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IN DEPTH
Technology

Riding
The

Customer
IoT Wave
Advanced sensor and biometrics technology is increasingly becoming
commonplace in the personal and commercial computing scene, and San Jose,
California-based Synaptics is on the leading edge of electronic interfaces and systems
integrator devices, as it expands into the budding “Smart home” solutions market
with its recent acquisitions of Conexant and Marvell Multimedia Business.

ease of use.

As technology increases
the scope of what machines can do as
they interact with humans and among each
other, the key to incorporate advancements
into everyday life is to make them feel effortless to the user. And what is easier than gesturing, touching and speaking?
Enter Synaptics, a company on the bleeding
edge of sensors and biometrics that is not only
pushing for better and easier to use technology, but also to increase security by pioneering anti-spoof systems and other security measures, says Rick Bergman, the company’s head.
Bergman has lead the company for the last
6 years through a period of explosive growth
that has taken it from around US$500 million in revenues in 2011 to US$1.7 billion
by the end of 2017, a more than three-fold
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expansion that has also been reflected in personnel size. When Bergman arrived at Synaptics from microchip giant AMD, the company “had some key technology, but not sustained commercial success,” he remembers.
Now “the company has transformed itself
from a significant player in the personal computing space to a much broader supplier in
the mobile space.”
That entry into the fast-paced mobile market dominated by the smartphone has led the
company to learn to work within very short
timelines, as the wheel of innovation rarely takes more than six months to turn. “We
have created a sort of execution machine at
Synaptics that can be very responsive to our
customers’ needs,” Bergman says. “I believe
the customers that we deal with find that
quite refreshing.”

NAME:

Rick Bergman
COMPANY:

Synaptics
POSITION:

President and CEO
HQ:

San Jose,
California
ANNUAL SALES:

US$ 1.7 billion
(2017)
EMPLOYEES:

1,774 (2017)

[NASDAQ:SYNA]
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new, multi-billion dollar territory,” the executive
adds. That’s where the acquisition of Consumer IoT systems’ company Conexant makes sense,
Bergman said in a July press release announcing
the multi-million dollar transaction. “We will
not only diversify our customer base, but also
provide our customers more value-add. We look
forward to working with our global partners to
deliver a full range of solutions to our core mobile, automotive, and PC markets, and now for
consumer IoT,” it stated.
Speech recognition devices, Conexant’s main
strength, will become one of the ways for Synaptics to bring about the connected home revolution, as users will be able to tell new generation
devices what to do and when to do it.

A DECADE, A MODEL

During its over three decades of existence, Synaptics has evolved from a small startup looking
for its place in the technology market to where
it is now. Every decade, Bergman comments, has
covered roughly one phase of development.
During its first 10 years it launched and tried
to find commercial success. Afterward it found
a place as a trusted provider of touchpads for
notebooks and, during the last 10 years, it has
become the go-to company for the increasing
amount of biometric technologies we find in our
day-to-day life. Who does not enjoy the added
security of unlocking his or her device with a fingerprint or a customized gesture?

“(Synaptics) has transformed itself from a
significant player in the personal computing space
to a much broader supplier in the mobile space”
and PC markets into automotive, wearables and
PC peripherals, I believe this game-changer’s time
is finally here,” she adds.
According to some experts, the company shares’
22 percent drop this year to could be viewed as an
opportunity for investors, as a new wave of smartphones with TDDI (Touch and Display Driver
Integration) technology, designed to enable fullbody screens, sets its sights on the market.

That new business, however, comes with the
added complexity of a developing sector with a
potentially much broader market than the more
established computing and mobile ones, Bergman admits. “This is a very diverse set of customers in a range of different areas. From Synaptics’ perspective, we now need to be able to
support that breadth of customer base that we
haven’t had before.”

chy-less team so as to avoid functional barriers
that could hamper growth.
For some, he says, “sometimes it is just a poster
on the wall, but at Synaptics … we are a team,.
I like to think that functional barriers quickly
evaporate and that we all work together here
when there’s an opportunity or a challenge.”
“Despite being in a really tough industry, our
culture has remained intact through our history
and people really like to work at Synaptics and
enjoy the challenges of being part of the team,
and that’s what keeps them here. That’s what
keeps them energized,” Bergman adds.

“(The IoT) has a very diverse set
of customers in a range of different areas.
From Synaptics’ perspective we now need to be
able to support the breadth of customer base
that we haven’t had before”

Besides the added distribution demands, “we also need an operational machine that will be able
to handle, instead of tens of customers, hundreds
or maybe even thousands of customers and a
much larger number of parts and device types.”
A centralized operations team, able to communicate and leverage similar suppliers for different
products, is part of the solution, he explains.
SPURNING HYERARCHY

An article published earlier this year on the NASDAQ exchange website identified Synaptics (SYNA) as one of the top tech stocks to follow in 2017.
“With its multiple product lines and long history
in this sector of technology, it looks to me as if this
small cap (US$1.9 billion in market capitalization
and about US$1.6 billion in annual revenue) is set
to remain among the top tech stocks for 2017 and
the years to come,” the article’s author says. “With
its suite of products and pioneering technology,
and a promise to expand beyond the smartphone
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CONSUMER IoT AS THE FUTURE

But, Bergman says, that is the present, and both
the PC and smartphone markets are showing
signs of less robust demand. With that in sight,
two years ago the company set on to determine
its new growth platform and saw a match to its
strengths and technology in the field of Consumer IoT (Internet of Things).
“We are honestly doing well in PC’s and mobile phones, but we are catching an early ride
into this Consumer IoT wave to take us into

Despite its centralized operational structure,
each division of the company is allowed to pursue of its goals and improve its products. Bergman’s own role, he says, is to keep track of all
the different strategies and keeping an eye on the
company’s overall wellbeing.
One of the core areas he identifies as a strength
for the company structure is the fact that Synaptics functions pretty much as a flat, hierar-
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Services

Going Small

Big

To go

From GE and Booz Allen to Automatic Data Processing, Inc.
and AHL Services and then to FLEETCOR, Ron Clarke’s story is that of a big
corporation executive taking his blue-chip expertise to shape up a small fleet card
operator and turn it into a global organization handling billions of commercial
payments across dozens of countries every year.
ron clarke will tell you he became
the boss at FLEETCOR, an Atlanta-based global provider of commercial payment solutions, basically by accident.

self to build FLEETCOR into a global powerhouse, and from the US$25 million in annual
revenue it had at the beginning of the century
to the US$1.8 billion brought in last year.

A denizen of the large corporate world, with
stints at industrial technology giant GE,
global consulting company Booz Allen Hamilton and other large companies, Clarke remembers getting a call from a recruiter at the
start of the century —back then he managed
the staffing firm AHL Services— and being
offered to head a small specialty payments
company just starting up.

FLEETCOR is the kind of company people
carry around in their wallets. Their bread and
butter are those payment cards that companies use to monitor and control purchases
of fuel and other necessities that employees
make on the road. But it has also taken them
to form partnerships with the likes of oil Majors such as Shell, BP and Chevron, food and
public transportation payment systems in
Mexico and Brazil and even with transportation disruptor extraordinaire, Uber.

NAME:

A GO-FAST COMPANY

ANNUAL SALES:

“I wasn’t a payments guy, this was a category
I hadn’t been in. I was kind of a business services guy,” Clarke reminisces. “It was just an
accidental entry.”
Accidents, however, don’t remain so for 17 years
and since then Clarke has taken it upon him-

Since it became a publicly traded company on
the NYSE in 2010, FLEETCOR’s business has
been growing at a compound annual growth
rate of around 25%. While talking to investors,

Ronald Clarke
COMPANY:

FLEETCOR
POSITION:

CEO
HQ:

Atlanta, US
US$1.8 billion
(2016)
EMPLOYEES:

7,100

[NYSE:FLT]
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smooth development has been the standardization
and centralization of support functions such as IT,
finances and so on, especially since it prides itself
on letting the local savoir faire dictate much of the
business practices abroad.
But some measure of control and commonality are
needed to secure systems and communications to
prevent a hacker —for example— from making
away with millions of dollars of hard-earned customers’ money.
Another area of interest is finance, Clarke says.
Here, the idea is to have a shared way of interpreting costs and distributing financial support. “We
have ways of studying everything in the business,
like pricing, cost of acquisition, service, productivity … We have all these various metrics and ratios
that we study,” he mentions. And it is important to
impart those on the many new companies brought
into the fold in recent years.

Clarke says continuing this impressive growth is the
plan for the future.

All the same, the fact that this is a specialized company is a particular strength. “We do what we do,”
Clarke says. “It is like going to a place that only
makes pizza or only fried clams, as opposed to a
diner… Take our biggest business, the specialty fuel
card: we have a payment processing system that is
unique, that does things that generic software applications can’t do; we have thousands of sales people that are trained in selling that one kind of particular product.”

“We fundamentally have designed a company
that’s set up to go fast and grow fast and to be in
the top quartile of growth so that we can continue to attract capital. Both our track record and our
plans are in place to keep growing this at 20% compounded,” he adds.
The business expansion the company has experienced goes along with that idea. As FLEETCOR
has grown, it has gone beyond its original fleet fuel card business to include food vouchers, public
transportation cards, toll and lodging services and
other commercial payment solutions. The original business of fuel payment cards now represents
around half of what the firm does.
The idea, he adds, is to “keep diversifying the kinds
of commercial payments that we make, the ways
in which we help companies pay for even more
things, so the first plan is about expanding the
game board.”
A WIDER GEOGRAPHY

But it is not just about widening the services; it is
also about expanding the geography it offers them
in. The second part of the expansion plan is to go
to more countries.
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“We basically win through specialization.
We just out-focus and out-specialize people who
try to play in our sandbox”
Currently, Clarke comments, about 90 percent of
the company’s business happens in the US, Brazil and the UK. FLEETCOR operates close to a
US$200 million business in Britain, but in Germany —a much larger economy— the business engagement is around US$30 million.

erating in a big way today … There’re just massive
amounts of market to double, triple or quadruple this company over the next five years, and the
whole game is just: do we have the people to enable
that growth?” The real challenge is attracting and
preparing the right people to make the right decisions and keep moving forward, Clarke adds.
In the last fifteen years FLEETCOR has been anything but shy regarding acquisitions, clocking over
70 of them as it looks to shape itself into an even
more important player in the payments sector.
THE STANDARDIZATION CHALLENGE

“We would expect over the mid-term to basically
have more business in places where we’re not op-

In a company that has expanded as rapidly as
FLEETCOR, one of the main challenges to a

That kind of single focus has allowed the company to ally itself with some of the largest names in
the fuel business. “We have relationships with merchants, with oil companies, with hundreds of thousands that accept our card products, where we have
advantaged economics because we have so much
volume. We basically win through specialization.
We just out-focus and out-specialize people who
try to play in our sandbox.”

“I am a person who built one of the 10 most valuable payment companies on the planet… there’s
been a lot of time and sweat and zigging and zagging, but I feel pretty good about that story”
WWW.CEO-NA.COM 33
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AWindow into

Connectivity
Technology firm Thales Group is on the prowl for investment opportunities to boost
its industrial capabilities in North America, and prepare for the increase in demand for
mobile broadband and satellite communications already happening in industries such as
air travel, while keeping an eye on core businesses such as urban mobility solutions.

french-based technology player
Thales Group is actively looking for
investment opportunities to boost its industrial muscle in the North American market
as it positions itself to take advantage of the
strong increase in demand for broadband in
businesses not always known for speedy connections to the internet, such as the air travel
industry, the company’s CEO for the North
America division says.

Thales, majority owned by the French state
and the Dassault Group, a large French conglomerate, sold US$15.7 billion (14.9 billion
Euro) in 2016, of which around 10 percent
was generated in North America. Alan Pellegrini, Thales North America’s head, mentions that he feels confident the company can
make brisk business in all of its five core areas
of expertise, namely aerospace, space, ground
transportation, defense and security.
“We are in an extremely positive place right
now with respect to being able to help shape
those industries and our future in each of

those markets. We retain strong market positions on a global basis,” Pellegrini, a veteran
of 11 years with the group, says.
Perhaps it follows that as the former head
of Thales InFlyt Experience division, which
focuses on onboard entertainment and connectivity solutions for commercial airplanes,
Pellegrini has a very clear understanding of
the needs of this sector. Where planes used
to be a market for limited communications
options and often clunky entertainment platforms, users are increasingly demanding and
getting the same convenience and ease of access they get everywhere else.
“There are two markets in particular which
I think are really good for growth and where
we’ve made substantial recent investments…
one of them is inflight entertainment and
connectivity, with an emphasis on the ‘C’
part,” Pellegrini explains. “All airlines will
eventually have connectivity installed on aircraft, providing internet access so passengers
cannot just access emails, but actually stream

NAME:

Alan Pellegrini
COMPANY:

Thales North America
POSITION:

CEO
HQ:

Arlington, US
ANNUAL SALES:

US$1.7 billion
North America
EMPLOYEES:

5,000+
North America

[EPA:HO]
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Another trend worth looking at is the expansion
of urban areas, where more and more people
live and work, requiring faster, safer and cheaper transportation. Whereas newer cities might
have an easier time developing public transport
works, older and denser ones (such as San Francisco or New York) don’t really have much space
to expand their networks, so Thales is there to
help optimize the systems. “Cities continue to
invest in upgrading Metro lines in order to handle higher capacity in a safer way. That’s exactly
the kind of product we bring to a city like New
York, where there’s not a lot of new places to lay
track down so they need to find ways of increasing capacity and doing it safely.”
on board, which means the amount of data and
bandwidth we deliver to aircraft will increase
dramatically.”
Another pillar of growth for the company in
the region is cybersecurity, boosted by its 2016
acquisition of encryption company Vormetric,
which planted Thales firmly in the Silicon Valley
tech scene.
SATELLITE GROWTH

But entertainment is just a part of the equation
in broadband communications. The demand for
fast and dependable access to broadband is also growing exponentially in areas like industrial
robotics as well as maritime and ground transportation, with the goal of automated, crew-less
cargo ships in sight possibly within a few years.
Thales has a long record of contributing to the
global communication networks, with partnerships such as the one forged with satellite communications giant Iridium (for which they built
81 satellites —including spares— for the NEXT
constellation), solidifying its position as a world
leader in space-borne communications.
The US Government and scientific organizations such as NASA are also customers for the
company. “Thales is looking for the right types
of investments, be they organic or M&A, to support the growth of our space business in the US.
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Thales offers a full suite of signaling, monitoring,
surveillance, revenue collection, maintenance
and support systems, and boasts of having signaled over 500 kilometers of tracks around the
world.

That’s work in progress, but we think there are
very good opportunities for the reasons I mentioned earlier, and communications in particular
are growing extremely fast.”
URBAN MEGATRENDS

As well as in the stratosphere, the Group is also
keen on maintaining its business firmly on the
ground. The company “cut its teeth” in the US
by providing analytics for security and data surveillance for Terminal 4 at New York’s JFK airport, one of the busiest air terminals in the world
and home to over 32 international and domestic airlines. “That was a very exciting project for
us… and of course we will be looking to extend
that into other airports as well.”

“Cities continue to invest in upgrading Metro lines
in order to handle higher capacity in a safer way.
That’s exactly the kind of product we bring”

“All airlines will eventually have connectivity
installed on the aircraft, providing Internet
access so passengers cannot just access emails,
but actually stream on board, which means that
the amount of data and bandwidth we have to
deliver to aircraft is dramatically increasing”
A NICHE PLAYER IN DEFENSE SYSTEMS

Despite being one of the largest providers of defense systems like radar and sonar in the world,
with sales for that sector representing about half
of their total revenue in 2016, in the US Pellegrini describes the role of Thales in this sector
as that of a “niche” player, ready to partner with
the largest contractors.
In that field, he explains, “we are looking for
places where we have the right product that
could fit well with other large partners, so we
don’t necessarily try to take on the big tier providers like a Lockheed Martin or Raytheon or

Northrop Grumman, we look to partner with
them to help them round out their solutions in
a complementary fashion. Examples of that are
our sonar products which are considered best in
their class on a world basis for radar products…
We recognize our place in the US defense environment is going to be as a strong collaborator
and partner.”
Still, one thing to remember is the fact that in
the fast-paced environment of technology companies, Thales has to be prepared to act as a disruptor and be prepared to face disruptions itself.
Pellegrini mentions the example of Elon Musk’s
Space X, the outsider that has come to change
the environment in the space launch business
with its reusable rockets.
“We have to be concerned not just with our own
threshold competitors, but with what might
emerge from this digital world. For that you
need all your employees to have the mentality
that disruption can be here anytime. We need to
be the disruptors, not the disruptees,” he says.
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How

to Turn a

Company

Around
A lot has happened in Switzerland-based multi-brand consumer tech company
Logitech in the five years since Bracken Darrell took the wheel in 2012. At the end
of fiscal year 2017, the company that specializes in PC/tablet accessories as well as
mobile speakers, video collaboration, gaming, and smart home devices,
saw sales grow 15% in constant currency year on year and is on the look
for another 10 to 12% of sales growth in 2018.

a clear focus on a better consumer experience and a flat organizational
structure are part of what helped Switzerland
and Silicon Valley-based company Logitech
back from the financial doldrums where it
saw itself during the first part of the decade,
the company’s CEO says.

With main offices in Lausanne, Switzerland,
Logitech is known around the world for its
high precision keyboards, mice and mobile
speakers that help connect people “to the
digital experiences they care about,” as it says
on its website. It has sleek gaming keyboards,
mice and headsets, mobile speakers, security
cameras and earbuds for runners. It even recently reintroduced the trackball as part of its
precision MX Ergo device.

“We strive to bring quality and value to our
products and to give the user a better experience. I would say we are not trying to out-scale
other companies, we are actually trying to do
the opposite, to dig deep,” adds Bracken Darrell, the firm’s CEO since January 2013.
When Darrell took over the company, shares
in the NASDAQ traded at around US$7. Today, after years of refocusing and expanding
into new businesses, its shares are circling the
US$35 mark, a five-fold jump that’s a testament to its new, sharper view of the business.
And FY 2017 sales rose 15% to US$2.22 billion after a 9% climb from the previous year.

NAME:

Bracken Darrell
COMPANY:

Logitech
POSITION:

CEO
HQ:

Lausanne, Switzerland
EMPLOYEES:

c. 7,000
ANNUAL SALES:

Something that Darrell takes pride on is
keeping a very flat organization. “My team

US$2.22 billion (2017)

[NASDAQ:LOGI]
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is about two dozen people. Every Wednesday
morning at 7 we talk about the plan, we talk
about all that’s wrong… we pull themes apart,”
he says. Being a global company, it is a large user
of video-conferencing systems (one of Logitech’s
categories). “You can do a video-call anywhere in
the world. That is a key factor in how we operate. I think it’s the best practice. I believe every
company in the world is going there and that’s
the reason we play in the video-space,” he adds.

The gaming segment also saw a healthy 28%
growth in the last year, to US$314 million.
A changing environment opens any company to
misses and Logitech is no exception, but Darrell believes it is now in a good place to manage eventual failures as it opens new categories
looking for the perfect fit for its products. “We
can move the portfolio into new categories, and
in some of those we had really good performance, but the really exciting thing is that we
have reached a place where this company is able
to send itself further in the right direction; we’re
just getting started.”

A DESIGN COMPANY

Despite the many changes introduced to the
company, one thing that Bracken is proud of is
the introduction of design thinking to the product portfolio.

HOW TO NOT REST ON PAST ACHIEVEMENTS

Logitech, he remembers, started out in the last
century as a manufacturer of peripherals —keyboards and mice, among others— for some of
the largest names in the computer business, basically letting others brand their products as their
own. That was at some point their main bread
and butter, but it was finally let go in 2017 as a
low-margin venture.

“The really exciting thing is that we have
really reached a place where this company is
able to send itself in the right direction; we
are just getting started”

“My mandate was to turn the business around, but
I didn’t want to focus on a short-term turnaround,
I really wanted to create a ‘design’ company over
the long term,” he adds. As someone who ran
the Braun consumer electronics company before
(famed for its design), he says his goal was to “recreate” Logitech into a design-centered company.

But change has happened, and quite a lot of
it, he adds. In 2013 Logitech brought onboard
the former chief of Nokia design, Alastair Curtis, to lead the charge for better design in the
company.

NET RETAIL SALES BY PRODUCT CATEGORIES
Net retail sales by product categories for fiscal years 2017, 2016 and 2015 were as follows (Dollars in thousands):
Years Ended March 31
2017
Mobile Speakers

$

301,021

Change

2016
$

229,718

2015
$

2017 vs. 2016

178,038

31

2016 vs. 2015
%

29

246,390

196,013

213,496

26

(8)

Gaming

314,362

245,101

211,911

28

16

Video Collaboration

127,009

89,322

62,215

42

44

Audio-PC & Wearables

65,510

59,075

68,060

11

(13)

Pointing Devices

501,562

492,543

487,210

2

1

Keyboards & Combos

480,312

430,190

426,117

12

1

76,879

103,886

140,994

(26)

(26)

107,087

98,641

96,680

1,295

2,570

2,725

Home Control

Tablet & Other Accessories
PC Webcams
Other (1)
Total net retail sales
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$

2,221,427

$

1,947,059

$

1,887,446

9

2

(50)

(6)

14

3

%

The products look great, but design thinking is
more than that: it’s about the whole consumer experience.
“We like to think we are doing something beyond
our four walls to make the world a better place.
I do believe strongly in design innovation. There
are many that will not agree on the same idea I
have, but we show that through our numbers,”
Darrell says.

One thing that worries Darrell is how to keep
a company in the middle of a winning streak
from becoming complacent and conservative.
The challenge for that, beyond keeping a solid
relation with the company’s extensive network of
suppliers, is an internal one, he says.
“When you get a momentum as big as we have,
you risk becoming too conservative, you tend
to not take a lot of risks and keep trying things
the same way in the same line of work… your
people get comfortable in existing global performances or you miss out on important plays,”
Darrell adds.

ADAPTING TO CHANGING TIMES

One of the things Logitech had to adapt to as it
turned around, was the deep changes happening in the peripherals business in the age of the
smartphone and the mobile everything. Despite
keyboards, mice and PC webcams still making
roughly half of their net sales, emerging categories like video collaboration, mobile audio and
gaming have grown into much larger categories
in recent years.
Just the mobile speakers’ category saw a jump of
31% in sales in FY 2017, to US$301 million, according to Logitech’s financial report, while the category including wearables saw a jump of 26% during
the same year. And that is not taking into consideration the video collaboration segment, which despite being still small as compared to other business
areas at US$127 million in 2017, has grown by over
40% year over year at least since 2015.

One remedy for that is to keep reviewing everything and innovating aggressively in terms
of design and functionality. The goal, the executive explains, is to keep expanding into more
and more niche areas —what he calls the “small
ponds”— and becoming leaders there instead of
taking it up in too-crowded areas.
“Hopefully we’ll be successful most of the time,
or at least part of the time. That is what we need
to do, that is our baseline,” he says.

“My mandate was to turn the business around,
but I didn’t want to focus on a short-term
turnaround, I really wanted to create a ‘design’
company over the long term”
WWW.CEO-NA.COM 41
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Adapting to

Industry
Technology

4.0

HP Inc. is storming the new “Industry 4.0” manufacturing paradigm with its 3D
printing solutions and a deep company rethink that is looking to take advantage of
a more service-oriented market brought about by new leadership arising from the
Millennial generation.

of the now faster-moving company’s American division,
Schell and his team are always looking for
ways to grow HP’s core computer and printing business while at the same time keeping
an eye on potential developments in newer
fields like 3D printing’s industrial applications, he adds.
at the helm

The company, he explains, has a mandate to
explore the depths of core, growth and potential markets in both North and South America. “The way we look at this from a strategy
point of view is that we separate our business
three ways: we have a Core which revolves
around the printing and personal systems’
business that most people know us for. In
the Growth category —which is our second
pillar— we have adjacent business where we
see growth potential for HP such as graphics,
where we go from analog to digital printing.”
Then there’s the future, he says: “The future
is all about immersive computing and 3D

printing; and in 3D printing the objective is
to move from an analog manufacturing environment—let’s call it injection molding— to a
digital printing manufacturing environment.”
The printing business HP is globally known
for, Schell says, is a solid source of information to draw parallels with the emerging 3D
printing world, one of the linchpins of the
incoming “Industry 4.0” manufacturing paradigm also involving advanced robotics and
the internet of things (IoT).
Back in 2015, Hewlett Packard finished the
process of the business split, and since then
HP Inc. has felt like a much more agile company. Now the company is able to make faster investment and development decisions to
help push forward its view of the future and the
business, Schell comments.
“HP is now faster and more nimble, we are investing in ourselves and this is clearly working

NAME:

Christoph Schell
COMPANY:

HP Inc.

POSITION:

President, Americas
Region
HQ:

Palo Alto, US
ANNUAL SALES:

US$48.2 billion (2016)
EMPLOYEES:

49,000 (2016)
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er-literate or tools for prototyping in the industrial segment. Companies are actually starting to
manufacture final goods with these, praised for
their precision and for generating very little waste,
and the Palo Alto company is more than ready for
those new opportunities and looking for systems
integrators to help smooth out the process.

well for us and for our Core business,” as the company is no longer burdened by excessive bureaucracy. The company’s PC business has been growing at
around 22 percent in the US in recent quarters. In
the last reported calendar quarter “we were the only
vendor growing. Actually, without that, the market
would have not grown.”
Schell should know. He is responsible for the company’s financial and commercial performance in the
Americas. Educated in Germany and France, he has
made a living in electronics distribution since his
start in a family-owned business and afterward as a
veteran of nearly 20 years with HP.
One example of that approach is the 2016 announced acquisition of South Korean giant Samsung’s printing business, a transaction valued at over
US$1 billion targeting the US$55 billion copier
market; the largest ever M&A operation for HP’s
printing business, Schell says. “We have good momentum and I think what we are doing in 3D printing is absolutely phenomenal. We are very proud of
what we’ve been achieving here.”

“We are facing new decision makers when it
comes to purchasing decisions in the commercial
enterprise base. These are more and more Millennials who do not necessarily like to own assets,
they like to own services”
prise base. These are more and more Millennials
who do not necessarily like to own assets; they like
to own services and access those services at a competitive rate. We have been doing this on print for
quite some time,” Schell says.
HP’s commercial Indigo line of digital printers is
one that’s going into the frontline as HP is prepared
to become an outsourcing partner for companies in
areas such as packaging, he adds.

GENERATIONAL CHANGE OF HABITS

The changes inside the company come at least partly
because of what is happening in the outside world,
as a younger generation takes command and asks
their suppliers for new ways of doing business.
“We are facing new decision makers when it comes
to purchasing decisions in the commercial enter44 O C T O B E R - N O V E M B E R 2 0 1 7

“It is very interesting for us right now to work
with system integrators that come from consulting efforts with enterprise customers, but
also system integrators that are part of a manufacturing environment. That is important
for graphics and also for 3D printing… I am
spending a lot of my time right now pitching
to these system integrators, with which HP
honestly didn’t have any relationship with in
the past,” Schell says.

you walk into a manufacturer and you own the
packaging for them.”
Moving from a transactional engagement to a
more services-led engagement requires moving
around resources, extensive retraining of existing resources and also acquiring talent externally.
For a company that obtains 87 percent of its revenue from channel partners, that also includes
pooling resources with commercial partners and
going after new ones to adapt them to HP’s operating ecosystem.
3-D INDUSTRIAL REVOLUTION

“There’s an ongoing movement from analog to digital printing. As this movement happens there are
pockets of growth that are really interesting for
HP. I do believe that in the packaging environment there’s huge potential in North and South
America,” the executive mentions. From a commercial point of view, he adds, “it is very sticky if

For company as attached to the printing environment as HP it only made sense to get involved in
the no longer upcoming but present revolution
of 3D printing-enabled manufacturing.
Additive manufacturing, as the systems are also
known, are no longer just toys for the comput-

“There are a lot of adjacent businesses in the
industry that we are tapping into; robotics, for
example, is one of them that is a key vertical
for us from a go-to-market point of view, as we
think about industry 4.0 and how to bring our
graphics business and our 3D printing business
into industry 4.0 setups,” he adds.

“A startup with the muscle of a Fortune 50 company.” That’s what HP Inc. feels like since it split
from the server and enterprise services business in
2015 to form the new HP with a focus on the
personal systems and printing business
So what makes HP, a veteran of 23 years in the
Fortune 500 list, different from its competitors? “I think what does set us apart is that we
have a very clear strategy okay. There are a lot
of my competitors out there who are operating
more by the flavor of the day. HP is not doing
that, we have a clear strategy in the core and
we have a clear strategy in the growth and the
future setups.”
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Augment
Supply Chain
Technology to

visibility

Cloud-based technology and real-time communications are not a luxury but a basic
necessity for a company like high-tech manufacturer Flex, as thousands of suppliers
need to come together with design teams around the world to guarantee delivery of
the best products and react to crisis in minutes.

and
cloud-based information exchange systems are commonplace in today’s expanding
technological industrial paradigm, but for
some companies those tools have become not
just an afterthought or an add-on but a central part of doing business as they help bring
together designers, customers and suppliers in
a matter of minutes to make better decisions.
real

time

communications

This is why a company like manufacturing
developer Flex has put so much attention into developing its own in-house systems to
make interactions both within and outside
the company as efficient as possible, reducing time to market for customers’ solutions as
well as minimizing the inevitable disruptions
that can happen across the supply chain, its
President of Global Operations, François
Barbier, explains.
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It becomes even more of a challenge for a
company like Flex, which as a difference
from many other manufacturers is not tied to
any particular industry, but offers solutions
ranging from encoders that have helped keep
the Mars rover Curiosity working for over 5
years on the Red Planet, to the tracker systems increasing the effectiveness of solar energy arrays around the world, working across
more than a dozen different industries with a
range of core technologies.
As the world moves into what is called the
Industry 4.0 revolution of virtual interactions and advanced robotics, “there is a lot
going on in our business enabling us to become more digital, more reliant on technology, on the way we do our product and reach
our customers. We can be more agile in the
way we deploy our investments and much
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more aware of what’s going on in the entire supply chain,” Barbier adds.
SIMULATION, A GROWING TREND

One of the first things that come to Barbier’s mind
as he describes how the company he has been a
part of for over 15 years is adapting to change, is
the fact that technology has advanced to a place
in recent years in which a product can be seen an
even tested way before going to production thanks
to the quantum leaps in simulation technology.
“The world of what you can simulate when you
are designing a product has changed a lot over
the last few years. You have much more power to
design by simulation and making sure that you
are looking at objects —before they even exist—
in a way that is very close to the final product,”
he explains.

“We are not
copying what our
competitors are
doing, we are
creating our own
way of working in
the global ecosystems
we are in”

These efforts, he adds, need to be boosted in a
company with over 25 design centers in several
countries and 200,000 employees, and so Flex
has made large advances in the way it interacts
with customers to take them closer to the action and reduce the back-and-forth common to
complex design projects, while making sure you
are complying with the exacting specifications
of parts that might end up ensuring the good
health of a person or community.
“There are new tools for real-time interaction between customers and design teams,” he says.
And those tools also help streamline the supply chain, the other side of the coin of that fastpaced industrial scenario.
ON TIME, ON PRICE, ON SPEC

As the company and its customers reach a finished design, they also need to start building a
supply chain that will ensure delivery of parts
and products in an affordable and efficient fashion. And in many cases, as Flex is the leader of
many of the sectors in which it offers products,
it has to build those chains and processes from
the ground up. “We are creating our own way
of working in the global ecosystems we are in.”
For Flex, Barbier explains, that entails effectively
managing a 14,000-strong suppliers’ communi48 O C T O B E R - N O V E M B E R 2 0 1 7

“Flex manages some 14,000 suppliers
worldwide, handling 600,000 to 700,000
parts that are delivered every month”
ty delivering between 600,000 to 700,000 pieces
per month.
There’s also a new way to work with your supply
chain. When you design a product it includes
different parts and components, and as you build
your bill of materials you also need to build the
supply chain that will be used to deliver products
moving forward, and it will have to comply with
several demands.
“For this to work you need the right kind of
communications and visibility with your suppli-

ers,” he adds, explaining that this area is one of
the main beneficiaries of digital, real-time communications, channeled through standardized
processes to ensure that, wherever the client, the
designer or the supplier is, they will receive timely and actionable data.
CRISIS MANAGEMENT ON THE FLY

Once these systems are in place, they can also help
deal with the inevitable and sometimes devastating consequences of natural disasters or accidents,
among others. “We invented a system based on
a cloud repository and also real-time information
that gathers all of those events and evaluates their
potential impact on the supply chain.”
That fast-communicating network helped dampen the blow of the 2015 explosions on China’s
industrial hub of Tianjin, that left some 173

people dead as several containers’ areas near the
city’s harbor exploded causing a fire that lasted
for several days and leaving billions of dollars in
damages both to infrastructure and in lost goods.
“You need to know this information in a matter of seconds, minutes at the most, because you
need to react if there is some kind of impact to
your supply chain,” Barbier says.
The company has developed internally a sort of
social-network of suppliers to achieve this effect
and correlate almost immediately with suppliers
to make on-the-spot decisions, he adds.
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A

Courageous

Transformation

Glenn Laverty’s exceptional vision for Ricoh in the Americas has led the company from
one traditionally known for its office imaging equipment to a services-led organization
focused on delivering an exceptional customer experience by helping clients solve
their business challenges with the support of a vast network of partners.

of the biggest multinationals that offers innovative products
and services in approximately 200 countries and
regions, Ricoh is leading the way in the Americas by empowering digital workplaces for its
customers, expanding its delivery business in
Canada and making powerful alliances with
other companies.
as part of one

Glenn Laverty, President & CEO for Ricoh
Canada and SVP of Marketing for Ricoh Americas since 2008, is one of the authors of the
business’ transformation in the country, taking
Ricoh from being traditionally known for its office imaging equipment to a services-led organization that offers a diverse portfolio that includes document and information management
systems, IT and Managed Print Services, production print solutions, visual communications
systems, with a focus on giving customer value.
“From the customers’ perspective, what they are
looking for is that single individual with the relationship that they would go to for anything
that they needed from Ricoh, instead of having
six or seven different people coming in to talk
to them. We refer to it as being unified in front
of the customer and it’s an essential component
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and a big differentiator against competitors.
Customers are looking beyond the product and
in terms of what we can do to help solve the usual problems that they’re facing. The difference is
our range of capability when it comes to our services, in addition to our products,” Laverty says.
The formula of this success comes from a combination of a global leadership office product
and services with an unwavering focus on their
customers’ experience. Using the Net Promoter Score measurement of quarterly outcomes
since 2006, provided fundamental guidance to
rebuild the Canadian operation, he adds, a true
understanding on what customers expect from
them and their key strategic alliances and partnerships.
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Glenn Laverty
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A QUICKER DELIVERY CHAIN

POSITION:

Consistently delivering on a positive and fruitful customer experience requires a quicker way
to market deliveries and efficiencies within the
distribution chain. This has been part and parcel
of a bigger and more organic thread focused on
delivering an exceptional customer experience,
according to Laverty, which to his consideration
has helped them stay on the course of looking
for efficiency and the customers’ perspective.

President and CEO,
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SVP of Marketing,
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“They have been fundamental in helping us move
the needle in terms of our efficiencies and our effectiveness in the fields. We are supported very nicely
by Fedex and Purolator, because we are in the distribution business in Canada … We work very closely with IBM and with the likes of Air Canada, a
national airline, where IBM is very entrenched as
partner of that infrastructure. We believe in alliances across the board to help us maintain superior customer service. Whether at the back end of the business from a logistics standpoint, or from the systems
standpoint, we’re finding it is the new and the only
way to work,” assured the CEO.

“We talk to the customers about what it is that
they’re facing in their markets and with their customers, and we think about how we might be able
to play a part in solving a business issue or problem.
We need to understand our customers’ business to a
greater degree than we ever have, and we have an advantage because of the long-term nature of our relationship with them. Coupled with the engagement
process that we have with our customers, we try to
look beyond hardware or services to what they care
about, their challenges and their issues. I think that’s
fundamental to where we’ll be successful and it’s
encouraging to get the feedback that we’re getting
from customers on this engagement,” Laverty says.
The company’s efforts have paid off. Last March,
two of its customers were recognized for the innovative nature of their respective implementations by
Laserfiche, a premier software player in the Enterprise Content Management space and an important partner in Ricoh’s own ECM suite of solutions.
Luminus Financial won the Run Smarter Award in
the Best Human Resources Initiative category, while
the City of Saint John took home the coveted Run
Smarter Award in the Best Records Management
Initiative category, given by the Empower 2017 annual conference, which celebrates excellence and innovation in customer implementations.
“Our value proposition is really centered around empowering digital workplaces and we strongly believe
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“Oracle and Ricoh enjoy a rich, collaborative partnership that drives excellence and efficiencies in
both organizations. Our combined effort has resulted in a world class solution for mobile workforce
management. Our goal is for Ricoh to realize true
value from the solution every day”
—Rob Simons, AVP NA, Field Service Cloud, Oracle

that covers so much of what we do: help customers
and provide for them on their desire to move forward, whether it be in managing information or just
creating a better environment for them and their
customers. I see for the future a balanced and a growing business across the board,” Laverty explains.
POWERFUL PARTNERSHIPS

Accomplishing Ricoh’s mission of empowering digital workplaces requires trusted partnerships. Although between 80 and 90% of Ricoh’s Canada
procurement strategy comes from within the company, it still has a powerful combination of resourceful third-party alliances and partnerships for projects
that require a particular expertise. Laverty is now
leading the company’s expansion in Canada through
smart alliances with companies such as IBM, Fedex,
Purolator, Infosys and First Time Com.

To keep delivering results that advance digital workplaces, Laverty believes that in the next years Ricoh
will become a more efficient and balanced business
and also sees change in the supply chain as ongoing
to help support the customer and the sales organization. The executive is also excited to build up a more
experienced and accelerated approach that opens up
more communication to any of the process changes
and improvements they are looking at.

“What you will see in the next three to five years is
an organization that has a greater balance,” he adds.
“Today, I would say the biggest part of our business is the office product business, but the reality
is that we know that print is on the decline as the
definition of digital workplaces broadens. The investments over the last several years start to gain that
momentum and that growth has allowed us to build
up the local services business … from our Managed
Services business to our e-Discovery practice to our
new Visual Communications and Collaboration
Services business. Ultimately, what we believe and
see now, is that most things get stitched together in
order to provide real business solutions for our customers facing challenges in their own businesses.
While we still devote greater than 5% of net sales to
R&D with over 50,000 patents, supporting our future is focused on how our knowledge and capabilities make a difference for our customers experience
with their customers. We believe the market will reward those who have courage, and we’re one of the
few who have demonstrated that courage to change
and that is quite important,” he adds.
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