibility with 
the capital market, he explains. As part of the 
pitch, he helped to create a schedule of realistic 
milestones, or guideposts — including drug 

development milestones — that demonstrated 
awareness of the market, of his company’s own 
cash flow, and of the business’ development 
abilities. “Then we had to meet those milestones,” 
he says. “I was deeply involved in the road show, 
and had to understand the fundamentals of the 
business.”

He also had to understand the point of view 
of the potential investors, so he could anticipate 
their questions and ensure he had answers.

“It’s a bit like dating,” Pfreundschuh relates. 
“Each time you see each other you share a little 
more.”

If capital financing is like dating, 
Immunomedics is likely to be invited to a lot 
of dances. The company’s focus, oncology, 
continues to be a hot area, especially as 
traditional chemotherapy treatments are 
increasingly being replaced by targeted 
therapeutic agents that deliver drug treatment in 
an efficient, less painful manner. 

“Large pharmaceutical companies need 
smaller, nimble ones like Immunomedics,” says 
Pfreundschuh. “Large pharmaceutical companies 
are good at developing and commercializing 
products, but need innovative growth companies 
like ours to develop the next new therapy 
from basic research, and investment money 
follows innovation.” Since 2013, for example, 
Immunomedics has been collaborating with 
giant multinational Bayer AG on oncology 
research in a business relationship that 
Pfreundschuh manages.

Immunomedics’ next big project involves 
expanding the company’s oncology portfolio. As 
CFO, Pfreundschuh will be tasked with securing 
funds to advance the company’s R&D efforts, 
and to find additional partners that can help to 
commercialize its products.

“We want to have more of a hand in the 
commercialization process,” he explains. “It’s the 
next logical step.”

The process also means that Pfreundschuh 
will be adding another hat, business development, 
to his portfolio of responsibilities. But that doesn’t 
bother him.

“It’s good that CFOs continue to get even 
more involved in the business,” he says. “At the 
end of the day I can go home and say I made a 
difference in people’s lives.” C

The 46-year-old CFO of 
Immunomedics, Peter Pfreundschuh, 

says his success is due in part to 
“classical training” as an accountant, 
and a willingness to keep learning.

“After I graduated from Rutgers, I 
gained a solid background in auditing 
and accounting as a Senior Auditor 
at Ernst & Young,” he says. “Later 
in my career after I had my MBA, 
I was Executive Director, Business 
Development and Licensing for 
AstraZeneca Pharmaceuticals L.P., 
where I led finance and negotiations in 
support of new business development 
opportunities for external deals and 
alliances. That was a great stepping-
stone to a CFO position, since you need a 
wide variety of skill sets as CFO.”

His advice to aspiring CFOs: “Take 
every job opportunity you can, and 
learn from it. Develop a broad set of 
knowledge and skills, and try not to get 
locked into a specialty. And, always build 
on what you’ve learned. It’s a never-
ending process.”

The Road to 
Becoming a CFO
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Explaining Finance 
E

lizabeth Miller has been Vice President, 
Finance and Treasurer of Mauser USA 
since 2005, having previously held 
a similar position at Russell-Stanley 

Corp. Mauser USA is privately held and 
is a leading industrial packaging solutions 
provider that manufactures steel, plastic, 
and fiber drums as well as intermediate bulk 
containers. The company is based in East 
Brunswick, NJ. Andrew Zezas, Publisher of 
CFO Studio magazine and host of CFO Studio 
On-Camera, spoke with Ms. Miller about 
finance for non-finance managers.
 

n (ANDREW ZEZAS) We know that in 
any profitable business, financial decisions 
impact almost every aspect of a company, and 
educating non-financial managers is a great 
way to improve decision-making and increase 
a company’s profitability, so I applaud your 
efforts. Recently you visited a number of Mauser 
facilities for the purpose of educating non-
financial managers on aspects of finance. Who 
did you present to?
ELIZABETH MILLER: Essentially all of 
the plant leadership, including the customer 
service team, other members of the plant 
manager’s direct team, quality managers, 
production managers. We also included our 
sales teams in the presentations. 

n What drove you to develop the program?
MILLER: We wanted our plant managers to 
have a better understanding of what the key 
drivers of our P&L were. We have a great 
group on the operations team, but within 
this group we had varying levels of financial 
expertise, so the plan was to really bring 
everybody up to the same level.

n Talk to me about the main topics of the 
presentation. You weren’t trying to teach finance 
per se. You were trying to teach operations 
people about finance. 
MILLER: Correct. It was a very high-level 

presentation, and we really covered the three 
main financial statements, talked about the 
P&L, the balance sheet, and the cash flow. 
Focus was primarily on the P&L, given that 
our ultimate goal was to drive profitability. We 
talked about cost containment, and then also 
what drives your P&L, and taking a look at 
the various analyses that our controlling team 
does each month when we close off a period, 
and how does that compare to a prior period 
and what were the differences a result of, and 
how does it compare to your budget, and what 
were those differences a result of.

n Okay, so truly tying operations  
and finance together.
MILLER:  Correct, and we also covered 
working capital and how their everyday 
decisions affect our cash flow. And the last 
part of a presentation was on the reports that 
Mauser puts out internally, and we kind of 
went through them and said, “This is why we 
send out this report. Here’s what we want you 
to get out of it. This is what you should be 
thinking about when you’re reading it,” and 
just kind of tied everything together.

n In the future, what would you do differently?
MILLER:  We would probably focus on 
smaller groups, I would say no more than six, 
keeping the same functional areas together. C
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MONEYBUSINESS

The Lure of Inversion

Teambuilding 2.0

Daniel Kahneman, 
winner of the 

Nobel Prize in 
Economics, coined 
two terms to describe 
decision-making 
methodology. System 
1 is quick, instinctive, 
and often emotionally 
based. System 2 
is slow, logical, 
and methodical. 
Although today’s 
C-suite executives 
are often pressured 
by workload and 
time constraints to 
adopt the System 1 
approach, it is the 
deliberate, analytical 
System 2 method 
that prevents snap 
judgments and poor 
decision-making.

John Beshears 
and Francesca Gino 
of Harvard Business 
Review use the term 
Decision Architect to 
describe the C-suite 
executive’s role in 
decision-making. 
Using the System 2 
approach requires 
cognitive effort, but the 
results are a strong 
foundation for sound 

decision-making. The 
three main steps to 
System 2 include:
1  Define the 
Problem. Determine 
exactly what data is 
needed to get a clear 
understanding of 
the issue. Make no 
assumptions.
2     Diagnose 
Underlying Causes. 
Have poor decisions 
been made by 
managers? If so, it 
is usually due to one 
of two underlying 
causes: insufficient 
motivation and/
or cognitive biases. 
Identify these.
3     Design the 
Solution. Structure 
how information 
and options are 
presented to manag-
ers to encourage good 
decision-making.

The methodical 
approach to System 2 
thinking helps C-suite 
executives to be the 
architects of sound, 
logical decision-
making, which then 
filters down to the rest 
of an organization.

Architects of  
Decision-making

In November, Pfizer and Allergan 
agreed to a $160 billion merger — the 

largest pharmaceuticals merger (and 
the largest acquisition) in history. 
Bloomberg Businessweek reports that 
the transaction technically permits 
smaller Dublin-based Allergan to buy 
the much larger New York–based Pfizer. 
This technical legal maneuver will allow 
the newly formed drug behemoth called 
Pfizer Plc to relocate its tax address 
to Ireland. Ireland’s corporate income 
is taxed at a rate that is less than 
half that in the U.S. This controversial 
maneuvering is called inversion, and 
is becoming an increasingly popular 

option being considered by large 
pharmaceutical companies, and those in 
other industries, throughout America.

At 35 percent, the business tax rate 
in the U.S. is the highest in the world. 
Ireland’s tax rate is 12.5 percent. 

However, qualifying for an inversion is 
not that simple, and the scrutiny is fierce. 
A company must join with a foreign 
partner that is at least 25 percent of its 
size. The U.S. Department of the Treasury 
is targeting such deals by reducing tax 
benefits and limiting companies’ ability to 
transfer operations to new foreign parents 
without paying U.S. taxes.

Changes in the corporate tax laws 
may come on the heels of the 2016 elec-
tions. As such, companies considering 
inversion deals are scrambling to find 
willing foreign counterparts. Any reform 
Congress makes to discourage inversion 
could take effect as early as 2017.

Back in the day, using exotic 
executive retreats was in vogue 

to encourage teambuilding. Such 
adventures often included rock-
climbing, fire-walking and “trust falls” 
to build a collaborative team approach.

 Today’s executives do not 
seem to have the time or financial 
inclination to spend an organization’s 
precious resources on week-long pep 
rallies. Instead, research reported by 
Harvard Business Review indicates 
that a much more mundane and 
time-saving activity can be just as 
effective: eating together.

The research, conducted by 
Kevin Kniffin of Cornell University, 
indicates that “Eating is such a primal 

behavior that it can be extraordinarily 
meaningful.” 

Face-to-face interactions that 
involve eating have a particular kind 
of intimacy that cannot be duplicated 
by more adventurous teambuilding 
exercises. (This is the precise 
approach taken by CFO Studio in its 
Executive Dinner Series.)

So what does this research mean 
for collaboration and building a team-
oriented company? When properly 
managed so as to discourage the 
formation of exclusive, insular cliques, 
setting aside the time, space, and 
resources for communal eating can 
be the best investment a company 
can make.
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CFO Studio offers CFOs multiple opportunities to create real value for their companies,  
while enhancing their careers...and, it’s all available at no cost!

Share your insights and knowledge, promote your company, and enhance your career by:
• Competing for a CFO Innovation Award
• Appearing in an On-Camera Interview
• Being interviewed for a Featured CFO article to appear in CFO Studio magazine  

(Certain criteria apply)
• Writing a 500-word article to appear in the CFO2CFO section of CFO Studio magazine

Forge relationships and build partnerships by attending:
• CFO Innovation Conference (May 5, 2016, MetLife Stadium, East Rutherford, NJ)
• CFO Studio Quarterly Receptions
• Executive Dinners (Categories: World-Class, Middle Market, Small Market and Emerging Growth,  

Tax Exempt)

Earn continuing professional education credits at the:
• CFO Innovation Conference
• CFO Breakfast Learning Series (Quarterly, earn 12 credits per year)
• Select Executive Dinners

To register to attend an event, to learn about being nominated for a CFO Innovation Award, or for more information,  
visit www.CFOstudio.com. To appear in an On-Camera Interview or to be considered as the subject of an article, contact 
Andrew Zezas, Publisher (email: Andrew.Zezas@CFOstudio.com or phone: 732 868 0000 x111).
CFO Studio looks forward to helping you accomplish your career objectives!

Position yourself as a thought leader in 
business and strategy, while promoting 
your company.

Trust...a CFO!
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Millennials in Our Midst
MOTIVATING AND MANAGING WORKERS 35 AND UNDER

EXECUTIVE DINNER SERIESEVENTS

A
t no other point in 
history have there been 
so many generations in 
the workforce at one 

time. CFOs, along with others on 
the leadership and management 
teams, must consider the needs 
and preferences of workers in 
their 20s to their 70s. But the 
Millennial generation, born 
between 1980 and 1994, were 
at the heart of a discussion at 
a Middle Market Companies 
CFO Dinner, part of the CFO 
Studio Executive Dinner Series, 
that looked at balancing diverse 
employee expectations while 
maintaining a dynamic Finance 
department. The event was held 
recently at The Union League 
of Philadelphia. The evening’s 
discussion leader was Curt Allen, 
Chief Financial Officer, Subaru 
of America. 

Mr. Allen, part of the team that 
has helped Subaru create new sales 
records for seven straight years, 
revealed that he is a Baby Boomer. 
His staff includes nine Millennials, 
but in total, 55 percent of the 
team members are over 50, and 
20 percent are over 60. “Our focus 
is to both hire more Millennials 
and to bring more diversity to our 
team,” he said.

One commonality guests 
agreed upon is that Millennials 
must be motivated to stay 
engaged and happy. Job growth is 
one way to do this.

“[Millennials] want to move 
up quickly. If not, they will move 
on to another company,” said Mr. 

Allen. Unlike generations before 
them who would wait around 
for a promotion, Millennials are 
unwilling to sit tight. “These are 
the leaders of tomorrow, and it’s 
important to let them know there 
are opportunities that await,” said 
Mr. Allen. 

It’s the job of business leaders 
to help Millennials understand 
their role in the company as part 
of a larger plan that gives them a 
sense of purpose.

It’s also important to the 
Millennial employees to receive 
encouragement and immediate 
feedback. 

Elaine Cheong, Director, 
Global Commercial Banking, 
Bank of America Merrill 
Lynch, and a CFO Studio 
Business Development Partner, 
understands the importance of 
finding the right balance.  

“For the first time since the 
financial crisis, more than half 
of U.S. businesses plan to hire 
full-time additional employees to 
support their growth initiatives,” 
she said. “It’s an increasingly 
competitive environment, and 
because of this, we are having 
more conversations with clients 

around designing an effective 
talent strategy than we have had 
in the prior 20 years. 

“We are seeing a demographic 
sea change that is driving the 
need for a holistic employment 
approach — one that addresses 
age, gender, and race,” said Ms. 
Cheong. “The challenge is how 
to put the right people in place to 
support growth while benefiting 
from what each demographic 
brings to the workplace. The 
right balance of offerings can 
help companies meet different 
preferences and expectations — 
and attract a highly diverse and 
skilled workforce.”

Eric Strauss, Partner, 
WithumSmith+Brown, 
and a CFO Studio Business 
Development Partner, agreed. 
“With folks living longer and also 
staying in the workforce longer, it 
is imperative to be able to marry 
the different cultures, from the 
Traditionalists to Generation Y.  
Culture is a key aspect to being 
a successful company, so paying 
attention to the marriage of these 
cultures is very important.”

The dinner guests largely 
agreed that generational 
diversity within a company 
breeds more success than 
does sameness in a company’s 
ranks. They acknowledged their 
companies’ efforts to create and 
sustain environments in which 
Millennials and employees 
from other generations can 
productively co-exist and 
thrive. C
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Preparing for Private Equity
WHAT COMPANIES MUST DO TO RAISE CAPITAL

G
oing after private equity funding 
was the focus of a CFO Studio 
Executive Dinner held at Blue Morel 
in Morristown, NJ. Luke McKinnon, 

recently having served as Chief Financial 
Officer of a global engineering services 
company, was the discussion leader. 

“Going out and raising private equity is a 
huge effort,” said Mr. McKinnon. 

Successful private equity firms have 
financial controls in place that focus on the 
basics of performance — revenue, operating 
margins, and cash flow. McKinnon was 
tasked with finding a long-term minority-
interest investor for the global engineering 
services company he was part of, one who 
would be willing to have a seven- to ten-year 
relationship. “We found three firms interested 
in this length of term. Although they are called 
private equity, many of those investment 
companies are more family-run type places,” 
explained McKinnon.

The company McKinnon was with was 
global in nature, with operations in countries 
including Afghanistan, Iraq, Sudan, the 
Congo, Vietnam, Thailand, and Indonesia. “At 
one point, I had 2,000 bank accounts around 
the world,” said McKinnon.

This wasn’t the only challenge the private 
equity firm had to contend with. “They are 
focused on Day Sales Outstanding (DSOs) 
and cash flows,” said McKinnon.

This comment led to a discussion about 
DSOs. Bill Baldwin, Chief Financial Officer, 
Kepner-Tregoe, Inc., a Princeton, NJ–based 
capability development and consulting 
solutions company said, “Our most 
troublesome country is India, whether it’s with 
a major IT company or another Fortune 500 
client that we deal, in India it’s a very, very long 
payment cycle.”

Delayed payments have become the norm. 
Historically, government agencies are known 

to be sluggish. “We provide engineering 
and consulting services to the government 
sector, mainly municipalities and counties, 
and they’re always dealing with funding and 
processing issues, so we’re probably at 115 
to 130 days,” said Michael Dentici, Senior 
Vice President, Chief Financial Officer, 
T&M Associates, an engineering, planning, 
and environmental consulting firm based in 
Middletown, NJ. 

Procurement and finance are becoming 
more interwoven than ever. “We’ve 
been involved in deals where the client’s 
procurement executives say, ‘We require 60- to 
90-day terms, to which we counter that our 
prices will go up 15 percent, to which the 
client often agrees. This makes absolutely no 
financial sense, because the 15 percent fee 
increase is much more than the cost of money. 
There is a disconnect in the performance 
systems and communications between 
procurement and finance when this happens,” 
said Mr. Baldwin.

Peter Pfreundschuh, Vice President 
Finance and Chief Financial Officer, 
Immunomedics, Inc., a Morris Plains, NJ–
based biopharmaceutical company, said not 
only are payments in each country unique, but 
they are ever changing. “When I first audited 
payments with some French companies, we 
were seeing 360-day payment cycles. A law 
was then enacted in which companies were 
required to pay on time.” 

John McAndris Jr., Chief Financial 
Officer and Vice President of Finance, JJM 
Consulting, LLC was previously in charge of 
Latin America for Pfizer/Wyeth. “Venezuela 
is a country that is very tough, as many 
companies there never release money. You 
have to go to the government to get a special 
dispensation to get the money out of the 
country,” he explained.  

This discussion put things in perspective 
for Andrew Wood, Chief Financial Officer, J. 
Fletcher Creamer & Son, Inc., a Hackensack, 
NJ–based contractor. “About half of our 

L. to R.: Luke McKinnon, discussion leader; Andrew Zezas, CEO of CFOStudio and host; Curt Cornwell, partner, PricewaterhouseCoopers

The comments made by these guests are their own and may not reflect the opinions and/or  
policies of their companies or of CFO Studio and/or its promotional partners. 
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work is with government 
agencies and the other half 
is with private companies. 
Most of our work is with 
utility companies, which 
are semi-regulated. I used to 
complain…until I heard you 
guys. Our DSOs are in that 65- 
to 68-day range, which is not 
that bad, compared to all of 
you,” said Wood.

Selling accounts receivable 
is a standard form of managing 
cash flow and is something 
with which Gunther Mertens 
has experience. Mr. Mertens 
is President, North America 
Region of Elmwood Park, NJ–
based Agfa Corporation, the 
North American arm of global 
imaging leader Agfa-Gevaert 
N.V. “Our DSO is actually 45 
days, which is good. But what 
we see is that some bigger 
companies are asking us to 
offer extended-payment terms 
beyond the standard 30 days, 
in exchange for  a supplier-
side financing program,” said 
Mertens. 

As an example, Mertens 
explains that if a customer 
owes Agfa $1,000 and payment 
term is 60 days, the customer’s 
bank will pay Agfa $995 after 
only 10 days. The customer in 
turn will pay his bank $1,000 
after 60 days. “So the customer 
achieves his goal of improved 
cash flow by keeping his cash 
30 days longer,” said Mertens. 
“The customer tries to make 
this palatable to Agfa by not 
deteriorating vendor’s cash 
flow by 30 days and instead 
improving vendor’s cash flow by 
20 days. But there is a cost to the 
vendor similar to if the vendor 
were to sell its receivables.”

Prioritizing revenue cycle 
issues was of paramount 
interest to most CFOs at the 
CFO Studio Executive Dinner. 
“If you don’t bill them, they 
don’t pay. The start-up time is 
in the invoice. If you change 
the terms of your agreements, 
so that your billing point is 
earlier, you can actually move 
forward the payment,” said 
Barry Lederman, Chief Financial 
Officer, Whippany, NJ–based 
Halo Pharmaceutical, a contract 
development and manufacturing 
organization that provides 
scientific and development 
expertise.

A steady billing cycle is key 
to success. “When I was in 
professional services, one of the 
things we changed right away 
was, instead of billing at the 
end of the month, we started 
billing every two weeks,” said 
Michael Roth, Chief Financial 
Officer, Chief Operating Officer, 
Beefeaters Holding Company, 
a North Bergen, NJ–based 
manufacturer of dog treats. “We 
dramatically increased cash flow 
by billing major customers every 
two weeks.”

The Right Partner 
“One of the most important 
lessons for everybody is to 
get the right people to invest,” 
said Ed Schultz, Principal, of 
New Jersey–based Highlands 
Business Group, a consulting 
firm. “It’s important to make 
sure the due diligence is right, 
that the fit is correct, and that 
you’re not going to get beaten 
up. A lot of deals go south 
because the private equity firm 
didn’t listen and didn’t gain 
a solid understanding of the 
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business. Sometimes, they only want to do 
the deal and aren’t thinking about who they’re 
investing in.”

The correct fit is important. “There are 
two things to consider: style and strategy. 
Does everybody agree about what the 
company is going to look like in the future? 
Is there knowledge of the industry and can 
you really get along with these folks? What 
is their style going to be on a tactical basis, 
too?” ponders New York City–based Curt 
Cornwell, Partner, Transaction Services, 
PricewaterhouseCoopers, a leading 
professional services network, and a CFO 
Studio Business Development Partner.

Andrew Savadelis, Chief Financial 
Officer, Angion Biomedica Corporation, a 
Uniondale, NY–based biopharmaceutical 
company, pointed out the uniqueness of the 
arrangement made at the company McKinnon 
had worked for. “It’s not private equity in 
normal terms. It sounds like it is more Venture 
Capital than Private Equity. VCs tend to take a 
longer-term perspective, but they also look for 
higher returns on their capital gains.”

Many agreed with Savadelis. “I concur, 
as the VC model typically includes raising a 
fund that is very industry-centric,” said Gregg 
Kam, Chief Financial Officer, Sonneborn, 
a Parsippany, NJ–based manufacturer and 

supplier of high-purity specialty hydrocarbons.   
When preparing for private equity, sell-side 

reports have become a trend, according to 
PricewaterhouseCoopers. A selling company 
has an accounting firm come in, prepare a 
quality earnings analysis, a debt analysis, as 
well as details on trends being experienced, 
and that book goes out. 

Allen Lane, Senior Vice President and 
Chief Financial Officer, Solix, a Parsippany, 
NJ–based provider of program administration, 
eligibility determination, and call center 
services, said, “I’ve been reading through a lot 
of these recently. There is a definite marketing 
slant on the part of the seller in these 
documents. They are a nice road map to begin 
your discussions with, but you still have to do 
a full due diligence review.”

Mr. McAndris of JJM Consulting said sell-
side reports help from another perspective. 
“You can steer the course of where you want 
the buyer to look. You’re controlling the 
conversation,” he added.

In some instances, these procedures are 
not necessary. “We were headed down the 
road of going public and [our investors] 
came along and made us an offer that was 
about 50 percent above our projected IPO 
price. That’s what we call a no-brainer,” 
said Bert Marchio, Chief Accounting and 
Operations Officer, Edge Therapeutics, a 
Berkeley Heights, NJ–based clinical-stage 
biopharmaceutical company. 

There are cases where acquirers don’t see 
the forest for the trees. “Every due diligence 
sale that I’ve been through, some companies 
got involved and looked at minutiae that didn’t 
really mean anything. For example, ‘I see you 
spent $22,000 on a particular purchase. What 
was it? Oh, it was a Christmas party,’ ” said Mr. 
Kam. “They often miss the big picture about 
the business in due diligence, focusing on 
immaterial items.” C

“ACQUIRERS OFTEN MISS THE BIG PICTURE 
ABOUT THE BUSINESS IN DUE DILIGENCE, FOCUSING ON 

IMMATERIAL ITEMS.”

L. to R.: Allen Lane, CFO of Solix; Peter Pfreundschuh, CFO of Immunomedics; and Andrew Wood, CFO of J. Fletcher Creamer & Son, Inc.
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Steps to Risk Mitigation
HOW CFOS FOR TAX-EXEMPT ORGANIZATIONS CAN MITIGATE VARIOUS RISKS 

C
hief financial officers for tax-exempt 
organizations came together recently 
at Red Knot Restaurant in Kenilworth, 
NJ, to discuss operational and 

reputational risk in their organizations. The 
event was part of CFO Studio’s Executive 
Dinner Series. The discussion leader was Bob 
Barry, CFO of Community FoodBank of New 
Jersey, one of the largest food banks in the 
country, distributing 44.6 million pounds of 
food in the year ended June 30, 2015.

Mr. Barry led off by saying that public 
perception can affect the level of donations 
that tax-exempt organizations depend upon 
for funding. Today’s charitable donors 
do their research, so information that is 
publicly available can help or hurt tax-
exempt organizations. “From a reputational 
standpoint,” he asked the CFOs from other 
tax-exempt organizations attending the dinner, 
“how do you meet your donors’ expectations 
and/or your grantors’ expectations?”

IRS Form 990 and  
Reputational Risk
Mr. Barry noted that IRS Form 990 is a 
valuable reputational-risk mitigation tool. It 
allows tax-exempt organizations to provide 
would-be donors not only with information 
about their finances, but also with insights 
into their mission and programs. “That form 
is something that we control. That is our 
document. Nobody sees it until we review it, 
understand it, and know what the implications 
are,” he said. The IRS allows any number of 
pages of supplemental information. Mr. Barry 
said that the FoodBank’s 2014 Form 990 
supplement ran to 127 pages.

GuideStar and Charity Navigator, whose 
missions are to help donors evaluate charities 
before giving, receive the 990s from the 
IRS and use information from them to rank 
charities. A key point, said Barry, “is the first 

page, line 19, net excess/net deficit. I can tell 
you from my experience that the deficit is 
harder to deal with than the excess, because 
donors really don’t want to see money going 
to waste.” 

Net excess is a potential difficulty for 
William Curnan, Chief Operating Officer for 
Ewing, NJ–based Advancing Opportunities, 
which provides services to individuals with 
disabilities. He said that when he files the 
Form 990, he adds an MD&A (management 
discussion and analysis) letter to explain that 
the organization’s mission involves building 
residences so that people with disabilities can 
live where they choose. He needs to explain 
this because the housing that Advancing 
Opportunities builds under the government’s 
Olmstead grants program looks on paper to 
be an asset. However, “I’m never going to 
sell it. I’m never going to leverage it. It’s deed 
restricted. I can’t do anything with it, but on 
paper, it’s a [large] asset,” said Mr. Curnan.

Form 990 is not required of religious 
organizations. John Balzano, Chief Financial 

Officer for Sisters of Charity of Saint Elizabeth, 
NJ — which is engaged in educating the 
young, caring for the sick and the elderly, and 
helping the poor — does not file a 990. He 
stated that a CFO, simply by his or her own 
reputation and knowledge, takes a lead role in 
answering questions about finances, whether 
or not it is a tax-exempt entity. “A CFO brings 
a sense of confidence and accountability that 
those financials are right. Whether you’re 
showing huge profits, or huge losses, you just 
need to present financial data properly and 
explain the results in the MD&A letter.”   

Peculiarities to Report on 990s
Timothy O’Donnell is Chief Financial Officer 
for the International Neurotoxin Association, 
composed of physicians from all over the 
world who meet every two years to share 
information and the results of their work in 
promoting different uses for neurotoxins 
(treating migraine headaches and cerebral 
palsy, as well as erasing wrinkles with Botox). 
O’Donnell’s dilemma is that biennial meeting 

L. to R.: Bob Barry, CFO of Community FoodBank of New Jersey, and Andrew Zezas, CEO of CFO Studio and host
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schedule, which means revenues spike every 
other year. “Our 990 looks very unusual,” he 
said, because there are swings in both assets 
and activity from year to year “due to the 
nature of the organization’s meeting.”

Early in her tenure at Family & Children’s 
Service of Monmouth County, Anna DeJesus, 
Chief Financial Officer, said she found it 
necessary to pull back on expenses because the 
organization was losing money. “We wound 
up with a slight profit [and for] the next three 
years, that profit grew, but we also did a new 
strategic plan. A high priority on the strategic 
plan was to build a [six-month] reserve.” She 
added, “Our programs are significantly funded 
by government grants, which can be cut at 
any given time. The reserve was extremely 
important.”

Ms. DeJesus said that she posts the 990 on 
GuideStar every year. “We’ve shown three 
years of steady growth, and our development 
department has seen a substantial increase in 
the number of contributors. Donors feel very 
confident in what we’re doing.”  

 “Because they believe in the mission, 
obviously,” said Mr. Balzano. 

“That’s correct, they believe in our mission,” 
said Ms. DeJesus. That mission includes 
providing Reading Buddies to foster literacy 
skills for children in underserved public 
schools, Adult Protective Services to intervene 
on behalf of abused, neglected, or exploited 
adults, and 11 additional human service 
programs that reach more than 7,000 at-risk 
individuals and families annually, without 
including the organization’s thrift shop clients. 
“But there is no mission without money…
no margin, no mission. Even Mother Teresa 
understood that.”

GuideStar and Charity Navigator look at 
the ratio of money that goes to General and 
Administrative (G&A) expense versus money 
spent on programs. According to Mr. Barry, no 
more than 12 percent should go to G&A. Also, 
Charity Navigator “looks at your development 
costs as a function of how it relates to money 
raised,” he said.

Both Mr. Curnan of Advancing 
Opportunities and Ms. DeJesus rely heavily on 

funding from government grants, and because 
of the nature of some of those grants, the 
organizations’ total G&A percentage is higher 
than 12 percent. Mr. Barry said that reporting 
of G&A on the 990 is totally separate from 
reporting that goes to the grantor. “I didn’t 
really appreciate how much [the rating 
organizations] looked at the 990 until we had 
a meeting with Charity Navigator. [The 990] 
is really what keys their whole analysis, and 
that is what donors look at now too.”

Schools’ and Colleges’ Funding
Eileen Black, Controller with Stevens Institute 
of Technology, a private research university in 
Hoboken, NJ, files a 990 but does not include 
MD&A information. Instead, the university 
relies upon its development department, 
other leaders, alumni, and students “to 
generate excitement about the mission and 
what we’re accomplishing.” The university has 
received national and worldwide recognition 
in publications. Also, the research in which 
Stevens’ professors and students are engaged 
— and its contribution to technological 
innovation — is also an important part of the 
university’s mission and has contributed to 
the reputation that Stevens has established. 

“This recognition has been a significant factor 
in rising contributions,” Ms. Black said. “Other 
nonprofits should consider using media, 
social media, or other avenues to enhance the 
excitement about their mission, not just the 
Form 990.” 

Mr. Balzano, who has worked in both the 
public and nonprofit sectors, responded with 
a comparison of for-profit financial planning 
to tax-exempt planning. “When you create a 
[corporate] plan, people spend so much time 
on the expense side of it. ‘What’s my travel 
budget?’ ‘What’s my utilities?’ ‘What’s my 
insurance?’ [But in the tax-exempt sector,] 
you’ve got to spend your time on the revenue 
side of the plan. The Sisters of Charity sponsor 
two Academies and a College, and in talking 
with them, I always stress the importance of 
the revenue side. I say, ‘What are you doing 
to raise revenue and what are your metrics?’ 
They have their donors and their fund-raising 
events, but [those sources are] generally not 
enough to achieve their mission. Unless you 
build into people’s minds how to get funding, 
how that works, they tend to focus more on, 
‘How can we cut costs here?’ You can never 
save yourself rich. That’s just not possible.” 

“That’s the Howard Johnson’s model,” 
said Andrew Zezas, publisher of CFO Studio 
magazine and host of the event. “The story I’ve 
read is that decades ago, the CEO of Howard 
Johnson’s — the company that invented and 
originally succeeded at the roadside hotel-
and-restaurant chain concept — eventually 
focused little on top line. It was all ‘cut 
expenses, cut expenses,’ at the expense of 
everything, including quality and service. The 
shame of it all is, when was the last time you 
ate or stayed at a Howard Johnson’s?”

The Compensation Pitfall
The salary of the tax-exempt organization’s 
CEO must be reported on the Form 990, 
and becomes public knowledge quickly. The 
form was revised in 2008 to require such 
organizations to report on the process of 
determining compensation. “Whether the 
[compensation committee is] making an 
adjustment for a bonus or whatever, you have 
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to document what the change is and why and 
what data was used,” said Mr. Barry.

“We had some lean years during which the 
CEO did without pay, and I applaud her for 
doing that,” said Martin Mussman, Treasurer, 
New Jersey Coalition for Inclusive Education, 
which helps create neighborhood schools 
where children with disabilities and learning 
differences are welcomed as classmates and 
empowered to succeed. “So we negotiated a 
10-year payout to make up for that.” But as a 
result, the Form 990 does not tell the whole 
story about that CEO’s compensation. 

Some attendees mentioned that their 
executives expressed alarm that their salaries 
are publicly available. The salary of the CEO is, 
most agreed, a matter of great donor interest. 
People go to that part of the 990 and ask, “ ‘Is 
it justified?’ ” said Mr. Balzano. He added, “You 
should never be embarrassed about what you 
make if you’re really making a contribution 
and fulfilling your mission. But I find it 
interesting how so many tax-exempt leaders 
feel very sensitive about that information.” 

“I think there’s that perception that we 
should be doing this out of the goodness of 
our hearts,” said Suzanne Schwanda, Senior 
Vice President of Finance and Administration, 
Special Olympics New Jersey, which provides 
year-round sports training and athletic 

competition for children and adults with 
intellectual disabilities.  

Other Types of Risk
Besides reputational risk, the group discussed 
operational risks, including the risk of 
recession and the risk of having to sell real 
estate at an inopportune time. On the latter 
point, Mr. Zezas said, “The time to sell real 
estate, especially in sale-leaseback transactions, 
which are more structured finance than 
real estate transactions, is not when the 
organization is experiencing financial 
challenges. It’s the same approach as deciding 
when to borrow from a bank. The best 
financing terms, whether at a bank or in a real 
estate transaction, can most often be achieved 
when your organization is performing well. 
That’s the time you get the best terms, because 
your risk profile is more advantageous to 
banks, lenders, investors, and others.”

Another aspect of operational risk is being 
too dependent on funding coming from one 
source, such as the government or a foundation. 
“We worked really hard back in 2008 to 
diversify our sources of funding,” said Ms. 
Schwanda. “We actually expanded the number 
of special events we do, and gave participants 
incentives to reach out to friends and families 
to help sponsor them to reach different levels. 

That greatly increased the revenue we received 
from these fund-raising events.”

After nearly two hours of conversation, 
it was clear that the group members were 
experts at what they did, which was to 
facilitate people doing good and delivering 
services to others. “One of the challenges that 
all of you folks have in common is that you’re 
very often working for organizations that are 
short on resources, short on business acumen 
at some levels, and long on good intentions,” 
said Mr. Zezas. “Where strong leadership 
is unavailable, an organization may miss 
important opportunities.”

Mr. Barry described a conversation that he’d 
had with the CFO of a major international 
corporation who told Barry, “ ‘Your job is 
much harder than mine.’ That felt good,” said 
Mr. Barry. At tax-exempt organizations “we’re 
in the trenches. We deal with substantial risk 
without big staffs and dependable revenues.”

“There’s no stockholder taking money, 
there’s no owner taking money, but every 
dollar you spend, every dollar you save goes 
back to the programs and the people you 
serve,” said Mr. Curnan. “That’s unique. … 
You control whether you’ll be successful or 
fail, and that’s a tremendous responsibility.” 

Mr. Barry agreed, adding, “That’s a true 
operational risk.” C
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The Power of Data 
LEVERAGING SOPHISTICATED ANALYTICS IS HELPING TODAY’S CFOS  

BUILD SUCCESSFUL COMPANIES

C
FOs from World-Class Companies 
met over dinner recently at Restaurant 
Serenade, in Chatham, NJ, to discuss 
“Financial Analysis, Data Analytics, 

and Driving Strategy in World-Class 
Companies.” They came together as part of 
The World-Class Companies CFO Dinner 
Series, powered by CFO Studio.

David Wyshner, President and CFO of 
Avis Budget Group, led the discussion. Data 
is of critical importance to today’s CFO, he 
said. It is the key to competitive advantage. 
Historically, finance has been data-driven, 
but the emergence of big data and the 
growth of data analytics have further 
heightened its value.

“We are at a real inflection point regarding 
the importance of financial analysis and data 
analytics to help drive business decisions,” 
said Mr. Wyshner. “At Avis Budget Group, we 
are using data to drive decision-making and 

pricing, and to understand profitability from 
one transaction to another. It is helping us 
figure out when and where we make money, 
something that may sound easy, although it 
is not. It allows us to know what to optimize 
and when to acquire, rotate, and dispose of 
our fleet.” 

Thomas Bongiorno, Senior Vice President 
and Chief Accounting Officer, Envision 
Healthcare, Greenwood Village, CO, framed 
the discussion. “The historic focus of the 
finance function was primarily tactical — 
close the books and ensure the integrity of 
the financial statements and disclosures with 
no surprises. This is now table stakes for a 
finance function. The payoff is in driving value 
through analytical insights, which represents 
a significant shift for many finance functions, 
but is a journey worth taking.”

“Historically, [financial planning] used 
to be about managing physical assets and 

the accumulation of wealth around the 
accumulation of property,” said Bud 
McGann, Chief Revenue Officer, Tidemark, 
a Redwood City, CA–based enterprise 
performance management software company 
and a CFO Studio Business Development 
Partner. “However, there has been a 
significant switch from asset accumulation to 
knowledge about people and information on 
networks. We must leverage that information 
and bring it to the field.”

 The CFOs in attendance all agreed that the 
growth of data-analytic capabilities is helping 
drive business decisions, with the further 
effect that CFOs armed with analytics are vital 
to operational business decision-making. 

The biggest takeaway: In-depth  
analytics are allowing companies to hedge 
against volatility and to respond faster, 
and with greater insight, to changes in the 
marketplace. C
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“We are still in the early stages of this journey, and as a result we are just figuring out how to take 
advantage of the tools and computer power available. When we look back, we are going to see we 
were just at the beginning of what is achievable.”
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“By turning data into insights at 
the right speed, with the right level 
of detail, employees throughout 
the organization will make better 
decisions that improve the company’s 
performance. The opportunity for 
this kind of collaborative approach to 
planning is now greater than ever.... In 
today’s environment, we must have 
finance people collaborating with 
logistics, manufacturing, and the other 
lines of the business…to leverage and 
bring information to the field.”

“The world is moving toward more 
data-driven decision-making. A lot 
of people start with collecting as 
much data as possible. However, 
it isn’t just about getting data. The 
trick is how you convert the data into 
usable information that can impact 
real-time decision-making. That is 
easier said than done.”

“In the automotive industry, data 
and analytics are key to the way we 
operate. We have to survive on data 
and on competitive analysis. We are 
in an industry that is moving large 
dollars. Opinions aren’t good, data 
makes more sense. Data analysis 
is allowing finance and the CFO 
to operate more like a business 
consultant.”

“I think the finance profession has 
a long way to go to fully exploit 
data, especially in the customer-
relationship and customer-service 
areas. Data can be used [in 
customer service] to identify root 
causes, and we can zero in on areas 
we want to work on. By drilling 
deeper into data, you can see 
emerging patterns.”

“Companies today are often faced 
with a vast ocean of information 
driven by the comprehensive ERP 
systems in use. The key is to identify 
and emphasize relevant data. In 
the case of Schindler Elevator 
Corporation, we have strong data 
intelligence to determine our strategic 
direction and execution priorities. ... 
To truly partner with operations, we 
have to provide predictive operational 
data indicators that will identify three 
to five key business opportunities 
and/or risks in a timely fashion.”

“Data analytics and providing 
business partners with insights is 
a key focus area for the finance 
function. At my previous company, 
I was very much involved with the 
launch of a new brand, ‘Action From 
Insights,’ which applies externally to 
the insights that company brought to 
its customers, and also guides their 
functions internally. ...The insights 
will be leveraged by Finance and that 
company’s business partners to drive 
actions supporting growth.”

“Everything we do is data driven. 
We are a leading science-based 
biopharmaceutical company that 
discovers, invents, develops, 
manufactures, and commercializes 
medicines for the treatment of 
serious medical conditions. All of our 
commercial products in the U.S. are 
approved through the FDA based on 
clinical data results. Getting accurate 
data and properly interpreting it is one 
of our core competencies.”

“As we are presented with more 
and more data, we must be able 
to understand the story the data is 
telling us. This data helps us make 
strategic decisions and lead the 
company in the direction in which it 
should go.”

 “In a highly competitive environment, 
good data is the foundation which 
leads to better information and 
allows for informed decision-making. 
My company has made substantial 
investments in data warehouses 
and analytics, and has put good 
people behind these to assist in more 
informed decision-making.”
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Tailoring Benefits for All Ages
EVERY GENERATION MUST GET SOME NEEDS SATISFIED

T
here’s nothing easy about creating 
a package of employee benefits 
that will attract the kind of talent 
most companies seek and will 

be competitive with the offerings of 
aggressive and best-in-class employers that 
vie for high-potential employees. CFOs 
who recently attended a Middle Market 
Companies CFO Dinner, part of CFO 
Studio’s Executive Dinner Series, at Sparks 
Steakhouse in Manhattan, were not so much 
looking for answers as they were looking to 
identify differences between the workforce 

of today and the workforce they’d assumed 
they’d be leading.

Discussion leader Jeffrey Dale, Chief 
Financial Officer of the Federal Reserve 
System’s Office of Employee Benefits in 
Newark, NJ, who provides a variety of 
benefits to approximately 22,000 active 
employees and 25,000 retirees, said in an 
interview, “What interested me about the 
[dinner] discussion was how laser-focused 
the group was on Millennials, and that 
we had much less conversation about the 
different groups that also make up a lot of 

the employment demographic.” 
He noted that motivating Millennial 

employees and candidates is “clearly an 
issue that everyone is struggling with. Even 
defining the attributes of a Millennial is a lot 
harder than we might think.”

One CFO of a tax-exempt organization 
said Millennials, in his experience, are 
often motivated by money and vacation 
time. Another CFO said: “I don’t know 
if Millennials care as much about making 
money as they do about making a 
difference.” 

Some Millennials run out the door at 
4:00 p.m. to get to the gym but log back in 
at 10:00 p.m. and work until 2:00 a.m. One 
CFO stated that Millennials see sacrifices 
their parents made and seek more work/life 
balance. And a CFO in a family business 
said his Millennial employees, many of 
them truck drivers and mechanics, work 70 
hours a week. 

AnnMarie Santamarina, Managing 
Partner of Tahas Technologies, a full-
service IT consulting company and a CFO 
Studio Business Development Partner, 
said that as the workforce changes, benefit 
expectations are also shifting. “We find 
ourselves reevaluating our offerings to 
suitably address all employees, instigating 
a culture discussion for us [at Tahas]. Ms. 
Santamarina said that in the end, Tahas 

L. to R.: Jeffrey Dale, CFO of the Federal Reserve System’s Office of Employee Benefits, and Andrew Zezas, CFO Studio host

“WE FIND OURSELVES REEVALUATING OUR OFFERINGS 
TO SUITABLY ADDRESS ALL EMPLOYEES, INSTIGATING A 

CULTURE DISCUSSION.”
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leadership is providing a defined culture for 
its employees, and the benefits to support 
that, where people can balance their work 
and life priorities. Her hope is “to foster an 
environment where employees are able to 
focus on the work that’s in front of them 
while also being able to address whatever 
they have going on outside of the office — 
and for each employee, that part will be 
different.”

Mr. Dale encouraged everyone to think 
through the topic at the end of the evening 
and consider what they might do differently 
as a result of the idea exchange. In a follow-
up interview he said that he had done 
just that, sharing what he’d learned from 
the CFO guests who spoke of motivating 
factors for the younger members of their 
workforce. He encouraged a staff member 
who works on plan design to “factor that 
into” the Federal Reserve’s benefits design. 
At the same time, he said, “We do need 
to consider the different employment 
audiences, not just the Millennials.” 

An important issue discussed among 
CFO guests was the need to ensure 
data integrity when workers’ needs and 

expectations require working from home, 
client sites, hotel rooms, airports, and just 
about anywhere else. Ms. Santamarina 
said the concepts of mobility and data 
integrity intersect at the point where the 
employee, the data (a company asset), and 
the flexibility that the employer wants to 
provide, come together. “This is a challenge 
both for Tahas and for our clients. Tahas 
focuses on solutions that provide the right 

amount of mobile flexibility while ensuring 
the optimal layers of security are in place to 
protect a firm’s valuable asset, their data,” 
she said. 

The dinner conversation took a 
philosophical turn when Mr. Dale 
commented that younger staff members 
in the Federal Reserve’s employ “don’t 
know much about the defined benefit 
retirement plan, except that it exists. Our 
challenge is to get that younger person to 
focus on the value of that benefit long-term. 
There is a social good in educating young 
people in our employ,” Mr. Dale continued, 
“providing financial education and tools” to 
help them prepare for their financial future 
and specifically, retirement.

The slate of benefits that companies 
provide has seen some updating in the 
digital age, to attract workers in an era 
of fast-paced change. The paternalistic 
employer is gone, replaced by a company 
that morphs and acquires other companies, 
adding and shedding jobs as needed. It may 
be that Millennials are very different from 
the workers of 20 years ago, but so are the 
companies that employ them. C
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A Growth-Focused CFO
BERRY BIER SHARES INSIGHTS WITH CFOS ON DEALING WITH NEAR-TERM CHALLENGES

AND LONG-TERM SUSTAINABILITY

S
anta Claus arrived, a magician 
entertained the guests, and the Q4 
2015 issue of CFO Studio magazine 
was launched in fine style at the 

December 1 CFO Studio Reception. The 
event, held at the Westin Governor Morris 
Hotel in Morristown, NJ, was well attended 
by finance executives, all in a holiday mood. 

CFO Studio magazine’s Q4 cover CFO, 
Bernd-Peter (Berry) Bier, U.S. Chief Financial 
Officer, Bayer Corporation, was the guest of 
honor, but was called to Germany for pressing 
business matters. He spoke via pre-recorded 
video to the assembled CFOs and other 
guests, sharing with them a bit about Bayer, 
which was founded in Switzerland in 1863 and 
focused from its early days on pharmaceuticals 
and crop science. 

“The business of science presents quite a 
number of challenges for a CFO,” he said. “We 
must support not only the daily operations 
of our businesses, but also have the vision 
necessary to ensure long-term growth and 
sustainability in this high-risk industry. This 
balancing act — the ability to look out for 
near-term and long-term success of your 
company — is an important capability, not 
just for CFOs in the life sciences businesses, 
but for CFOs in many businesses.”

“CFOs, to be successful, need to have their 
own sense of where the company is going,” 
Mr. Bier continued, “as well as knowing where 
the CEO and Board see the company going, 
while understanding what needs to be done 
today. It is our job to be excellent business 
partners and to provide the resources needed 

to grow the business. And, if we, as chief 
financial officers, don’t share this vision of the 
future, we can’t give proper guidance.”

Mr. Bier completed his talk with a couple 
of thoughts on how CFOs can succeed in a 
complex business world. “I encourage you to 
always keep this balance of near- and long-
term leadership in mind as you work each 
day to support your business,” he said. “Build 
an excellent, high-performing team around 
you that is clearly focused on value creation 
for the company in its totality — and in 
that regard, able to balance out the different 
interests among the businesses, but also 
between support functions and the business.”

At the end of the evening, CFO guests 
each received sweet treats, holiday gifts,  
courtesy of Revelwood and CFO Studio.  C
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A Andrew Zezas, Santa Claus, Luke McKinnon   B John Balzano, Joseph Doren, Robert Weingartz, Albert Caamic  C  Magician  D Michele Turnbull 
E  Berry Bier, U.S. Chief Financial Officer, Bayer Corp., spoke by video F L. to R.:  Anthony Gianino, Kevin Lenahan  G Joseph Welter

EVENTS

BUSINESS DEVELOPMENT PARTNERS

The CFO Studio Reception is an invitation-only event held quarterly at elegant venues in New Jersey in honor of the CFO whose cover story 
appears in CFO Studio magazine in that same quarter. Visit www.cfostudio.com to request an invitation.
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ALDONNA R. AMBLER CMC, CSP
The Growth Strategist®

I
ncreasing channels for greater consumer 
access may be under discussion at your 
company. As CFO, you are asked to 
project future revenue and costs associated 

with proposed growth strategies. Four tactics 
that work:
• Acquisition is the most dramatic way 
corporations expand how consumers get 
their products. When the C-suite executives 
of Pepsico looked to increase channels, they 
decided to acquire prominent restaurant 
chains, like Pizza Hut and Taco Bell, where 
only Pepsi beverages would be consumed by 
diners. Imagine the depth of the projections 
and scenarios Pepsico’s CFO provided to 
guide such an important decision.
• Franchising can expand the ways products 
reach consumers — with more shared 
responsibility than acquisition involves. 
What a concept: Hard-working people pay 
your corporation for the privilege/right to 
run their business your way. Imagine you 
were the CFO of H&R Block leading the 
firm’s decision to add franchised locations.
• Vendor certification and licensing programs 
can also expand how your products/services 
can get into consumers’ hands. For decades, 
Microsoft achieved an incredible level of 
influence over value-added resellers (VARs), 
and made millions as they attracted, then 
squeezed, money, time, and commitment 
from thousands of tech firms. What would 
you do if you were the CFO of a competitor?
• Dealers and distributors can help 

manufacturers deliver product and serve 
consumers. The CFO plays a major role in 
establishing rules and roles for distributors. 
If you were the CFO for Philips Lighting or 
General Motors, would you recommend that 
distributors be viewed as best customers, as 
strategic partners, or as competitors? 

Optimally, the method chosen to increase 
channels and consumer access depends 
on how your desired customer(s) prefer to 
find and receive your product. But many 
companies select channel strategies based 
on their past experience and comfort. If 
an executive has participated in even one 
successful acquisition (or franchise) during 
his/her career, that channel will likely receive 
favorable consideration. 

Meanwhile, Risks Raise Costs
Because the tendency to default to familiar 
strategies can blind you to potential 

problems, it is worth the time and effort 
for you and other members of your C-suite 
to intentionally broaden the options you 
consider for increasing channels. And 
then, also consider the impact that eroding 
interpersonal relationships, unbridled use of 
social media, and increased corruption have 
on risks and costs. 

 In our evolving digital world, channels now 
include joint ventures with search engines, 
spokesperson contracts with teenagers 
on YouTube, and online subscriptions/
memberships. Those are examples of civil, 
ethical, fair approaches. But to gain increased 
access to consumers, some companies use 
hacking into databases, identity theft, and 
online reputation-bashing. 

That is a warning to CFOs that all channel-
expansion plans must include money for crisis 
communications programs that work at the 
speed of social media. C

Known as The Growth Strategist®, Aldonna Ambler founded, built and grew a suite of companies to help midsized B2B companies with achieving accelerated growth with sustained profitability®  A 
Certified Speaking Professional (CSP), Ambler has addressed over 2,000 audiences and hosted a syndicated online talk show about growth strategies for nine years. As a growth financing intermediary, 
Ambler has raised over $1 billion dollars for midsized companies. The winner of over two dozen prestigious national and statewide “entrepreneur of the year” awards, Ambler was inducted into the New 
Jersey Business Hall of Fame in April 2015. She is available to speak about “profitable resilient growth” and/or serve on the board of a growth-oriented B2B corporation (NACD Board Leadership FELLOW).

GUIDANCEADVICE

Take Control of Channels
The CFO’s role in expanding access to consumers

http://www.cfostudio.com/


38   WWW.CFOSTUDIO.COM      Q1/Q2  2016

ADVICE

In addition to serving as Publisher and Host of CFO Studio, Andrew Zezas is Managing Director at JLL. Dana Robbins Schneider, LEED AP BD+C, Managing Director contributed to this article and 
leads JLL’s Energy & Sustainability Practice in the Northeast and co-leads JLL’s national practice. For more information on this topic, contact Andrew at Andrew.Zezas@am.JLL.com.
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C
orporations exploring 
facility-use options that 
best support business 
growth are finding 

that energy efficiency and 
sustainability have become as 
important as cost and location. 
In fact, sustainability is often a 
leading consideration in areas 
such as employee recruitment, 
retention, and productivity.

 During the past decade, 
corporations large and small 
have increasingly created green 
buildings to reduce environment-
al impact, provide a more 
productive work environment, 
and distinguish their properties 
in the market. Sustainability is 
within the purview not only of 
new construction, however. Many 
older buildings are undergoing 
comprehensive retrofits, and new occupants 
are investing in improved air quality, energy-
efficient equipment, and higher-quality 
lighting as they fit out their spaces.

 While space users must assume the 
upfront costs of these improvements, or pay 
a rent premium in existing green buildings, 
these investments produce a measurable and 
significant ROI. According to the Institute 
for Building Efficiency, operating expenses 
in sustainable buildings are 30 percent lower 
than in traditional buildings.

 Environmentally friendly buildings also 
dramatically enhance the quality of life for 
occupants, increasing productivity in the 
process. The United States Green Building 
Council reports that occupant satisfaction 
is 27 percent higher in green buildings and 
that companies adopting more rigorous 
environmental standards experience average 
labor productivity increases of 16 percent.

 Occupying a green building also 
demonstrates a corporation’s commitment to 
environmental issues, which is appealing to 

business partners and to the pool 
of talented (often younger and 
socially conscious) employees 
that corporations are fighting to 
attract.

 An article published by 
McGraw-Hill Construction in 
2010, “Green Outlook 2011: 
Green Trends Driving Growth,” 
states that 75 percent of firms 
view sustainability as consistent 
with their profit missions. The 
piece noted that more than 60 
percent of corporate leaders 
believe that sustainability leads 
to market differentiation and 
improved financial performance. 
The article stated that 73 percent 
of corporate leaders expect to 
attract and retain customers 
as a direct result of their 
sustainability efforts.

 What’s more, in a recent Nielsen global 
survey on corporate social responsibility, 
more than half of respondents said they were 
willing to pay extra for products and services 
produced or offered by companies committed 
to positive social and environmental impact. 
Commercial office space, manufacturing, 
research, and distribution facilities have not 
historically been viewed through the lens 
of environmental sustainability, but this has 
changed dramatically in recent years and the 
trend seems likely to accelerate. C

Energy and Sustainability
Trending opportunities to capture greater profits and promote growth
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Hungry for knowledge and in need of CPE credits,  
but no time for dinner? 

Attend the quarterly CFO Breakfast Learning Series to hear 
subject-matter experts from TD Bank, Nicoll Davis & Spinella, LLP, 
and other thought-leading companies share business insights and 
intelligence. You’ll learn a lot, meet accomplished executives, and 
earn 3 CPE credits each quarter...12 credits per year!  

The knowledge and ideas you’ll hear, breakfast, networking, 
and the CPE credits are all free to CFOs! 

The CFO Breakfast Learning Series is hosted by CFO Studio.

Visit www.CFOstudio.com to reserve your seat. 

Insights and Intelligence Presented by

Announcing 
The CFO Breakfast Learning Series!

March 17, 2016
Galloping Hill Golf Course
3 Golf Drive
Kenilworth NJ

Coming to other 
areas soon!
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Dinner Series
Join CFOs and other C-level executives from diverse industries to share  

insights, experiences, and ideas on timely topics.

For a full list of events visit www.cfostudio.com

Hosted by

Trust...a CFO!

Executive

To learn more visit
www.cfostudio.com
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• Read Previous Issues of CFO Studio Magazine

• Request a Magazine Subscription

• Attend CFO Studio Events

• Request a Magazine Article Interview

• Submit an Article to CFO Studio Magazine

• Become a Business Development Partner

• Contact our Publisher

• Appear in an On-Camera Interview

Trust…a CFO!
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