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editor’s  nOTe

“Realizing that CIOs 
are integral to  

business is hardly an 
epiphany. CIOs have  

always been serious 
about understanding,  

enabling and even 
driving business.”

Sometimes a story’s headline is just a headline, and a maga-
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 illus-
trator Stephanie Dalton Cowan to capture the spirit of the evo-
lution 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 understand-
ing, enabling and even driving business. Those verbs, how-
ever, 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 trans-
formation, 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 pains-
takingly 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

Today’s CIOs mean business

http://www.cio.com
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publisher’s  nOTe

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 compe-
tition 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 induc-
tions of friends Ina Kamenz and Tom Peck into the CIO Hall of 

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 cel-
ebrate 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)

“ 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.”

http://www.cio.com
http://www.cio100.com
http://www.cio100.com
https://www.eiseverywhere.com/ereg/newreg.php?eventid=173764&
mailto: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 stackpole

mobile, cloud, big data and social technolo-
gies 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 

http://www.cio.com
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take root, according to Forrester 
Research. Forty-eight percent of 
companies have tested the digi-
tal 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 busi-
ness model. In fact, just 26 percent 
of executives surveyed by For-
rester reported that they feel their 
company fully understands the 
transformative potential of digital.

That’s not the case at forward-
thinking 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 pio-
neers on the digital frontier, using 
technology to reshape their rela-
tionships with customers and open 
doors to new revenue streams. 

“So much is changing in how rev-
enue is generated through technol-

ogy as it’s moved from the back of 
the house to the front of the house,” 
says Forrester analyst Nigel Fen-
wick. “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 let-
ting people order from any device 
and through multiple mediums 
(including emojis on Twitter) or 
CVS Health retooling for an inte-
grated online pharmacy experi-
ence, 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 win-
ner for a hospital expansion that 
revamps the patient experience 
through creative use of technol-
ogy. “As we make investments in 

expanding our facilities and ser-
vices, we want to make sure that 
our technology solution architec-
ture is thought out from the begin-
ning 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 meth-
odologies. “In order to respond 
that quickly to what’s going on, 
you have to alter traditional pro-
cesses and transform the organiza-
tion’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 strategi-
cally about the business, having a 
strong customer focus, and hav-
ing the chops to influence people 
across the organization are all key 
to ensuring a CIO’s digital busi-
ness success. 

“Information technology needs 
to be an accelerator to the busi-
ness, not a drag,” says Stephen 
Gold, CIO and executive vice 
president of business and tech-
nology operations at CVS Health. 
“The CIO is no longer just a chief 
information officer — you need to 

 26%
of executives  
surveyed feel 

their company 
fully understands 
the transforma-
tive potential 

of digital.
–Forrester research

http://www.cio.com
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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 busi-
ness people understand technol-
ogy and, specifically, what can 
and can’t be done. “This stuff 
isn’t easy, and sometimes there’s 
risk,” says Kevin Vasconi, execu-
tive vice president and CIO at 
Domino’s. “Most of the business 
doesn’t understand the machi-
nations of technology and how 
the gears turn. My biggest role 
is helping them understand the 
trade-offs — that role is invalu-
able in terms of driving digital 
transformation.”

AT&T DirecTV goes agile

Few industries are as 
under the gun for digi-
tal transformation as 

the pay-TV sector. Heightened 
competition, the constant tick of 
consumer demand for the latest 
and greatest mobile and stream-
ing capabilities, and the rapid-
fire 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 read-
ily apparent a year into an ini-
tiative to completely transform 
its digital entertainment experi-
ence with a responsive website, 
according to Gonzalez. The 

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.

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

CVS HealthTM 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.

“ 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

http://www.cio.com
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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 miss-
ing. “We weren’t doing agile agile,” 
says Gonzalez. “We were doing 
sprints, we were doing scrums, we 

were doing stories, but we weren’t 
having our internal business cus-
tomers 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 devel-
opment 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 com-
pany 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 con-
nected to agile and scrum while 
ramping up its investment in agile 
training, Gonzalez says. The other 
key piece was embracing a DevOps 
approach, incorporating auto-
mation toolkits and techniques 

geared toward greater efficiency 
to create an ecosystem and culture 
of continuous improvement and 
continuous deployment, says Matt 
Smith, AT&T DirecTV’s IT direc-
tor 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 sec-
tion of the entire organization to 
deliver on our value base.”

With the changes in place, 
DirecTV was better positioned to 

cushmanwakefield.com

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.

CUSHMAN & WAKEFIELD

BUILT TO LEAD

l u z  g o N z A l E z
senior Vp of program and software 
delivery, AT&T DirectTV

http://www.cio.com
http://www.cushmanwakefield.com/
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launch the responsive website 
and deliver ongoing improve-
ments in a timely fashion. Key to 
the design is a single code base 
for all devices, support for open-
source principles and tools like 
NGINX, Node.js and Play, along 
with a new decoupled architec-
ture that allows improvements to 
be made via UI/UX changes and 
without impact on back-end pro-
cesses, 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 organiza-
tional challenges of getting every-
one 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,” Gon-
zalez says. “We’ve increased rev-
enue, improved speed to market, 
made quality improvements and 
are delivering more flexibility for 
customers.”

Your pizza, your way

When the bulk of your 
customer base belongs 
to the millennial gen-

eration, 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 

Congratulations on being named a 
2016 CIO 100 Awards honoree.

We are proud to support your efforts 
in developing award-winning nonpro� t 
business applications about at-risk 
species and ecosystems.

Esri_MSFT_NatureServe_CIO-100-ad_0816.indd   1 6/10/16   12:52 PM

http://www.cio.com
http://bit.ly/263iGQv
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ordering technology, part of the 
fast-food company’s ongoing digi-
tal transformation. For some cus-
tomers, 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 Vas-
coni, 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 

array of devices not necessarily 
known for supporting ecommerce, 
including smartphones, smart-
watches, smart TVs and, more 
recently, the Sync entertainment 
and communication system found 
in Ford vehicles, as well as Ama-
zon’s Echo wireless speaker and 
voice command platform. The abil-
ity to order with a tweet, text, voice 
command or emoji gives custom-
ers 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, commu-
nications preferences and contact 
information, including Twitter 
handles and mobile phone num-
bers. “Once we started to do that, 

the technology to support every-
thing 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 

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

IWP is proud to be a 
CIO 100 Award Honoree

K E v i N  vA s c o N i
executive vice president and cio,  
Domino’s Pizza

http://www.cio.com
https://www.iwpharmacy.com/
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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 cus-
tomers with that Twitter account. 
If a match is found, the system ini-
tiates a direct message to the user 
for confirmation and, once that 
happens, the ordering software 
shoots out a rough delivery esti-
mate via direct message, employ-
ing 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 ware-
house, analytics and mobile and 
social technology pieces, another 

core building block is a 24/7 fault-
tolerant infrastructure, which 
Domino’s set out to build in paral-
lel to the AnyWare ordering capa-
bility. The company went from 
one and a half data centers when it 
started to three data centers glob-
ally, investing in technologies like 
failover and the Akamai content 
delivery network to boost perfor-
mance 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 bil-
lion 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 part-
nership — 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.”

R

Transform data into actionable intelligence

© 2016 Pharmaceutical Product Development, LLC. All rights reserved.

Data analysis reimagined.
Data driven, people powered.

Discover more at Preclarus.com

“ 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

http://www.cio.com
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The savvy digital traveler

For millions of travelers, 
the experience of mov-
ing through busy airports 

can be trying, especially if infor-
mation 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 

Washington National Airport 
and Washington Dulles Interna-
tional Airport, delivered most of 
that information to its visitors for 
years, but it was scattered across 
nine different websites and plat-
forms.

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 expe-
rience. TIREP is designed to cen-
tralize 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 

g o u tA m  K u N d u 
cio, MWAA

BUILDING THE FUTURE MEANS

CHANGING THE GAME.
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of information that resides and is 
owned by multiple partners in the 
travel journey chain,” says Gou-
tam 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 what-
ever 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 infra-
structure 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 

points out, “You might have the 
best apps, but without good net-
work connectivity to the internet, 
they are meaningless.”

As opposed to tackling the prob-
lem 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 pro-
cesses 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 experi-
ence has improved because all of 
the information pushed out to dig-
ital 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, per-
sonalization, data extraction and 
cleansing, and content manage-
ment 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 stay-
ing consistent across channels,” he 
says. “Enabling a better user expe-
rience 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-

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. 
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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 deliv-
ers 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 mat-
ter 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

For cvs Health, digital 
transformation includes 
retooling the company to 

take an enterprise view while cre-
ating a technology foundation to 
drive future services.

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 experi-
ence 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 prescrip-
tions 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 differenti-
ate ourselves in the market, it was 
important to provide tools and 
capabilities so consumers not only 
take care of themselves and prog-
ress 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 uni-
fied fashion for customers so they 
could administer their entire ben-
efits and take care of themselves 

s t E p H E N  g o l d 
cio and executive Vp of business and 
technology operations, CVS Health

FlyReagan.com FlyDulles.com
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Convenient connection between the Metro and Dulles
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. . . and more on the way.
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“ 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
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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 trans-
fer of prescriptions from one chan-
nel 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 sys-
tems and to allow a single code 
base to support myriad devices 
and provide a consolidated user 
experience. Meanwhile, behind 

the scenes, these technologies are 
interacting with best-of-breed 
legacy systems built for the indi-
vidual 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-

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 mak-
ing them dual-purpose.”

Rather than attempting a rip-
and-replace digital transforma-
tion, Gold says a more measured 
approach, which includes crafting 

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 offer-
ings. For example, one-third of the 
company’s pharmacy customers 

Smarter 
solutions

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.
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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 imple-
mented, 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 conver-
sion rate is expected to deliver an 
ROI of as much as a 165 percent on 
an annualized basis, he says. 

Beyond its simplicity of experi-
ence, 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

When your business 
is treating cancer 
patients, no detail is 

too small — from the quality of 
the food to the comfort of the bed-
ding to the technology you use to 
improve the patient experience.

Those were the marching orders 
when Cancer Treatment Centers 
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of America (CTCA) began plan-
ning an expansion of its Midwest-
ern Regional Medical Center, also 
known as CTCA at Midwestern, 
which is part of a national net-
work of five specialized cancer 

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

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

That patient-first perspective 
comes from CTCA’s Cancer Fight-
ers, a community of former and 
current CTCA patients and care-
givers who provide the organiza-
tion with extensive feedback. “Our 
core culture is always about put-

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 

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 

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

it provides internet access and 
serves up videos for educational, 
entertainment or relaxation pur-
poses, with offerings based on a 
patient’s demographics and treat-
ment 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 bet-
ter patient-provider communica-
tion. Darby says Lincor is easy to 
customize and offers a consumer-

oriented, app-store-like look and 
feel that allows CTCA to create a 
highly personalized patient expe-
rience and evolve it over time. 

Another key component of the 
new building’s IT infrastruc-
ture is Imprivata’s Cortext, a 

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 

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

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

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 

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

or different growth opportunities,” 
Darby says, “CTCA at Midwest-
ern will serve as a reflection of a 
future-focused hospital.”   
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continually adapting as the CIO role evolves.
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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 technol-
ogy. 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 success-
ful, technologists had to shift, too. 
Sloan moved up from that pro-
gramming 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 innova-
tion 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 mul-
tiple 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 role-
modeling, 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 experi-
ences so I can do that role.” 

Sloan, 53, says a few key experi-
ences 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 busi-
ness 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-

these leading executives credit their success to a 
focus on business, not to any one particular skill or 
degree or résumé-boosting experience. 
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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.

Driving change from day 1

t 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 busi-
ness first and the technology sec-
ond,” 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 

learn about operations, under-
stand 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 accom-
plished 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.

Entrepreneurial spirit 

it’s not surprising, then, that 
this year’s Hall of Fame 
inductees also speak about 
needing an entrepreneur-
ial 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 ques-
tion I would ask is how technology 
could make an impact on the busi-
ness.”

Kumar, 58, says that CIOs are 
required to understand a host of 
business and management prac-
tices — from how the business 
makes money to how the custom-
er’s digital experience drives reve-
nue. But even as he mastered those 

“ 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
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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 tech-
nologies in new ways to get a com-
petitive advantage and then know 
how to execute on that vision.

Although Kumar and the other 
inductees emphasize being busi-
ness leaders first, they don’t dis-
count the importance of also being 
technologists.

No substitute for tech chops

Stephen J. Gold, 57, 
CIO and executive 
vice president of busi-
ness 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 non-
tech people as CIOs “closes one 
gap but opens another that’s more 
risky — which is not understand-
ing technology.”

Gold says he was exposed early 
in his career to CIOs who demon-
strated both business and IT com-
petencies and came to understand 
that both were necessary.

“I’ve always been focused on 
understanding how technology 
can be used to solve business prob-
lems. It’s a mindset and frame-
work 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.”

Business-first mindset

Donagh 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 implementa-
tion 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 consumer-
ization 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

http://www.cio.com
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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 market-
ing,” 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.

A little help from the CEO

Several 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 influ-
ential 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 expecta-
tions. 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 busi-
ness transformation.”

An ever-expanding role

the amount of tech-
nology-driven trans-
formation happening 
today certainly means 
the CIO’s responsi-

bilities 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 

“ 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

http://www.cio.com
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title changed to chief technology and 
operations officer in January 2016 
to reflect his role’s growing respon-
sibilities, 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 opin-
ions on business strategy; now 
they help create strategy. And at 
Pearson my role is front and center 
with the future success of the com-
pany,” he says.

As for what it takes to get to that 
point, Hitchcock, like the other 
inductees, credits his skills, mind-
set 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 cus-
tomer standpoint. That’s a theme 
that has come through my succes-
sive 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.

“ today the technology 
strategy is part of the 
business strategy.”

—AlBeRt hitchcock, chieF technology And  
oPeRAtions oFFiceR, PeARson Plc

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.

Mike Benson
Former executive vice president and CIO
AT&T Entertainment Group 

career  |   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 cus-
tomer self-care site into a digital enter-
tainment experience that’s an integral 
part of the company’s product offerings.

juDge’S view  | “Mike has worked at 
great scale in a highly dynamic and com-
petitive 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.”

http://www.cio.com
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stephen J. gold
CIO and executive vice president
CVS Health

career  |   Gold led the restructuring of the IT orga-
nization 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.

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 mod-
els. He has adopted and successfully implemented lead-
ing practices and transformed IT organizations.”

donagh herlihy
CIO and executive vice president of digital
Bloomin’ Brands

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 ecom-
merce 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.

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.”

Albert hitchcock
Chief technology and operations officer
Pearson PLC

career  |   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 develop-
ment, 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.

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.”

http://www.cio.com
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Robert urwiler
Executive vice president and CIO
Vail Resorts

career  |   By pioneering the use of UHF RFID in 
the ski industry, Urwiler led the delivery of a pat-
ented customer-facing web and mobile applica-
tion called EpicMix. This acts as an on-mountain 
companion to skiers and riders while also provid-
ing data to feed the company’s advanced CRM and 
analytics programs created by Urwiler in partner-
ship 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.

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.”

suresh kumar
CIO and senior executive vice president
BNY Mellon

career  |   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 disrup-
tion 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. 

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.”

Randy sloan
Senior vice president and CIO
Southwest Airlines

career  |   Sloan led a three-year transformation of the Southwest Airlines technol-
ogy 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 lever-
aged technology to standardize global business processes, built a shared-service 
technology organization and enhanced operational reliability.

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 com-
panies and has managed to have successful tenures at each. Very difficult.”

http://www.cio.com
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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. 
B y  K r i s t e n  L a m o r e au x

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 

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 Ameri-
can 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 influ-
ence — 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 

2 0 1 6
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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 con-
tribute 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 admin-
istrative officer at Aqua America, 
Haindl has been a CIO three times 
and has also held numerous busi-
ness leadership roles. “I’m not an 
IT purist,” she says, “I’m a busi-
nessperson 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 custom-
ers,” 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 suc-
cessful.” 

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.”

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 cross-
functionally 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 know-
ing you can do it,” she says. 

If you want to expand your hori-
zons, make sure you’re visible 
inside and outside your organiza-
tion. 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.

“ i’m not an it purist, i’m 
a businessperson who 
knows it.”

–sue haindl, cao, aqua america

http://www.cio.com
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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  e L L 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 auto-
mated 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 mitigat-

ing vendor risks and increasing the 
rate of DevOps success. 

1. Devops forces a continuous 
improvement cycle. Therefore, 
you should analyze product capa-
bilities from that point of view.

Here are key questions to ask: 
n How will the tool integrate with 

legacy and new tool architectures?  
n Will it support the measure-

ment 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 cross-
functional thinking. A product 
should be able to show multiple 
data sources and streams to multi-
ple IT roles, and it should integrate 
with various other functions. It’s 

critical to examine areas such dash-
boards and interfaces and security 
and IT operations integrations, 
as well as the product’s ability to 
accommodate changes in the devel-
opment or deployment cycles. 

Recognize that DevOps pro-
cesses often align with multiple 
functions across a development or 
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operational domain and can bring 
tremendous synergies when col-
laborative planning occurs. Hav-
ing 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 cul-
tural traits across areas such as 
teamwork, collaboration, perfor-
mance-based metrics, trust and 
empathy are critical to any success-
ful 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 out-
comes. For that reason, you should 
define the customer persona and 
gain assurances that the product 
can deliver on clearly defined and 
measurable business metrics. 

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 technology-
related — and assessing how each 
metric will impact the customer 

experience. Products must be able 
to deliver such metrics. 

While there are many other cri-
teria to consider when selecting a 
DevOps product, these best prac-
tices enforce some of the founda-
tional principles DevOps espouses: 
continuous improvement, IT cul-
tural change and a focus on the cus-
tomer. 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.

a deep understanding of 
what impact devops proj-
ects will have on customers 
is critical for success.  

http://www.cio.com


33J u n e / J u ly  2 016  |  c i o . c o m

career  ROADMAP

t h i n k s t O 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) 

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

At 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, spe-
cifically chief evangelist at BlazeMeter, a software load and performance-
testing 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 execu-
tive 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-as-
a-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 

http://www.cio.com
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scale — how can you move 
upmarket into larger enter-
prises? That’s where evan-
gelism 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 cred-
ibility, but also polished 
sales and marketing skills 
so that you can handle 
objections, you can pro-
mote messaging in a non-
threatening 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 edu-
cational path to becoming 

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 communi-
cation skills. I’d also say 
that business-focused peo-
ple 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 plat-
forms or something else, 
Sage says. Being a general-
ist might dilute the mes-
sage 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 Hewlett-
Packard, 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.

“ If you don’t know the tech or the market inside, outside 
and upside down, you’re not going to get the right mes-
sage across, and you’ll look shady and untrustworthy.” 

–Michael Sage, chief evangeliSt,  blazeMeteR

http://www.cio.com

	Button 294: 
	Page 2: 
	Page 4: 

	Button 288: 
	Page 2: 

	Button 289: 
	Page 2: 

	Button 285: 
	Page 1: 



