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editor’s NOTE

Today’s CIOs mean business
Sometimes a story’s headline is just a headline, and a maga-

“Realizing that CIOs
are integral to
business is hardly an
epiphany. CIOs have
always been serious
about understanding,
enabling and even
driving business.”

zine cover is just a cover.
Wrong. It’s never just a cover, and never just a headline. We
always put a lot of thought into headlines and cover art, trying
out a series of ideas until we find the right combination. And it
almost always involves a lot of brainstorming.
Almost. In the case of this issue, which honors our 2016
CIO 100 winners and welcomes seven new inductees into the
CIO Hall of Fame, we didn’t need much back and forth on the
cover story’s headline. Three simple words said it all: We Mean
Business. On the art side, I think the cover is more than just a
cover. Our talented art director, Terri Haas, worked with illustrator Stephanie Dalton Cowan to capture the spirit of the evolution of the CIO and this year’s winning CIO 100 projects.
Realizing that CIOs are integral to business is hardly an
epiphany. CIOs have always been serious about understanding, enabling and even driving business. Those verbs, however, imply that CIOs still aren’t really part of the business.
They’re only there to help . . . to guide . . . to consult. That
has changed, however, so we steered clear of headlines about
CIO-business partnerships and collaboration.
I also love the double meaning of We Mean Business. On the
one hand, CIOs have claimed seats on boards and edged closer
to CEOs as digital transformations take hold. The IT execu-

tives we recognize this month didn’t wait to be invited, and
they’re not unsure of where to focus their time, energy and
budgets. They mean business, and they’re taking action.
On the other hand, the CIO role itself now connotes — or
should connote — business. We briefly entertained headlines
such as “CIOs Get Down to Business” or simply “Getting
Down to Business” but avoided anything touting digital transformation, innovation or customer-facing this and that. The
message we want to send is that the CIO role equals business.
It’s not merely aligned or integrated with it.

Inspiring stories of IT success
The CIO 100 program, now in its 29th year, has always drawn
a crowd, and this year’s response was exceptional. Nearly 500
nominated companies vied for 100 awards. Our judges painstakingly evaluated the entries to arrive at the 100 honorees
listed in this issue. We then asked writer Beth Stackpole to
interview a handful of notable winners to represent this year’s
class. Picking five innovative projects from a pool of 100 is no
easy task, but we believe the examples Stackpole chose are
compelling and inspiring (see “We Mean Business,” page 5 ),
and we think you’ll agree.
Congratulations to all of this year’s honorees.
– Dan Muse, editor in chief, CIO.com
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An honor and a privilege
It’s that time of the year again. The kids are out of school, the

beaches are filling up, baseball season is in full swing, and we
have the privilege of announcing our 2016 CIO 100 winners
and the latest CIO Hall of Fame inductees.
In the nine years that I’ve been with CIO, I’ve watched IT move
from supporting the business, to being aligned with the business,
to driving the business and, in some cases these days, to being
the business. The exceptional IT leaders you’ll meet in this issue
are driving that business technology change and advancement
within their organizations. And if there’s one defining trend I’ve
seen among them, it’s a relentless focus on and attention to the
end customer.
Being recognized as a CIO 100 winner and being inducted into
the CIO Hall of Fame are both great honors, and the competition
is fierce. But for a special few days this August, at the CIO 100
Symposium and Awards Ceremony in Rancho Palos Verdes,
Calif., the best of the best in the IT profession will set aside competition and come together to share what’s working and what isn’t in
today’s business environment, to make connections and to learn
from their peers.
I’m never surprised by the openness and willingness to share
that I see among the honorees who attend this annual event, but I
am always gratified by their generosity.
On a personal level, the Symposium is an opportunity to build

relationships and learn about the great work the winning IT
leaders are doing on behalf of their companies and customers.
At last year’s event, I had the pleasure of dining with CIO 100
winner Stephen Gold of CVS Health while watching the inductions of friends Ina Kamenz and Tom Peck into the CIO Hall of

“For a special few days in August,
the best of the best in IT will come
together to share what’s working and
make connections with their peers.”
Fame. This year, I will have the honor of watching Stephen Gold
accept another CIO 100 award and also be inducted into the
CIO Hall of Fame.
Please join me Aug. 14 to 16 at the Terranea Resort in Rancho
Palos Verdes as we recognize our 2016 CIO 100 winners and celebrate this year’s class of CIO Hall of Fame inductees. I guarantee
that you’ll hear some amazing stories and meet some amazing
people. Register online today.
I look forward to seeing you there.
– Adam Dennison, SVP and publisher, CIO.com
(adennison@idgenterprise.com)
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WE MEAN
Business
This year’s CIO 100 honorees are serious about
winning customers and driving revenue.
by be th stack pole

Mobile, cloud, big data and social technologies have unleashed a sweeping tide of transfor-

mation that has given rise to a keen awareness
of the importance of the customer experience
and has presented CIOs with an unprecedented
opportunity to make their mark by steering their
companies toward digital business.
Many have dabbled in ecommerce, digital
marketing and social media initiatives, but 2016
will be the year that digital business strategies

s t e p h a n i e d a lt o n c o w a n
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take root, according to Forrester
Research. Forty-eight percent of
companies have tested the digital waters by “bolting on” some
kind of augmentation strategy
over existing products or services,
according to a Forrester study, yet
the plays have been mostly tactical
and not a disruption to the business model. In fact, just 26 percent
of executives surveyed by Forrester reported that they feel their
company fully understands the
transformative potential of digital.
That’s not the case at forwardthinking companies, including
many recipients of this year’s CIO
100 Awards, our annual program
that honors 100 organizations
demonstrating excellence and
achievement in IT. Many of the
2016 CIO 100 winners are pioneers on the digital frontier, using
technology to reshape their relationships with customers and open
doors to new revenue streams.
“So much is changing in how revenue is generated through technol-

s t e p h a n i e d a lt o n c o w a n

ogy as it’s moved from the back of
the house to the front of the house,”
says Forrester analyst Nigel Fenwick. “There’s a fundamental shift
from an environment where all the
value that the customer derives
from a product or service is built
into the physical product to a place
where the digital components are
inherently delivering more value.”
Whether it’s Domino’s Pizza letting people order from any device
and through multiple mediums
(including emojis on Twitter) or
CVS Health retooling for an integrated online pharmacy experience, the initiatives are all about
putting customers front and center.
“Digital has brought significant
changes to consumer perceptions,
and that’s transferring over to
healthcare,” says Kristin Darby,
CIO at Cancer Treatment Centers
of America, a CIO 100 award winner for a hospital expansion that
revamps the patient experience
through creative use of technology. “As we make investments in

26

%

of executives
surveyed feel
their company
fully understands
the transformative potential
of digital.
–Forrester Research

expanding our facilities and services, we want to make sure that
our technology solution architecture is thought out from the beginning of construction to transform
the way we provide care.”
Being able to respond quickly is
what digital is all about, and for
AT&T DirecTV, another 2016 CIO
100 honoree, improving response
time required a total rethinking of
internal operations and processes,

including adoption of agile methodologies. “In order to respond
that quickly to what’s going on,
you have to alter traditional processes and transform the organization’s way of thinking,” says Luz
Gonzalez, DirecTV’s senior vice
president of program and software
delivery.
While CEOs push their visions
for digital transformation, it’s up
to the CIO to champion a strategy
that enables the business to pull
it off. Being able to think strategically about the business, having a
strong customer focus, and having the chops to influence people
across the organization are all key
to ensuring a CIO’s digital business success.
“Information technology needs
to be an accelerator to the business, not a drag,” says Stephen
Gold, CIO and executive vice
president of business and technology operations at CVS Health.
“The CIO is no longer just a chief
information officer — you need to
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be a chief innovation officer and a
chief integration officer as well.”
Given what’s at stake and the
technical complexities of digital
business, CIOs also need to be
translators who can help business people understand technology and, specifically, what can
and can’t be done. “This stuff
isn’t easy, and sometimes there’s
risk,” says Kevin Vasconi, executive vice president and CIO at
Domino’s. “Most of the business
doesn’t understand the machinations of technology and how
the gears turn. My biggest role
is helping them understand the
trade-offs — that role is invaluable in terms of driving digital
transformation.”

AT&T DirecTV goes agile

F

ew industries are as

under the gun for digital transformation as
the pay-TV sector. Heightened
competition, the constant tick of
consumer demand for the latest
and greatest mobile and streaming capabilities, and the rapidfire pace of technology change
present huge challenges for
companies that are unequipped
to turn on a dime.
For DirecTV, the fact that
something had to give was readily apparent a year into an initiative to completely transform
its digital entertainment experience with a responsive website,
according to Gonzalez. The

“We were doing sprints, we were doing
scrums, we were doing stories, but
we weren’t having our internal business
customers with us along the way.”
– luz gonzalez, Senior VP of program and software delivery,
AT&T DirecTV

art credit
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Stephen J. Gold, CVS Health
Executive Vice President and
Chief Information Officer

CVS Health congratulates
CIO Magazine’s 2016 CIO Hall of
Fame inductees and CIO Top 100
Award Recipients, including our
own Steve Gold and Business
Technology & Operations team.
TM

A highly trained and savvy team is essential to transforming
the country’s technology-driven landscape. Steve and his
team push the boundaries of digital leadership and value
creation, and are one of the reasons we are recognized
as a leading pharmacy innovation company.
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undertaking, whose goal was to
eliminate the heavy maintenance
and high costs associated with
supporting multiple code bases for
myriad mobile devices, was well
underway when the team ran into
problems, having to consistently
redo functionality because of bugs
or because it didn’t quite map to

the demands of the business.
Given the velocity of change
in the TV market, the group had
taken an agile approach to the
development effort but it soon
realized a key ingredient was missing. “We weren’t doing agile agile,”
says Gonzalez. “We were doing
sprints, we were doing scrums, we

CUSHMAN & WAKEFIELD

BUILT TO LEAD
Creative thinking and the innovative use
of technology helps Cushman & Wakefield
serve our people and clients better.
We are proud to have been named a
2016 CIO 100 Award Winner for the
successful translation of ideas into real
estate services in more than 250 offices
across the globe.

cushmanwakefield.com

were doing stories, but we weren’t
having our internal business customers with us along the way. We
had to take a step back and think
about things differently, including
how to work differently.”
The changes they subsequently
made to the website redesign
project included embedding the
various stakeholders — the development organization, the quality
team, the customer care unit and
offshore development partners —
into the process to create a global
agile delivery system, says Doug
Wells, senior director of product
development, noting that the company also set up a unit called the
Agile Center of Excellence.
The team also made sure there
was a universal understanding of
the roles and responsibilities connected to agile and scrum while
ramping up its investment in agile
training, Gonzalez says. The other
key piece was embracing a DevOps
approach, incorporating automation toolkits and techniques

lu z g o n z a l e z
Senior VP of program and software
delivery, AT&T DirectTV

geared toward greater efficiency
to create an ecosystem and culture
of continuous improvement and
continuous deployment, says Matt
Smith, AT&T DirecTV’s IT director for program management and
the Agile Center of Excellence.
“You can sit in scrum meetings
and you don’t know who’s in IT or
in the business,” Smith says. “We’ve
created one team out of a cross section of the entire organization to
deliver on our value base.”
With the changes in place,
DirecTV was better positioned to
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launch the responsive website
and deliver ongoing improvements in a timely fashion. Key to
the design is a single code base
for all devices, support for opensource principles and tools like
NGINX, Node.js and Play, along
with a new decoupled architecture that allows improvements to
be made via UI/UX changes and
without impact on back-end processes, Smith says.
Armed with an agile delivery
ecosystem, DirecTV is now better
situated to deliver web apps and
new functionality in an iterative
fashion, in two-to-three-week
sprints as opposed to four-month
cycles, Gonzalez says. The launch
of the responsive website also
increased reach and engagement
with customers — within the first
month, customers lined up for
38,000 additional digital video
streams, 49,000 recordings and
3,400 pay-per-view purchases.
The hardest part of the project
wasn’t the technical work, but

rather the cultural and organizational challenges of getting everyone to embrace transformational
change. “After a couple of failures,
people were kind of burnt out
and pointing fingers, but once we
got through that hump and we
embedded a sense of ownership,
we saw a spark in them,” Gonzalez says. “We’ve increased revenue, improved speed to market,
made quality improvements and
are delivering more flexibility for
customers.”

Your pizza, your way

W

hen the bulk of your

customer base belongs
to the millennial generation, what’s the best way to
make your pizza stand out in the
crowd? Create an experience that
lets digital-savvy consumers
order from whichever device and
whatever medium they like best.
That’s the strategy behind the
$2.1 billion Domino’s AnyWare
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Congratulations on being named a
2016 CIO 100 Awards honoree.
We are proud to support your efforts
in developing award-winning nonprofit
business applications about at-risk
species and ecosystems.
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ordering technology, part of the
fast-food company’s ongoing digital transformation. For some customers, voice ordering via text is
the most satisfying while others
queue up their orders with pizza
emojis via Twitter. “We embrace
the fact that the next generation
of customers grew up as digital
natives, and we want to be the easi-

est company in the world to have a
relationship with,” says Kevin Vasconi, executive vice president and
CIO at Domino’s. “We never want
to lose an order because we don’t
have the right platform or the best
experience or because the system
doesn’t perform.”
With the AnyWare system,
customers can place orders on an

IWP is proud to be a
CIO 100 Award Honoree
Injured Workers Pharmacy (IWP)
delivers more than just prescription
medications. With our innovative
use of technology, we streamline
prescription management and
improve care for our patients.
To learn more, visit

www.IWPharmacy.com

array of devices not necessarily
known for supporting ecommerce,
including smartphones, smartwatches, smart TVs and, more
recently, the Sync entertainment
and communication system found
in Ford vehicles, as well as Amazon’s Echo wireless speaker and
voice command platform. The ability to order with a tweet, text, voice
command or emoji gives customers the flexibility and convenient
digital experience they crave (there
are currently 16 options for digital
ordering) while at the same time
promoting the Domino’s brand in
leading social forums.
The first step in the journey was
to create a user profile that stored
critical identifying information
like order history, including a
customer’s last or favorite order,
preferred method of payment, a
go-to Domino’s location, communications preferences and contact
information, including Twitter
handles and mobile phone numbers. “Once we started to do that,

K e v i n Va s c o n i
Executive vice president and CIO,
Domino’s Pizza

the technology to support everything else started to galvanize,”
Vasconi says.
The company made its first foray
into digital ordering in 2013 with
a system called Easy Order, which
let customers save their favorite
pizza orders in their profiles on
Dominos.com. Then came the
AnyWare technology, creating the
foundation for customers to order
via the newest devices. At first,
in 2014, there was voice ordering
with Dom, the Domino’s version of
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“We embrace the fact that the next generation of customers grew
up as digital natives, and we want to be the easiest company in
the world to have a relationship with.”
– Kevin Vasconi, executive vice president and CIO, Domino’s Pizza

a digital assistant voice command
platform. Then the tweet-to-order
system followed in May 2015. For
the latter, software continuously
monitors public tweets with exact
keywords, checking them against
the database for registered customers with that Twitter account.
If a match is found, the system initiates a direct message to the user
for confirmation and, once that
happens, the ordering software
shoots out a rough delivery estimate via direct message, employing analytics to calculate the
number of orders underway at the
selected location along with factors
like distance to the user’s location.
In addition to the data warehouse, analytics and mobile and
social technology pieces, another

core building block is a 24/7 faulttolerant infrastructure, which
Domino’s set out to build in parallel to the AnyWare ordering capability. The company went from
one and a half data centers when it
started to three data centers globally, investing in technologies like
failover and the Akamai content
delivery network to boost performance and help it stay ahead of the
growth curve. “We didn’t have to
build everything on day one, but
we need it all today,” Vasconi says,
explaining that more than half
of the company’s business now
comes from digital orders, and half
of those are from mobile platforms,
representing an estimated $4 billion annually in global sales.
While CIOs must play a key role

helping corporate leaders navigate
what’s possible with technology,
Vasconi says a project of this mag-

nitude really needs to be a partnership — in this case, between
his office, the CMO and the CEO.
“That kind of triad working
together to deliver on this vision
is what made it all possible,” he
says. “Not everything we did was
a complete success, and we had to
be able to fail fast and move on and
make that part of our culture.”

Data analysis reimagined.
Data driven, people powered.

R

Transform data into actionable intelligence
Discover more at Preclarus.com
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BUILDING THE FUTURE MEANS

The savvy digital traveler

F

or millions of travelers,

the experience of moving through busy airports
can be trying, especially if information is scarce. Having direct
access to up-to-the minute flight
information, knowing how long
it will take get through security
and mapping out the best route to
make a connecting flight can make
the experience a little less painful.
The Metropolitan Washington
Airports Authority (MWAA),
which oversees Ronald Reagan

G o u ta m K u n d u
CIO, MWAA

Washington National Airport
and Washington Dulles International Airport, delivered most of
that information to its visitors for
years, but it was scattered across
nine different websites and platforms.
Starting in 2015, the MWAA set
out to change all of that with the
creation of a system it called the
Travel Information & Revenue
Enhancement Platform (TIREP),
which would serve as a central
hub for all relevant information
related to the airport travel experience. TIREP is designed to centralize all media content and data
coming from multiple sources,
including the Transportation
Security Administration, baggage
handling systems and the airlines,
and make it available to travelers
on a variety of personal devices
and public display systems.
“The information passengers
were asking for was not built in
one single application or owned
by the airport — it’s an ecosystem

CHANGING THE GAME.
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of information that resides and is
owned by multiple partners in the
travel journey chain,” says Goutam Kundu, CIO of the MWAA.
“With TIREP, we set out to bring
out data in an API format so it
could easily be consumed in whatever device the passenger wants.”
The TIREP digital platform is
enabled by three core technology

pillars: A data management and
open API foundation, a responsive
website that’s device-agnostic, and
a beefed-up connectivity infrastructure that combines Wi-Fi and
LTE, among other technologies, to
ensure robust network coverage
across the 6 million square feet of
combined airport real estate. The
latter component is key. As Kundu

Congratulations to Jeff Fields
for being selected as a 2016 CIO 100 Honoree.
SERVPRO® is proud of this achievement and your
commitment to the values of the company.

points out, “You might have the
best apps, but without good network connectivity to the internet,
they are meaningless.”
As opposed to tackling the problem in a piecemeal approach, the
MWAA saw an opportunity to
build a digital platform in concert
with an information-centric design
and a standardized set of processes that could be leveraged to
power TIREP and any subsequent
enhancements and future systems.
For example, a digital signage pilot
has the TIREP data structure and
taxonomy in place, which allows
for more adaptability. Moreover,
consistency of customer experience has improved because all of
the information pushed out to digital channels now shares a single
data foundation.
To make that possible, TIREP
calls for data to be federated and
shared through a standardized
content and media library that can
publish to different channels with
minimal effort. Stakeholders col-

laborated to identify data sources,
establish a structured format and
develop a taxonomy and metadata,
Kundu says. As part of the design,
the platform supports reusable
centralized privacy, security, personalization, data extraction and
cleansing, and content management services, which ensures that
the MWAA can respond quickly
with future apps and capabilities
as travel requirements evolve.
“Having standard data processes
ensures that it takes less time to
extract and bring data in, the time
to release new apps through the
platform is shorter, and we’re staying consistent across channels,” he
says. “Enabling a better user experience is the primary goal here, but
we also want to do things quicker.”
Today, travelers can preplan
their trips by, among other things,
tapping into a tool that helps them
map out a route to the next gate or
the closest Starbucks. The open
API and platform approach gives
third-party aggregators and air-
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port partners access to TIREP,
empowering them to introduce
their own services — perhaps the
ability to order a latte so it’s ready
as soon as the user gets through
security, or a system that delivers personalized coupons that
travelers can use in airport retail
shops, Kundu says. It also gives
the MWAA potential new revenue
streams, he adds.
“We’re delivering a 360-degree
passenger experience no matter where the data resides or
who owns the data,” Kundu says.
“At the end of the day, we want
to make sure passengers have a
seamless experience during their
travel through our airports.”

A prescription for health

F

or CVS Health, digital

transformation includes
retooling the company to
take an enterprise view while creating a technology foundation to
drive future services.

“We had a unique opportunity to pull
all of those assets together in a unified
fashion for customers so they could
administer their entire benefits and take care
of themselves through a single source.”
– Stephen Gold, CIO and EVP of business and technology operations,
CVS Health
s t e p hen g o l d
CIO and executive VP of business and
technology operations, CVS Health

CVS’s Enterprise Patient Hub,
a winner in last year’s CIO 100
awards program, is at the heart
of the $153.3 billion retailer and
pharmacy services provider’s latest
endeavor: A digital pharmacy that
gives customers a seamless experience within each of the company’s
three very distinct lines of business.
Through the main CVS.com site,
patients can use their preferred
devices to manage their prescriptions across the company’s retail,
mail order and specialty pharmacy

businesses from any location at
any time.
“As part of the consumerization
of healthcare, and to differentiate ourselves in the market, it was
important to provide tools and
capabilities so consumers not only
take care of themselves and progress on a path to better health, but
are able to do so in a cost-effective
and efficient fashion,” says CVS
Health CIO Stephen Gold. “We
had a unique opportunity to pull
all of those assets together in a unified fashion for customers so they
could administer their entire benefits and take care of themselves

Your

Journey
Begins with Us
The Nation’s Airports
Committed to continually enhancing
your travel experience,
Reagan National and Dulles International airports
offer more services, more destinations
and there is more to come.
FlyReagan.com

FlyDulles.com

All new shops and restaurants
Convenient connection between the Metro and Dulles
New terminal at Reagan under development
Upgraded WiFi in 2016
. . . and more on the way.
METROPOLITAN WASHINGTON AIRPORTS AUTHORITY

J u n e / J u ly 2 016

| cio.com

14

cover story | 2016 CIO 100

through a single source.”
In addition to providing a full
prescription history and the ability
to order refills in all channels, the
new experience delivers a combined
order status, streamlines the transfer of prescriptions from one channel to another and lets people enroll
in automatic refill plans. Prior to the
release of the system in May 2015,
customers had to visit multiple
websites or switch from one app to
another in order to manage their
prescriptions.
The CVS Enterprise Patient
Hub, a web services platform and
master data management system,
reconciles the unique customer
identifiers for each of those lines
of business so the retail pharmacy
system understands that the Jane
Smith filling prescriptions at a
particular physical location is the
same Jane Smith getting other
medications through the CVS
Caremark mail-order business.
New messaging and tokenization
techniques have also been added

to maintain continuity across systems and to allow a single code
base to support myriad devices
and provide a consolidated user
experience. Meanwhile, behind

The improvement
in CVS’s refill
conversion rate
is expected to deliver
an ROI of as much as

ture decisions for how we continue
to go down the path of thinking
enterprise. We are taking systems
originally built in the best possible
way for lines of business and making them dual-purpose.”
Rather than attempting a ripand-replace digital transformation, Gold says a more measured
approach, which includes crafting

165

%

Smarter
solutions

on an annualized
basis.

the scenes, these technologies are
interacting with best-of-breed
legacy systems built for the individual lines of business, Gold says.
“We didn’t want the hub to sit
inside of any application,” he says.
“It’s all part of a modernization
strategy and deliberate architec-

a very deliberate services-based
enterprise architecture, is key to
building a future-proof platform
that can evolve to meet customers’
needs. Since piloting the integrated
pharmacy experience, CVS Health
has started to see increased usage
and adoption of its digital offerings. For example, one-third of the
company’s pharmacy customers

At AECOM, our solutions are
underpinned by the most
innovative technology and
inventive thinking. From leading
edge building information
modeling to best-in-class
project delivery platforms,
our global team of experts are
developing the technologies
that push boundaries of
what’s possible to deliver
transformational results.
Find out more at aecom.com.

Halley VI Antarctic Research Station, Antartica
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TM

use one or more digital tools, more
than half of digital prescription
refills come from mobile channels,
and there are now 20 million text
enrollments for pharmacy pickups
and refills.
Once the system is fully implemented, Gold expects that, on a
typical day more than 40,000
patients (or 15 million annually)
will visit the integrated site and
refill nearly 90,000 prescriptions
(or almost 33 million annually)
through digital channels. The
improvement in the refill conversion rate is expected to deliver an
ROI of as much as a 165 percent on
an annualized basis, he says.
Beyond its simplicity of experience, the integrated pharmacy is
also instrumental in helping CVS
Health deliver on its core mission
of helping people manage their
health. “We’re helping to drive
greater medication adherence,
which is one of the most effective
ways to fight chronic disease,”
Gold says. “It’s rewarding when

your IT-enabled innovations
deliver both business success and
healthier outcomes.”

Putting the patient first

W

hen your business

is treating cancer
patients, no detail is
too small — from the quality of
the food to the comfort of the bedding to the technology you use to
improve the patient experience.
Those were the marching orders
when Cancer Treatment Centers

NEWSLETTER

SAFEGUARDING YOUR SECURITY AND PRIVACY AT WORK AND AT HOME
From the editors of CSO magazine, Security Smart is
a quarterly newsletter ready for distribution to your
employees—saving you precious time on employee
education! The compelling content combines
personal and organization safety tips, making it
applicable to many facets of employees’ lives.
Security Smart has an easy-to-read design and clear,
engaging and entertaining articles so you are assured
that your intended audience of employees—your
organization’s most valuable assets—will read and
retain the information. Sign up today to start having
this newsletter distributed as a key tool in raising
security awareness within your organization.

Kristin darby
CIO, Cancer Treatment
Centers of America

■

Most security breaches happen due to human error

■

4 out of every 5 data breaches caused by human
error are unintentional

■

4 out of every 5 security events caused by insiders
have a negative impact on their enterprise organization (including loss of confidential information,
critical system disruptions, reputational harm,
lost customers and more)

Security Smart is published by CSO, A business unit of IDG Enterprise. | ©2015 CSO
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of America (CTCA) began planning an expansion of its Midwestern Regional Medical Center, also
known as CTCA at Midwestern,
which is part of a national network of five specialized cancer

salon services, the unit features
cutting-edge IT systems designed
to enhance the patient experience
with personalized care and, most
importantly, help create an environment of healing and hope.

2016 CIO 100

Judges
CIO.com thanks this
year’s panel of judges
for their dedication
and insight.

hospitals. The new, six-story inpatient facility, which opened in
November 2015, includes 72 private rooms and 48 guest quarters
set to open shortly. Beyond such
comforts as a large demonstration
kitchen and expanded dining and

s t e p h a n i e d a lt o n c o w a n

ting the patient first,” says Kristin
Darby, CTCA’s CIO. “Before we
make any type of investment in
technology or equipment, even
artwork for the building, we want
to understand what will create the

Dennis Anderson,
professor and chairman,
Department of Management
and IT, St. Francis College

Saad Ayub, CEO, managing
director, Rumindo Group

Stephen Andriole, Ph.D.,
Thomas G. Labrecque Professor
of Business Technology,
Villanova School of Business,
Villanova University

Ellen Barry, principal,
The EBarry Group

Carl Ascenzo, CEO and
principal consultant,
Ascention Consulting
Robert D. Austin,
professor, management of
creativity and innovation,
Copenhagen Business School

That patient-first perspective
comes from CTCA’s Cancer Fighters, a community of former and
current CTCA patients and caregivers who provide the organization with extensive feedback. “Our
core culture is always about put-

Doug Barker, CEO,
Barker & Scott Consulting

Randy Bean, CEO,
NewVantage Consulting
Paul Bergamo, vice president
and consulting director,
EA practice, Forrester Research
Eric Bloom, president and CTO,
Manager Mechanics LLC

patient experience. One of the
team’s most important moves
was the decision to deploy Lincor, a patient engagement system
that supports a wide variety of
functions. Among other things,

Hans Brechbühl, executive
director, Center for Digital
Strategies, and adjunct
associate professor, Tuck School
of Business at Dartmouth
Bob Bruce, president and CEO,
BlueCod Technologies
Robert Carr, vice president,
and executive partner, Gartner
David Chou, digital health
evangelist, DChouGroup
Fran Dramis, CEO,
F. Dramis LLC
Louie Ehrlich, strategic consultant and executive coach,
Ehrlich Consulting

most appealing atmosphere to help
patients feel at peace.”
Based on input from the Cancer
Fighters, Darby’s group looked for
ways to use technology to improve
communication between patients
and clinicians and to enrich the

Charlie Feld, founder,
The Feld Group Institute
Steve Finnerty, principal,
Finnerty Consulting LLC
Maryann Goebel,
board member,
Seacoast National Bank
Sanjay Gupta, consultant and
research analyst, IDC
Adam Hartung, CEO,
Soparfilm Energy Corp.
Martha Heller, president,
Heller Search Associates
Peter High, president,
Metis Strategy

it provides internet access and
serves up videos for educational,
entertainment or relaxation purposes, with offerings based on a
patient’s demographics and treatment plans. It also interfaces with
a retail pharmacy for easy pre-
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scription refills and offers push
notification functionality and an
e-concierge feature to foster better patient-provider communication. Darby says Lincor is easy to
customize and offers a consumer-

( J UD G ES , CONTINUED )

platform that supports secure,
HIPAA-compliant texting among
members of the clinical team. “It
facilitates rapid communication
about patients so clinicians can get
to them quicker when there is a

Khalid Kark, director,
CIO program, Deloitte

D. Kevin Horner, president
and CEO, Mastech

Michael Krigsman, CEO,
CXOTalk.com

Cathy Hotka, principal,
Cathy Hotka & Associates

Randy Krotowski, principal,
NxT Associates LLC

Michael Hugos,
co-founder, SCM Globe

Kristen Lamoreaux,
president and CEO,
Lamoreaux Search

Paul Ingevaldson,
retired CIO and author,
Ingevaldson Consulting
M. Eric Johnson,
dean and Bruce D. Henderson
Professor of Strategy,
Owen School of Management,
Vanderbilt University

Chris Laping, co-founder and
CEO, People Before Things LLC
Michael E. Lawson,
professor of economics,
Executive Education,
Boston University
Questrom School of Business

oriented, app-store-like look and
feel that allows CTCA to create a
highly personalized patient experience and evolve it over time.
Another key component of the
new building’s IT infrastructure is Imprivata’s Cortext, a

Jerry Luftman, professor
and managing director, Global
Institute for IT Management
Abbie Lundberg, president,
Lundberg Media
Brian Lurie, advisory board
member, Mobiquity
Jerry McElhatton, president,
Virtual Resources
Frank Modruson, board
member, Zebra Technologies
and Taleris
Kavin Moody, executive
director, Center for Information
Management Studies (retired),
Babson College

need,” Darby says. A third critical
platform is a call light system with
an integrated workflow component
that facilitates interdisciplinary
and interdepartmental communication among medical staffers
without disturbing patients.

“We custom-designed the system
to the way we work and how we’re
organized,” Darby explains. Previously, she adds, “the care teams carried telephones and made hundreds
of calls on their shifts to report that

have risen and there has been
plenty of feedback indicating that
the technology-centered improvements should be a model for the
other network hospitals. “As all of
our facilities consider expansion

Ray Pawlicki, board member,
Harvard Pilgrim Healthcare

Andrew Sohn, principal,
Molsonix Consulting

Bart Perkins, managing partner, Leverage Partners Inc.

Rick Swanborg,
president, ICEX

Tom Pettibone, partner,
Transition Partners Co.

Marc Strohlein, principal,
Agile Business Logic

Raj Rawal, adviser, former CEO
and CIO, The Fresh Diet

Madeline Weiss, president,
Weiss Associates

Dr. Howard Rubin, founder
and president, Rubin Worldwide

George Westerman, principal
research scientist, MIT Sloan
School of Management

Eric Sigurdson,
CIO practice leader,
Russell Reynolds Associates
Herb Smaltz, president and
CEO, CIO Consult LLC

Carl Wilson, executive vice
president and CIO (retired),
Marriott International
Amy Marie Young, lecturer,
University of Michigan
Ross School of Business

Meredith Whalen,
senior vice president,
IT executive programs, IDC

a patient was ready for treatment or
that a lab was ready. With the call
light system and workflow, it’s a
smoother, much more streamlined
process for the patient.”
Since the new facility opened,
CTCA’s patient satisfaction scores

or different growth opportunities,”
Darby says, “CTCA at Midwestern will serve as a reflection of a
future-focused hospital.” 
Beth Stackpole is a regular contributor
to CIO.com.
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THE WINNERS

Our 2016 CIO 100 Awards honor 100 organizations that deliver innovation and business value from IT.

Accenture

Banco do Brasil

City of Long Beach, Calif.

Adelman Travel Group

Bank Leumi

CLP Group

AECOM

Biogen Inc.

Collegiate Licensing Co.

Aflac

BlueCross BlueShield of Tennessee

Cushman & Wakefield

Allstate Insurance Co.

BNY Mellon

CVS Health

American International Group Inc.

Cadence Design Systems Inc.

Dell Technologies

Amgen Inc.

Cancer Treatment Centers of America

DirectBuy Inc.

AstraZeneca

Cargo Chief Inc.

Discover Financial Services

AT&T DirecTV

Celgene Corp.

Domino’s Pizza

Inland Real Estate
Investment Corp.

AT&T Entertainment Group

Christiana Care Health System

Eaton Corp.

Intel Corp.

Avanade Inc.

CIT Group Inc.

s t e p h a n i e d a lt o n c o w a n

Emergency Communications
Network
First Data Corp.
Foot Locker Inc.
General Motors Co.
Hewlett Packard Enterprise
Hilton Worldwide
Injured Workers Pharmacy

Kaiser Permanente
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THE WINNERS (continued)
KAR Auction Services Inc.

Mount Sinai Health System

Raytheon Co.

KEPCO – Korea Electric
Power Corp.

NASA Glenn Research Center

Rodale Inc.

NASA Jet Propulsion Laboratory

Samsung Electronics

NatureServe

San Francisco International Airport

Navistar Inc.

Servpro Industries Inc.

University of Mississippi Medical
Center

NewYork-Presbyterian Hospital

Six Flags Entertainment Corp.

Upper Canada District School Board

Nielsen

SunTrust

U.S. Venture Inc.

Northern Trust Corp.

Symantec Corp.

Vail Resorts

NorthShore University HealthSystem

Synchrony Financial

Verizon Wireless

Nutrisavings

Tam Faktoring AS

Vision Source

Pacific Gas and Electric Co.

The AES Corporation

Miami-Dade County Information
Technology Department

Penn Medicine – University of
Pennsylvania Health System

The Clorox Company

Washington Suburban Sanitary
Commission

Michigan Department of Technology,
Management and Budget

Planned Parenthood of the Great
Northwest and the Hawaiian Islands

MIT, Information Systems and
Technology

PPD LLC

LPL Financial
Maersk Line AS
Manila Water Co.
MassMutual Financial Group
Merck Manufacturing IT
Merck Sharp & Dohme Corp.
Mercy Technology Services
Metropolitan Washington Airports
Authority

Monsanto Co.

s t e p h a n i e d a lt o n COWAN

Public Service Enterprise Group
(PSEG)

Thomas Jefferson University and
Jefferson Health
Toyota Motor North America Inc.

UNICEF – United Nations
Children’s Fund
United Parcel Service Inc.
University of Chicago Medicine

Wells Fargo Bank
Westchester County Government
Wipro Ltd.

UBL Fund Managers
UBS
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How 7 CIOs

thrive evolving
by

The 2016 inductees to the
CIO Hall of Fame achieve longevity and success by
continually adapting as the CIO role evolves.
B y M A R Y K . P R ATT

t h i n k s to c k
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These leading executives credit their success to a
focus on business, not to any one particular skill or
degree or résumé-boosting experience.
CIO Hall of Fame

inductee Randy Sloan started
his career in the mid-1980s — the
days of the mainframe — when IT
focused on automating processes
and keeping computers humming.
For many technologists back then,
those tasks were enough. Sloan,
though, had other ideas. He wanted
to contribute more.
“When I started my career, I was
a programmer. I loved the technology. But I had an inflection point.
I realized that what I really like to
do is solve business problems,” he
says. Sloan’s insight came as the
enterprise IT department’s role was
shifting from technology caretaker

to business enabler. To be successful, technologists had to shift, too.
Sloan moved up from that programming job through a succession
of executive positions and into his
current role as senior vice president
and CIO at Southwest Airlines,
where he’s driving not only innovation but also transformation.
Sloan is one of seven IT leaders
being inducted into the CIO Hall
of Fame this year. Each has spent
time in top technology jobs at multiple companies. While their stories
may differ, they express similar
sentiments: Their success comes
from evolving as the CIO position
changed from one tasked with auto-

mating for efficiency to one focused
on transforming organizations.
These leading executives don’t
credit their successes to any
one particular skill or degree or
résumé-boosting experience.
Instead, they say a combination
of experiences and personal traits
gave them the ability to see what
the CIO job requires now and will
require in the future — and the
ability to deliver on it.
“Any success I’ve been able to
achieve is the result of having great
coaching and mentoring and rolemodeling, being put in positions
that allow me to think about what
the CIO should do,” Sloan says.

“And I have purposefully moved
myself through critical experiences so I can do that role.”
Sloan, 53, says a few key experiences helped him develop into a
leading CIO. He points to an early
decision to work at a warehouse
when leading an implementation of
a warehouse management system,
a move that gave him an in-depth
understanding of the business
and of the value of solving business problems. He also says his
work with 20 business unit CFOs
helped him understand the need
to influence others to gain strategic
alignment. And he says his current
role as “part of the executive com-
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mittee and part of every business
discussion” has transformed the
perception of the CIO from “just the
technology person” to a business
executive.

T

Driving change from day 1
his year’s CIO Hall
of Fame inductees
all echo those points,
saying that early
on in their careers
they had a desire to solve business
problems and drive change, which
allowed them to deliver value to
their companies at a time when
many IT leaders were still deep in
the technology weeds.
“I would always look at the business first and the technology second,” says Mike Benson, who until
this spring had been the executive
vice president and CIO of DirecTV
(which was acquired by AT&T
Entertainment Group in 2015).
Benson, 60, says that mindset
was just the start of what it took
to succeed. He says he needed to

“If there was anything consistent
throughout my career, it was that I always
thought of myself as an entrepreneur.”
— Suresh Kumar, CIO and senior executive VP, bny mellon

learn about operations, understand the industries in which he
worked and figure out how he
could help external customers. He
had to forge relationships with his
peers and build strong teams.
Those aren’t innate skills, nor
are they anything revolutionary,
he says. But they are necessary to
see what needs to be done and to
visualize what needs to be accomplished in the future.
Some gumption is necessary, too,
Benson adds.
“CIOs have the view of the whole
landscape within a company and
can see where they can improve

and they should suggest ways to
improve. They should have the
courage and the willingness to
take risks,” he says.

I

Entrepreneurial spirit

t’s not surprising, then, that
this year’s Hall of Fame
inductees also speak about
needing an entrepreneurial spirit in order to pivot
as technologies evolve, markets
change and the CIO job shifts.
“If there was anything consistent
throughout my career, it was that
I always thought of myself as an
entrepreneur,” says Suresh Kumar,

CIO and senior executive vice
president of BNY Mellon and CEO
of iNautix (part of BNY Mellon’s
Client Technology Solutions unit).
“I always thought, ‘If I was CEO of
this business, what would I do and
why?’ And then the second question I would ask is how technology
could make an impact on the business.”
Kumar, 58, says that CIOs are
required to understand a host of
business and management practices — from how the business
makes money to how the customer’s digital experience drives revenue. But even as he mastered those
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concepts, he says he still went back
to the entrepreneurial perspective
by thinking like a startup CEO.
“You have to have an attitude
that you can build it from the
ground up, and if you want to lead,
you have to be able to do that,” he
says, explaining that successful
entrepreneurs — and successful
CIOs — see how to leverage technologies in new ways to get a competitive advantage and then know
how to execute on that vision.
Although Kumar and the other
inductees emphasize being business leaders first, they don’t discount the importance of also being
technologists.

S

No substitute for tech chops

tephen J. Gold, 57,
CIO and executive
vice president of business and technology
operations at CVS
Health, says it’s still critical for IT
leaders to be technologists.
“I feel very strongly that in order

to be a chief information officer
you have to be a computer scientist
or an engineer. You wouldn’t have
a chief medical officer who wasn’t
an M.D. or a chief financial officer
that wasn’t a CPA or a chief legal
officer who wasn’t a J.D.,” says
Gold, who has a bachelor’s degree
in computer science.
Gold says companies that hire
CIOs who don’t have technology
backgrounds do so because they
have a business knowledge gap in
the role. But, he adds, hiring nontech people as CIOs “closes one
gap but opens another that’s more
risky — which is not understanding technology.”
Gold says he was exposed early
in his career to CIOs who demonstrated both business and IT competencies and came to understand
that both were necessary.
“I’ve always been focused on
understanding how technology
can be used to solve business problems. It’s a mindset and framework throughout my career,” he

says. “You keep adjusting it as the
needs change in the business, but
the fundamental premise is to be
commercially focused.”

D

Business-first mindset

onagh Herlihy, CIO
and executive vice
president of digital
at Bloomin’ Brands,
started his career as
an industrial engineer and moved
into IT when he took charge of a
failing ERP system implementation in the early 1990s at one of his
former employers.
Herlihy, 52, says he moved up
the IT ranks at several companies
as the focus of the department and
its leadership shifted, thanks in
part to the rise of the internet and
mobile systems and the consumerization of IT.
“We had this incredible decade
of change, and it needs a very
different IT function and a very
different CIO. And the only
advantage that I had in adapt-

“I wasn’t deep
enough to
argue bits
and bytes,
and that
allowed
me to stay
close to and
embrace
sales and
marketing.”
—donagh herlihy, CIO and
executive VP of digital,
bloomin’ brands
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“My peers and my boss are driven,
creative, innovative people, and they
expect me to be a partner on that journey.”
—robert urwiler, executive vice president and cio, Vail resorts

ing is because I came into IT as a
business leader. I always led IT
from the perspective of business
and the customer. I wasn’t deep
enough to argue bits and bytes,
and that allowed me to stay close
to and embrace sales and marketing,” Herlihy says, adding that he
also learned key insights into IT
leaders’ shifting responsibilities by
networking with other CIOs.
Herlihy says he believes a CIO
needs an MBA, broad executive
education and/or work experience
outside of IT because “you can’t
just contribute the technology.”
The responsibilities continue to
expand, and he says he and others

need to be ready for those changes.
“If you lead with the business
first and spend a lot of time with
your customers — the internal and
external ones — I don’t think you’ll
miss the pivot points. But if you try
to lead from emerging technology,
you will — you’ll chase the wrong
ideas,” he says.

S

A little help from the CEO

everal of this year’s
inductees say their
success also comes
in part from working
for companies where
CEOs encourage technologists to
contribute beyond IT.

Robert Urwiler recalls his time
as CIO at Macromedia as “a period
of my career that was very influential in how I think about the
technology and business. I wasn’t
developing products, but I was in
a creative company full of creative
people. Being immersed in that
environment changed my way of
thinking about what technology
could do. It made me realize that
we could create new experiences
using technology; we weren’t just
implementers.”
Urwiler, now executive vice
president and CIO at Vail Resorts,
says he continues to be inspired to
expand.

“I work for a creative CEO who
has high expectations about what
technology can do, and I have a
peer group that has high expectations. They don’t think of IT as
strictly back office. They expect us
to be partners in innovation,” he
says. “My peers and my boss are
driven, creative, innovative people,
and they expect me to be a partner
on that journey. The culture has a
lot to do with how successful an IT
organization can be in truly being
part of and on the forefront of business transformation.”

T

An ever-expanding role

he amount of technology-driven transformation happening
today certainly means
the CIO’s responsibilities will continue to expand.
Indeed, Hall of Fame inductee
Albert Hitchcock is experiencing
that now.
Hitchcock, 51, joined Pearson PLC
as CIO in February 2014 but had his
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“Today the technology
strategy is part of the
business strategy.”

Meet the new members
of the CIO Hall of Fame

These seven CIOs stand out for their consistent ability
to transform their organizations with technology.

—Albert hitchcock, chief technology and
operations officer, pearson plc

title changed to chief technology and
operations officer in January 2016
to reflect his role’s growing responsibilities, which now include digital
product development.
“Today the technology strategy
is part of the business strategy.
It’s not separate. In the past, CIOs
might have been asked their opinions on business strategy; now
they help create strategy. And at
Pearson my role is front and center
with the future success of the company,” he says.
As for what it takes to get to that
point, Hitchcock, like the other
inductees, credits his skills, mindset and willingness to seek out the

right experiences.
“It’s about building on existing
experiences and taking those to
the next level. I gained credibility
as we delivered more change,” he
says. “And it’s putting the customer
at the center of everything we do.
I’ve learned to look at it from a customer standpoint. That’s a theme
that has come through my successive roles. And the second thing I’ve
learned is the value of talent. You
need a great team. Everything I’ve
done up to this point was learning
the importance of those things.” 
Mary K. Pratt is a freelance writer
based in Massachusetts.

Mike Benson

Former executive vice president and CIO
AT&T Entertainment Group

|

As CIO of DirecTV (acquired
by AT&T Entertainment Group in 2015),
Benson led the transformation of IT to
align with and support business strategy
and operations. He also transformed
DirecTV.com from an acquisition and customer self-care site into a digital entertainment experience that’s an integral
part of the company’s product offerings.
Career

judge’s view | “Mike has worked at

great scale in a highly dynamic and competitive environment that demands IT
excellence and strong customer sensibility. He has been a transformational leader and
lasted a long time with the same company — tough to do. He also shows a very strong sense
of responsibility for his people and has developed some of the most innovative training and
leadership courses I’ve ever read about. Mike offers clear and quantifiable business results
that emphasize his effectiveness.”
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Donagh Herlihy

CIO and executive vice president of digital
Bloomin’ Brands

Stephen J. Gold

CIO and executive vice president
CVS Health

Judge’s view | “Donagh clearly demonstrates leadership of major business transfor-

mations that are extremely challenging, and he articulates with great clarity the value accrued to the business.”

|

Gold led the restructuring of the IT organization at this Fortune 10 enterprise and aligned
product offerings with CVS Health’s mission as
a healthcare company. This included creating a
360-degree view of the customer and delivering a
seamless service experience across the company’s
many lines of business. As executive vice president,
CIO and corporate CTO at GSI Commerce (now eBay
Enterprise), Gold scaled the technology organization
to enable hypergrowth. And as senior vice president
and CIO at Medco Health Services, he led the creation
of the world’s largest internet pharmacy.
Career

|

Herlihy joined Bloomin’ Brands in September 2014 as both CIO and head
of digital operations, with a focus on four areas: delighting customers with digitally
enabled convenience, driving productivity in food and labor utilization, enabling
supply chain effectiveness, and minimizing operational risk. While serving as
Avon’s senior vice president of ecommerce and CIO, Herlihy built out a single suite
of digital capabilities, creating a single global website for Avon representatives to
manage their business. At one point, that site was the world’s third-largest ecommerce platform by revenue. As CIO and vice president of supply chain strategy and
planning at Wrigley, he helped develop the strategic rollout of a global ERP system.
Career

Judge’s view | “Stephen has an excellent background

and accomplishments. He has successfully led major
business transformation initiatives for Fortune 100
companies that facilitated growth, modernization and
innovation. He is viewed as both a business and IT leader
and has successfully transformed overall business models. He has adopted and successfully implemented leading practices and transformed IT organizations.”

Albert Hitchcock

Chief technology and operations officer
Pearson PLC

|

Since joining Pearson in March 2014, Hitchcock has created
and led the publishing and education company’s digital transformation
strategy. He also took responsibility for technology product development, adding that to traditional IT responsibilities to create a single
technology function. He created a new architecture that seamlessly
combined this digital experience with the enterprise systems road map
to create a single Pearson customer and learner identity. In his prior job
as group CIO at Vodafone, he was responsible for the global IT function,
encompassing strategy, innovation, development and operations.
Career

Judge’s view | “Albert has worked across multiple industry segments

successfully. He has applied information technology not just to support the
business strategy, but also to shape the business strategy.”
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Suresh Kumar

CIO and senior executive vice president
BNY Mellon

|

Kumar has reduced risk and increased resiliency at this financial
institution by identifying technology areas to consolidate, streamline and
reduce fragmentation. He is leading the multiyear effort to digitize BNY Mellon
to allow the company and its customers to capitalize on technology disruption and new capabilities. His team also built its own platform to capture, store
and analyze data and provide actionable insights. In a previous role, Kumar led
the team that built the largest wealth management platform, NetXPro, which
became NetX360, used by more than 100,000 financial professionals.
Career

Judge’s view | “Suresh has had great impact not only with multiple companies,

but also in his industry by delivering multiple new products that have furthered
the financial brokerage market.”

Robert Urwiler

Executive vice president and CIO
Vail Resorts

Randy Sloan

Senior vice president and CIO
Southwest Airlines

|

Sloan led a three-year transformation of the Southwest Airlines technology organization that included the integration of AirTran and Southwest into a single
operating entity. He created and led corporate governance processes that aligned
limited resources to strategic priorities, and he established new enterprise-level
delivery processes that yielded business process transformation, business solutions
and business value. He also restructured and reskilled the technology team to fulfill
substantially increased demands for IT expertise. As a CIO at PepsiCo, Sloan leveraged technology to standardize global business processes, built a shared-service
technology organization and enhanced operational reliability.
Career

Judge’s view | “Randy has succeeded across a number of critical dimensions — leading business integrations where

millions of dollars are at stake, executing IT transformation, working internationally and transcending pure IT by playing
a business leadership role in the supply chain. He has done the big hard stuff multiple times with world-renowned companies and has managed to have successful tenures at each. Very difficult.”

|

By pioneering the use of UHF RFID in
the ski industry, Urwiler led the delivery of a patented customer-facing web and mobile application called EpicMix. This acts as an on-mountain
companion to skiers and riders while also providing data to feed the company’s advanced CRM and
analytics programs created by Urwiler in partnership with the chief marketing officer. As senior
vice president and CIO at Macromedia, Urwiler
replaced aging systems with an ERP system and
a Salesforce.com deployment that could scale to
meet the company’s growing needs.
Career

Judge’s view | “Robert provided real value to the

organizations he led. He also brought innovation
that has made a big impact on the company’s value
proposition.”
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CIOs expand
their horizons
Meet IT leaders who are pushing the boundaries
of their job descriptions — and finding that doors
are opening to them elsewhere in the C-suite.
By K r isten L amor e aux

Just as technology is touching

every aspect of business, CIOs are
showing an aptitude for handling
other C-suite roles. That’s certainly
true of our CIO 100 honorees,
many of whom are much more
than “just” CIOs: In addition to
being strong technical leaders, they

t h i n k s to c k / t e r r i h a as

also exhibit deep business acumen
and understand the importance of
focusing on the customer.

Valuing versatility
“I always believed if I earned the
seat I had every day by knowing
what the company needs and get-

ting results, doors would be open
to me,” says Perry Cozzone, who
became president of North American operations at Colorcon in 2013,
after serving as CIO for many
years. In a previous consulting
role, Cozzone had profit-and-loss
responsibility, and that experience

proved invaluable to his transition.
“You can’t just talk tech,” he says.
“Leaders get results through influence — not just hierarchical, but
across the entire network — so you
need to relate to all functions in
their terms.”
Jennifer Frost, a former CIO who
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changed companies to become
senior vice president and director
of operations and administration
at Customers Bank, concurs. “I had
moved between IT and operations
throughout my career and became
‘bilingual,’ ” she recalls. But moving
from one sphere to another requires
more than exchanging tech lingo
for business lingo. “You have to contribute business intelligence and
business innovation to the strategy
discussions — not tech innovation
but industry best practices — in
order to demonstrate a deeper grasp
of the strategic needs and direction
of the business,” she explains.
Versatility across business and
technology lines and an ability
to get results fueled Sue Haindl’s
career moves. Now chief administrative officer at Aqua America,
Haindl has been a CIO three times
and has also held numerous business leadership roles. “I’m not an
IT purist,” she says, “I’m a businessperson who knows IT.” Early
in her career, Haindl was working

as a customer service executive
at Sara Lee when the company’s
chairman asked her to take the
CIO role. Upon moving into IT, she
says, “I redirected my team and got
the results we needed after nine
months.” She then asked to get her
customer service duties back. “It
was my first dual role, and it was
great because I had line of sight to
both internal and external customers,” she says.

Risk? What risk?
Changing roles may involve risk,
but versatile IT leaders say they
don’t let risk stop them. “Yes, you
give risk a thought, but it’s risk
versus resilience,” Haindl says.
“Focus on people and you’ll be successful.”
Cozzone agrees. “Good leaders
surround themselves with strong
team members — not yes people,
but people who will challenge
them,” he says. “A leader needs to
know how to listen, guide and then
decide.”

“I’m not an IT purist, I’m
a businessperson who
knows IT.”
–Sue Haindl, CAO, Aqua America

Culture club
Whether you’re looking to become
a CIO-plus, a CAO, a COO, a
CDO, a CMO or a CEO, make sure
your company’s culture isn’t an
obstacle. If your company doesn’t
promote from within or crossfunctionally develop its leaders,
you may face an uphill battle.
Cozzone and Haindl both faced
challenges and crafted solutions
that led to opportunities to move
into other C-suite roles. For her
part, Frost went after what she
wanted by changing companies. “I
think it’s innate in some leaders to

reach for a different job, to have the
inner fortitude and attitude knowing you can do it,” she says.
If you want to expand your horizons, make sure you’re visible
inside and outside your organization. And take deliberate steps
toward moving beyond IT. And
beware of the competition: Your
company’s marketing, finance and
operations leaders may be trying
to incorporate IT functions into
their job descriptions. 
Kristen Lamoreaux is president and CEO
of Lamoreaux Search.
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How DevOps changes
vendor selection
Transformation through DevOps practices should
transcend product features. By S t e p h e n Ell i o t
IT’s ability to successfully deliver business outcomes is intrinsically tied to product selec-

tion and vendor partnerships. This is amplified with DevOps projects, because DevOps
success often requires reinvention of the IT culture, the organizational structure and automated processes. New software development cycles and/or improved team collaboration
may also be necessary. DevOps is more complex than traditional technology projects.
To reap the benefits of DevOps, IT executives and their teams must extend product analysis
to include potential value beyond a product’s capabilities. Here are best practices for mitigating vendor risks and increasing the
rate of DevOps success.
1. DevOps forces a continuous
improvement cycle. Therefore,

you should analyze product capabilities from that point of view.
Here are key questions to ask:
n How will the tool integrate with

pexels

legacy and new tool architectures?
n Will it support the measurement and attainment of technology
and business metrics?
n What are the planned feature
enhancements?
n How does it work with security,
operations, and development tools?
n Can it create a new integrated

DevOps process?
Rather than considering product
capabilities from a single functional
domain, DevOps requires crossfunctional thinking. A product
should be able to show multiple
data sources and streams to multiple IT roles, and it should integrate
with various other functions. It’s

critical to examine areas such dashboards and interfaces and security
and IT operations integrations,
as well as the product’s ability to
accommodate changes in the development or deployment cycles.
Recognize that DevOps processes often align with multiple
functions across a development or
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operational domain and can bring
tremendous synergies when collaborative planning occurs. Having a deep understanding of the
customer persona can help shape
how the improvement cycle might
look over the short and long terms.
2. DevOps helps accelerate IT
cultural change. Therefore, you

should determine how a product
can assist in changing the culture.
Key questions to ask include the
following:
n What business and technology
processes will the product impact?
n Does the product require team
collaboration across functions?
n How does the product assist
in driving sharing and reporting
across teams and time zones?
n Does the integration drive
deeper analysis and team-building?
n Is there a single source of truth
that the product can deliver — one
that can be used to help identify or
solve problems?
n Can both IT executives and

staffers view dashboards?
Cultural change requires a sense
of urgency, strong leadership and
an understanding of both why
people should change and what’s
in it for them. A strong set of cultural traits across areas such as
teamwork, collaboration, performance-based metrics, trust and
empathy are critical to any successful DevOps project.
What’s often left out is the link
between the desired cultural traits
and the products chosen to help
drive the change. There should
be a cultural undercurrent that
supports the notion of delivering
organizational impact through
meaningful work, assisted by new
DevOps tools.
3. DevOps requires a focus on
the customer and business outcomes. For that reason, you should

define the customer persona and
gain assurances that the product
can deliver on clearly defined and
measurable business metrics.

A deep understanding of
what impact DevOps projects will have on customers
is critical for success.
Here are key questions to ask:
n Who are the customers and
what do they expect?
n How will the product improve
the customer experience?
n What are the processes that
impact the customer experience?
n How will the product deliver
on business metrics?
A deep understanding of what
impact DevOps projects will have
on customers is critical. That starts
with defining the right metrics
— both business- and technologyrelated — and assessing how each
metric will impact the customer

experience. Products must be able
to deliver such metrics.
While there are many other criteria to consider when selecting a
DevOps product, these best practices enforce some of the foundational principles DevOps espouses:
continuous improvement, IT cultural change and a focus on the customer. Smart teams will reinvent
what they expect from their vendor
partners and the DevOps products
they choose. 
Stephen Elliot is vice president of IDC’s IT
Infrastructure and Cloud practice.
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What it takes to be a
technology evangelist

How do you prepare for, land and succeed in the hottest
roles in IT? This month, we look at the unique combination
of skills a tech evangelist needs. by sharon florentine

A

t one point in his life, Michael Sage was a monk living in a monastery,

but he has traded that cloistered existence for evangelism. His brand of
evangelism doesn’t involve religion, though — he’s a tech evangelist, specifically chief evangelist at BlazeMeter, a software load and performancetesting company.
A tech evangelist is someone who advocates for the use of a specific technology, with the
goal of helping it become an industry standard, says Michael Doonan, a partner at executive search firm SPMB, who notes that the role is becoming increasingly important in an
IT-driven economy where systems and applications of all kinds compete for attention.
Explaining the need for tech evangelists, Doonan says, “Imagine if you’re a platform-asa-service startup, and you come into the market with a platform on which applications can
be built, or software or services delivered, that removes the need for companies to develop
their own internal, proprietary platform. Small companies, like startups, will take you up
on that because it’s cheap, it’s easy and it’s flexible. But part of the problem is growth and

t h i n k s to c k

Technology Evangelist
Roles

Software developer, technology
evangelist, software evangelist,
sales and/or marketing specialist,
pre-sales engineer

Minimum
education

Bachelor’s degree preferred but not
required

Relevant
areas of
study

Computer science, mathematics,
engineering, psychology, sales,
marketing, theater, public speaking

Technology
skills

Deep and broad knowledge of one
particular technology

Potential
employers

Software companies, application and
platform providers (Amazon, Google)
marketing and PR agencies

national
median
Salary

$111,374 (according to Glassdoor)
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scale — how can you move
upmarket into larger enterprises? That’s where evangelism comes in.”

Standout skills
The role of evangelist
involves a mix of IT, sales
and marketing skills, and
even a bit of psychology
and theatrics, says Sage.
“You not only have to have
technical depth and credibility, but also polished
sales and marketing skills
so that you can handle
objections, you can promote messaging in a nonthreatening way. And you
have to know a lot about
the business climate you’re
operating in. What’s the
market like? What are the
circumstances that have
brought a company to
where it is?” Sage says.
There’s no one right educational path to becoming

“If you don’t know the tech or the market inside, outside
and upside down, you’re not going to get the right message across, and you’ll look shady and untrustworthy.”
–Michael Sage, chief evangelist, blazemeteR

an evangelist, says Heidi
Ellis, a professor and chair
of the computer science
and information technology
department at Western New
England University.
“You need enough of a
technical background to
speak reasonably about
the technology, but it’s just
as important to speak well
and have great communication skills. I’d also say
that business-focused people who know a lot about
the inner workings and
culture of a company that
developed that technology
could do extremely well in
a role like this,” Ellis says.

Go deep
Most tech evangelists do
specialize in one or two
specific areas, whether it’s
programming languages,
software suites, Web platforms or something else,
Sage says. Being a generalist might dilute the message you’re trying to send
or hurt your credibility.
“If you don’t know the
tech or the market inside,
outside and upside-down,
you’re not going to get
the right message across,
and you’ll look shady and
untrustworthy,” he says.
Evangelists, much like
sales and marketing peo-

ple, tend to have a certain
personality type, too. “If
you’re considering a role
like this, you have to ask
yourself honestly, ‘Will I
be comfortable?’ If you’re
quiet, shy and anxious, it’s
going to be so much harder
for you to get up in front
of an audience or make
presentations to groups of
engineers,” Sage says.
If you’re considering a
role as an evangelist, Sage
has one last piece of advice:
Practice, practice, practice.
“Pick a technology you
love, and give everyone you
know demos of it,” he says.
“I remember in 2004, when

I was working at HewlettPackard, I got my first
MacBook. I just fell in love
with that thing, and I could
not stop talking about it.
At work, at home, I showed
everyone. And then, one
day, a guy I worked with
made a snide comment
about how effectively I was
evangelizing this product,
and it just clicked. That’s
what we do, as evangelists
— we embody the passion
and the positivity that
comes with ‘selling’ a great
product.” 
Sharon Florentine is a senior
writer at CIO.com.
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