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Some of these faces may look familiar to you. After all, these proven 
experts have over 300 years of combined commercial banking 

experience. Providing unparalleled local market knowledge, they’ve 
come together for one purpose—to help empower and propel 

your business into the future.

Los Angeles, meet
Fifth Third Bank.
Oh, you’ve already met!

Fifth Third Bank, Member FDIC. 1000669

To get in touch, contact Brandon Ferrera at brandon.ferrera@53.com.

BOTTOM ROW – DAVID MANGAHAS, VALERIE YOUNG, CHRISTOPHER YOON, ERIN HUDSON,
KATHLEEN VALDIVIA, MELISSA POLLARD, MISSY STERN, SANDRA COLLASO

 SECOND ROW – JENNIFER BAKER, KELLY VAN DYKE, JOE YUROSEK, PETE FITZPATRICK, JOY GILMER   

THIRD ROW – DAN MOSS, JP MCDONALD, MARY KING, JIM DOX, BRANDON FERRERA, SONIA PEREZ, MADI LANG  
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Taylor Ballou
Humana

Brett Abbey
Mob Scene

Jennifer Adams
NYDJ Apparel, LLC

George Ball
Parsons Corporation

Gary Cooperman
Health-Ade Kombucha

Russell B. Dean
Palisades Media Group

Fred Chang
Northwestern Mutual

Linda Chau
Melt On Demand LLC

Mamie Funahashi
Community Partners

Jane Eagle
Bel Air Investment Advisors

Ricky Flandez
Winstar Properties LLC

Lang Fredrickson
American Film Institute

Eric Chan
LA Clippers

John Beck
Ritter Pharmaceuticals

Bob Bothamley
DAUM Commercial

Ronnie Campbell
Metrolink
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RSM US LLP is the U.S. member firm of RSM International, a global network of independent audit, tax and consulting firms. Visit rsmus.com/aboutus for more information regarding RSM US LLP and RSM International.

Join us for a  
global meeting  
of the minds.

PUT OUR TAILORED INSIGHTS TO WORK FOR YOU. 

To make confident decisions about the future, 
middle market leaders need a different kind of 
advisor. One who starts by understanding where 
you want to go and then brings the ideas and 
insights of an experienced global team to help get 
you there.  

Experience the power of being understood.  
Experience RSM.

rsmus.com 
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Nick Greenko
Tangram Interiors

Ron Galperin
Office of the Controller, 
City of Los Angeles

Laurie Gerber
Blank Rome LLP

Douglas Gold
Mitchell Silberberg & 
Knupp LLP

Nigel Kershaw
Lucky Brand

Laurie Lawhorne
Mendocino Farms 
Sandwich Market 

Stephen Howe
The Wonderful Company, 
LLC

Rachel Howitt
NAI Capital

Sunny Istar Lee
Money Master Kids

Bick Le
L’Agence

Rick Learman
Elevate

Jang Lee
Joymode Inc.

Peter Hovenier
Boingo Wireless

Nancy Hejran
Clipper Corporation

Ryan M. Herbert
Thorofare Capital, Inc.

Lyle Honig
AIDS Healthcare 
Foundation
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to our alumni nominated for the 
2019 CFO Awards! 

Lang Fredrickson – American Film Institute
Jang Lee – Joymode

Bryan Thompson – Anchor Loans, LP
Andrea Zoeckler – Epson America

CSUN’s David Nazarian College of Business 
and Economics is proud to be a sponsor of the
13th Annual Los Angeles Business Journal 
CFO Awards.

The David Nazarian College of Business and Economics at 

CSUN is dedicated to educating a diverse student population 

to achieve career success and be a force for a better future.

CSUN.EDU/NAZARIAN
(818) 677-2455
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Cliff Lyon
Avante Capital Partners

Yunah Lee
GOAT Group, Inc.

Scott Lindquist
Farmers Group, Inc.

Dwight Liu
Covington Capital 
Management

Jay Moore
Kobalt Music Group

Brent Novak
Jakks Pacific

Joseph Miller
Griffin Capital Company

Brianna Schultz 
Mobrem 
Clique Brands, Inc.  
(Who What Wear) 

Laura Azzalina Rigali 
ILLUMINATE 

Tyler Painter
Fair

Matthew Pakkala
World Oil Corp.

Jantoon Reigersman
Leaf Group

Kapil Mehta
Allied Digital Services, LLC

Bob Maloney
Deutsch LA

Tracy McGregor
Karlin Asset Management, 
Inc.

Janice McNair
EZ Texting
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© 2019 PwC. All rights reserved. PwC refers to the US member firm or one of its subsidiaries or affiliates, 
and may sometimes refer to the PwC network. Each member firm is a separate legal entity. Please see 
www.pwc.com/structure for further details. This content is for general information purposes only, and should 
not be used as a substitute for consultation with professional advisors.

“We help families 
grow and protect 

their legacy by 
continuously 

balancing what’s 
best for the family 

with what’s best for 
the enterprise.”

Emily Farrell 
Private Company Services

PwC’s Private Company Services

PwC’s Private Company Services practice is fully committed 
to serving private companies. We work with more than 
3,000 families to help solve a wide range of challenges as 
they manage both the ownership and growth of the family 
business. Our audit, tax and advisory teams work in every 
industry, in every part of the country.

As a dedicated practice within PwC, we have both the 
scale and the focus to address the challenges that face 
the family enterprise—from continuity, tax planning and 
board composition to digital transformation and financing 
opportunities. Everything we do is done through a family lens.

Uncommon Dedication. 

Find out how our dedicated private company professionals  
can be an important part of your family’s continued success.  
Visit pwc.com/us/privatecos #pwcforprivatecos

616724-2020-LA Business Journal PCS Family Business 2019 Ad.indd   1 8/2/2019   2:31:37 PM
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William Taylor
The Music Center

Amber Romo
Northwestern Mutual

Tigran Sinanyan
MediaAlpha

Loren Sokolow
Psomas

Angela Yadegar
Global Property Exchange, 
LLC

Andrea Zoeckler
Epson America

Pamela Kohlman 
Webster 
Buchalter 

Gayle Whittemore
Children’s Bureau

Jose Zuniga
Dollar Shave Club 

Jon Urdan
Tradesy

Bryan Thompson
Anchor Loans, LP

Layne Thrasher
Prager University

Scott Turicchi
j2 Global, Inc.
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Whether your organization is aspiring to be smarter, create capabilities 
for the future, break ground in new markets or redefine business at its 
core, a good digital strategy is never about technology for technology’s 
sake—it’s about serving the overall needs of the organization.

The right technology applied strategically can energize a business. But 
while private companies may underestimate the value of technology or 
the role digitization can play, it’s often these same companies that stand 
to benefit the most. For many, getting serious about digital transformation 
can be a differentiator that unlocks their true potential for growth.

Align your digital strategy with your business strategy
Just as every successful company has a well-conceived business plan, 
so too do they need an equally well-considered digital strategy, which 
should be seen as a fundamental extension of the business strategy. Yet 
64 percent of top financial performers say their business faces a serious 
threat from digital disruption, according to PwC’s 2018 Digital IQ Survey.

How to address this challenge? The experts at PwC’s Private 
Company Services (PCS) believe the first step is better communication 
between leadership and the head of the company’s digital function 
(CIO, CTO, digital director, or another role). For companies that 
are developing a digital strategy for the first time, there is an 
opportunity for that process to act as a catalyst which will define 
and drive leadership consensus for overall business planning.

“When you have multiple areas that require technology-driven change,  
it’s a big benefit to have a single, overarching plan that strategically 
aligns with the business goals,” says Dan Moses, PwC Private 
Company Services Advisory Digital & Technology Lead. Creating 
such a plan helps ensure that as you embark on a digital journey, 
your technology strategy does not pull resources or focus away 
from the overall business strategy, but rather is a key extension 
of it that helps to further the organization’s core objectives.

Shift your focus to the human element of digital change
To be successful, a digital endeavor of any scale must be developed 
with the stakeholders in front of mind. The human element is one that 
PCS constantly sees companies overlook, to their own peril. PwC’s 2018 
Digital IQ Survey found only 54 percent of top financial performers say 
their leadership is digitally savvy and helps the workforce think in a new 
way. Moreover, more than half lack a structure for delivering training—so 
it comes as no surprise that 70 percent of technological transformations 
suffer from users’ failure to adopt new behaviors. This shows a clear 
disconnect between the skills and technologies that companies say 
matter most and what they’re investing in at the human level.

“Overlooking the human element has been a factor in nearly all failed 
technology deployments,” says Moses. “But with enough foresight 
and planning, companies can avoid this pitfall.” PCS suggests digital 
leaders take the time to empathize with their counterparts across 
the business. “Digital leaders need to evaluate technologies that 
could support new capabilities and their corresponding functions 
and anticipate the effects that technological changes will have on the 
employee experience, customer experience, as well as processes 
across the business,” says Moses. The lessons gleaned in this deep 
dive can then be advocated upon in discussions with the C-suite.

Next, companies must support, manage, and take full advantage of  
new technology by investing in people with the right skills, whether  
they be trained in-house, recruited externally, or outsourced. “Our 
approach for technology adoption is really a very personal one,”  
says Moses. To do it right, PCS suggests investing specifically in  
digital fitness and upskilling, so that stakeholders are equipped  
with the skills to use new tech in their day-to-day work, with  
real-world applicability.

Create a roadmap to enable growth and innovation
PCS recommends a digital strategy roadmap to outline key initiatives, 
identify dependencies, and account for constraints like limited  
resources. Such a roadmap can also anticipate “foundational”  
activities, projects, and components that need to be in place ahead  
of business functions that a company might be newly developing.

“Developing a roadmap doesn’t mean answering all the questions,  
but rather outlining when the questions need to be answered.”  
says Moses. A roadmap is particularly useful in helping drive  
decisions about how to deploy new technology (e.g., “big-bang” 
approach, site-by-site, etc.) and assess the accompanying 
tradeoffs. It also helps set stakeholder expectations about 
which enhanced capabilities they will have and when.

Digital strategies are never complete—they should be reevaluated 
and tweaked, at a minimum annually. However, the strategy effort 
must not overshadow its execution: mobilizing resources, hammering 
out the details, lining up vendors, and finally implementing the new 
technologies. When executed thoughtfully, a digital transformation 
opens the doors of innovation and growth for businesses of all sizes.

The most meaningful technologies might support your business 
processes, or run your business processes more efficiently, saving  
time that employees can then spend on more impactful work. Other 
technologies facilitate better communication and empower your  
workforce with data so you can make better decisions. The list  
goes on. “When it comes to enabling an organization’s growth,  
the importance of investing in technology cannot be overstated,”  
says Moses.

Don’t go it alone
Many organizations that are developing a digital strategy can 
benefit from outside assistance. “Privately-held businesses 
are America’s growth engines,” says Moses. Bringing in fresh 
perspective informed by experience in developing digital strategies 
can be energizing. “Our private company services team knows 
how to drive technology-enabled change and balance cost and 
disruption to the business while realizing value,” Moses adds.

For all private companies, big and small, a well-considered digital 
strategy is critical. Not only will it help justify technology investments 
that top leadership must approve—along with the time and resources 
necessary for implementation—but it will also empower the company’s 
larger business strategy. Remember, the best digital strategies do 
more than enable business planning—rather, they help shape it.

For more information please visit us at www.pwc.com/us/privatecos.

© 2019 PwC. All rights reserved. PwC refers to the US member firm or one of its subsidiaries or 
affiliates, and may sometimes refer to the PwC network. Each member firm is a separate legal 
entity. Please see www.pwc.com/structure for further details. This content is for general information 
purposes only, and should not be used as a substitute for consultation with professional advisors.

PwC’s Private Company Services

Digital Transformation  
for Private Companies

Advertisement
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By JOE YUROSEK 

The role of the CFO has undergone signifi-
cant transformation in recent years, allowing 
companies of all sizes to be more strategic 

about operations and growth.
No longer cloistered number crunchers, 

today’s Chief Financial Officers (CFOs) are 
assuming a more significant role in shaping the 
strategy, vision and even communication of 
their organizations.

Thanks to recent advances, such as con-
tinuous accounting, predictive analytics, and 
the increased complexity of today’s businesses, 
there’s a greater need for guidance from CFOs 
about what companies should prioritize from a 
strategic standpoint.

In a 2015 KPMG survey of CEOs, 63% said 
that the CFO’s role would become increasingly 
important to them over the next three years. 
By 2017, that same survey reported that 34% of 
CEOs view CFOs as potential successors.

Here’s a look at what has changed, and how 
CFOs can leverage their knowledge to positive-
ly impact the business.

INCREASED STRATEGIC INPUT
CFOs and their finance departments tradi-

tionally spend a considerable amount of their 
time collecting, sorting, and distilling data for 
management.

Today, sophisticated software does much of 
that work automatically, offering companies 
more accurate and timely indicators of how the 
business is performing relative to previous peri-
ods and targets.

THE UPSHOT?
Because these insights depend on data, 

CFOs are more frequently called on to interpret 
trends, introduce and implement technology, 
and accurately communicate options to other 
decision makers and stakeholders. Account-
ing functions as a whole now largely focus on 
employing data about the company, its custom-
ers, and the broader industry to more effectively 
pursue opportunities and sidestep potential risks.

CFOs increasingly spearhead these efforts 
since they have a line of sight into all aspects of 
the business, becoming significant contributors 
to company strategy—as opposed to simply 
reporting the current state.

The challenge for many CFOs, however, is 
that while there are many options for modern-
ization, most companies are still dealing with 
legacy systems that make it difficult for them to 
take full advantage of the technologies avail-
able. CFOs have to be able to work with Chief 
Information Officers (CIOs) to inform the busi-
ness on which technological investments make 
sense strategically and the financial impact of 
implementation.

A MORE INTEGRATED FUNCTION
For many of today’s companies, sustainable 

growth is not simply centered around major 
product breakthroughs or large-scale operational 
changes. For an organization to truly thrive, 
silos have to be broken down—product devel-
opment, finance, marketing, human resources, 
operations, and other functions all need to be 
on the same page.

Indeed, without a cross-functional view it 
can be difficult to optimize and move forward.

CFOs are now bridging the gap by turning 
data-driven insights into more complete 
narratives—framing not only what’s happening 
now, but a leading the vision of what needs to 
happen in the future to remain competitive.

Regulatory developments have also 
made integration essential. The advent of 
new measures for the Financial Accounting 
Standards Board (FASB) and International 
Financial Reporting Standards (IFRS) involve 
significant documentation and the transfer 
of information across multiple departments. 
Today’s compliance measures necessitate 
integrated reporting with a traceable path  
across multiple departments.

CHALLENGING GOLIATH WITH  
PART-TIME CFOS

In an age of financial technology, smaller 
companies are able to punch far above their 
weight when it comes to measuring key perfor-
mance indicators, generating reports, and fore-
casting with more precision.

This shift in the landscape has ratcheted up 
demand for outsourced CFO services among 

modestly sized enterprises. Why? It’s simple: 
outsourced services give companies access to the 
expertise of seasoned financed professionals—as 
well as advanced finance and data analysis 
tools—without the typically significant expense 
of employing a CFO full time. Moreover, out-
side CFOs can often bring an unbiased perspec-
tive to the strategic table.

It’s a new era in finance departments, and 
the changing CFO role is a sign of the times. 
The focus on innovation over obsolescence, 
embracing technology, and seeking new avenues 
to create value has the potential to generate 
more opportunity for businesses as a whole.

If you haven’t already, it’s time to rethink 
how the CFO—and your whole C-suite, for that 
matter—can integrate to keep your company 
moving in the right direction and help chart 
new channels for growth.

Fifth Third Bank hired Joe Yurosek in December 
2017 as California Market President to lead the 
Golden State’s commercial vertical and market 
expansion strategy. An Orange County native 
and long-time resident, Joe has more than 25 years 

of banking experience; he joined Fifth Third from 
Comerica, where he served as market president for 
the Orange County region. He also was responsible 
for corporate middle-market strategy in Orange 
County, Long Beach and San Diego and co-led 
sponsor coverage strategy for Southern California. 
Joe holds a bachelor’s degree from California Poly-
technic State University – San Luis Obispo and 
earned his MBA from University of Southern Cali-
fornia’s Marshall School of Business.
While you might not know Fifth Third Bank’s 
name, you’ll recognize their faces! Fifth Third is 
making a significant investment in the California 
market by hiring local, tenured talent and delivering 
value-add advice, products and services to help cli-
ents with their most pressing financial, growth, and 
risk management challenges.
Fifth Third entered the California market in 2001 
and expanded its focus in 2017 to include Commer-

cial Banking, with teams 
today in Los Angeles, 
Orange, Riverside and 
San Bernardino counties 
and Northern California. 
Fifth Third Bank has been 
looking towards the future 
and helping businesses 
shape what’s next for over 
160 years—with more 
to come. Learn more at 
53.com.
As one of the country’s 

10 largest banks, Fifth Third provides sophisticated 
solutions and expert guidance. At the same time, 
the bank is empowered to make local decisions and 
work from a foundation of strong, community con-
nections. This is the commercial banking value that 
only Fifth Third can deliver.

Today’s CFO: Less Bean Counter,  
More Strategic Advisor

It’s a new era in finance departments, and the changing CFO role is a 
sign of the times. The focus on innovation over obsolescence, embracing 
technology, and seeking new avenues to create value has the potential to 

generate more opportunity for businesses as a whole.

Yurosek
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By CHRISTOPHER SHAKER 

While the economy has remained strong 
into the third quarter of 2019, there 
are signs that the economy may slow 

down toward the end of the year. Firms in 
all sectors are thinking about the right busi-
ness decisions at the end of the most recent 
economic expansion. Companies serving 
consumers are faced with unique issues and 
should be prepared for the future. One of the 
questions often raised by retail businesses and 
other consumer products organizations is: how 
should we prepare for a slowdown?” Perhaps 
the better question is, however, “how can we 
prepare for success when the economy starts to 
accelerate again?”

While the most recent recession was 
roughly 18 months in length, the average 
recession in the United States is closer to one 
year in length. Keeping that in mind, a good 
late-cycle business practice is to have both 
a short-term and a long-term forecast and 
business plan. The short-term forecast and 
plan may include the expected impact of an 
economic slowdown. Your longer outlook and 
planning efforts are where good decisions can 
lead to accelerated growth. To that end, note 
the following short- and long-term planning 
checklists to consider related to your business’ 
strategic economic growth.

SHORT-TERM PREPARATIONS
• Smart inventory management – 

When consumer spending slows, having 
excess inventory on the balance sheet that 
isn’t selling can contribute to cash flow chal-
lenges. Liquidate excess or obsolete inventory 
and focus on stocking discount or inelastic 
stock keeping units.

• Trim the fat – Profits hide a lot of sins. 
After a long period of growth, it’s very easy 
to have overhead, expenses and other general 
and administrative costs that aren’t managed 
as closely.  Take the time to review expenses 
and make good decisions now to create some 
additional free cash.

• Secure your workforce – Unemploy-
ment is already at historic lows and firms in 
the consumer space are still struggling to find 
good labor. Invest in your key employees, but 
review benefits and other incentive programs 
to ensure they’re designed to maximize reten-
tion at a cost that is manageable.

• Focus on process improvement – A 
thorough review of processes and procedures, 
both on the operational side of the business 
as well as within the back office, is always 
a healthy practice.  These exercises almost 
always lead to improvements and efficiencies. 
The trade-off is that it does require time and 
money, both of which become more scarce 
during a period of slower growth. Make the 
investment now and the return on that invest-
ment will come when you may need it most.

• Re-negotiate vendor and customer 
arrangements – Negotiating pricing with 
vendors and customers can be a long process. 

Review all long-term arrangements and take 
advantage of the current strength in the mid-
dle market to re-negotiate arrangements now.

• Create appropriate cash reserves – 
Cash is king. There are a number of ways to 
help manage your cash if sales level out. As 
mentioned above, liquidate any inventory that 
might sit on your balance sheet if consumers 
slow spending. It’s also a good idea to review 

payment terms, both with your own customers 
as well as with your vendors. If you can negoti-
ate better payment terms on either side it can 
have a significant impact. It’s also important 
to take advantage of existing payment terms. 
If you have better payment terms with certain 
vendors, or you make early payments, be aware 
of where you have flexibility.

• Secure financing – Interest rates are 
very low. Review your short-term forecast, 
together with your longer-term forecast and 
investment strategy (see long-term below). 

Negotiate the best financing possible to carry 
you through both your short- and long-term 
plans.

• Evaluate tax considerations – Assess 
your tax situation and make sure you are posi-
tioned to take advantage of all benefits.

• Assess risks – Evaluate risk of cyberat-
tacks and ensure you have insurance to miti-
gate your risk.

• Address underperforming areas – If 
you have underperforming store locations, 
products or customer segments, address them 
now.

LONG-TERM PREPARATIONS
• Identify acquisition opportunities – 

Not everyone will be prepared for a slowdown. 
Know your competitors and which ones may 
struggle if sales slow. If a strategic acquisition 
can help you take market share when the 
economy begins to accelerate, identify the 

competitors or the assets that would be a value 
accretive to the business.

• Explore new product offerings – In 
the early stages after a recession, consumers 
have pent up demand after sticking to staples. 
Identify the next trending items and be pre-
pared to bring them to the market when the 
time is right.

• Evaluate customer base – Identify 
your loyal and profitable customers and devel-
op strategies now to retain them. Work across 
all channels to build a strong relationship that 
can weather a recession.

• vest in technology. A slowing economy 
will not change the fact that consumer buying 
habits are changing. Make sure you have a 
digital strategy and road map that will position 
the company to take advantage of strong con-
sumer demands when the economy picks up 
on the other side.

While many of the suggestions above make 
good business sense in any economy, they 
become even more important in an economic 
slowdown. Mobilizing your management team 
and outside business advisors to address these 

issues can help you 
ensure success now 
and in the future.

Christopher Shaker is a 
Partner and Consumer 
Products Senior Ana-
lyst at RSM. Learn 
more at rsmus.com.

Consumer Products Companies:  
Your Short and Long Game Toward Growth
How can you prepare for success 
when the economy slows or 
accelerates?

One of the questions often raised by retail businesses and other consumer 
products organizations is: how should we prepare for a slowdown?” 

Perhaps the better question is, however, “how can we prepare for success 
when the economy starts to accelerate again?”

038-62_CFO-presupp.indd   50 9/12/19   5:03 PM



Brett Tijanich 
Commercial Loan Officer 

(562) 951-5104 
Brett.Tijanich@fbol.com 

Karen Brown 
Commercial Loan Officer 

(818) 226-3233 
Karen.Brown@fbol.com

Maria Hunter
Commercial Loan Officer 

(562) 951-5102 
Maria.Hunter@fbol.com

FIRST BANK WISDOM
®

:

The most rewarding investment 
of all is a relationship. 

Let’s talk about ours.

Congratulations to all the nominees
of the 2019 Los Angeles Business Journal

CFO Awards!

Personal Banking

Small Business

Wealth Management

Mobile Solutions
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By RON PROUL

This hot, candidate-driven market reminds 
me of the bubbles of 1989, 2001 and 2007. 
And just like with those markets, many 

companies are understandably employing 
strategies that reduce outside fees. However, 
many of these strategies end up backfiring, 
rather than accomplishing the goal of attract-
ing the very best talent.

Recently, I’ve noticed some problematic 
reoccurring trends in the tactics companies 
are resorting to in order to save on recruit-
ment costs. These tactics play out like the 
classic scenario of saving on costs, simply to 
pay more later. One such method: investing 
solely in internal talent acquisition. Unfor-
tunately for these companies, this often does 
not yield the returns they had hoped for.

THE LIMITATIONS OF INTERNAL TALENT 
ACQUISITION

In contrast to utilizing a recruitment firm, 
developing an internal talent acquisition team 
takes time, is costly and requires talent itself 
— a Catch 22. Still, many companies choose 
to make this investment. But the volume of 
placements an individual or even a few indi-
viduals can handle has its limits, and it can 
become difficult for one person to specialize 
or develop a truly robust list of candidates. In 

contrast to internal talent acquisition teams 
who work with a limited pool of candidates, 
recruitment firms develop lengthy, up-to-the-
minute lists of top-tier talent.

RECRUITERS CAN ACCESS TOP-TIER  
TALENT, FAST

Recruitment and staffing firms have their 
finger on the pulse of the regional talent pool 
and know precisely which professionals are 
ready to make a career move. At Century 
Group, we even pioneered a practice called 
The Group Concept, where recruiters are 
encouraged and incentivized to work on 
searches together. This philosophy ultimately 
magnifies search capacity as well as results for 
the client. Recruitment firms will save you 
cost, time and uncertainty while optimizing 
your search’s reach.

REACTIVE VS. PROACTIVE
Most internal recruiting strategies are reac-

tive — the talent acquisition team can only 
produce candidates interested in engaging 
when an opening occurs. Specialist recruiting 
firms, however, are proactive. Recruiters are 
constantly developing and refining a target 
list of talent — talent that represents the 
best of the market — to be tapped when the 
appropriate search arises.

When a client’s talent acquisition depart-

ment says, “We have been looking for this 
position for months and you produced the 
candidate within weeks,” it’s indicative of 
how good recruiting professionals develop a 
deep talent pool and nurture relationships 
over a long period of time — maybe even 
years — so that they are able to immediate-
ly contact the right candidate for the right 
opportunity.

THE VALUE PROPOSITION OF  
RECRUITMENT FIRMS

Many companies think recruiters just sit 
passively waiting for the opportunity to send a 
bill for anyone they can pull from a job board. 
This common myth is due to the fact that the 
majority of recruiting professionals don’t ade-
quately explain their value proposition.

At well-established recruitment firms 
like Century Group, recruiters nurture long-
term relationships with top-tier candidates 
and track these candidates throughout their 
career. Recruiters also have the advantage 
of being seen by candidates as an objective 
third party who can bring candidates multiple 
opportunities, which encourages candidates to 
engage more actively with our clients. 

Consider how a recruiter presents their 
value proposition when selecting a recruit-
ment firm to work with — it will speak to 
how well they can negotiate on your behalf. 

In this market, a recruiter knowing and stat-
ing their value is not only paramount to their 
success in negotiations, it is also crucial to 
your success in this competitive marketplace. 
As Malcolm Forbes said, “Too many people 
overvalue what they are not, and undervalue 
what they are.”

When companies try to save on recruit-
ment costs by investing solely in internal 
talent acquisition, the return on their invest-
ment suffers when it comes to talent, time 
and the reach of their job search.  

One of Southern 
California’s foremost 
executive recruiters 
and a noted expert 
on executive search, 
Ron Proul is CEO 
of Century Group, 
an award-winning 
recruiting firm that 
provides top-tier 

accounting and finance talent. During his 28 
years with the firm, he has completed over 1,000 
CFO, executive and management searches and 
conducted thousands of interviews for clients in 
a myriad of industries. Ron has contributed to 
leading business publications, served on numerous 
committees and boards and has served as a judge 
for the LA CFO of the Year Awards. 

Maximize the ROI From Your Recruitment Strategy

038-62_CFO-presupp.indd   51 9/12/19   5:03 PM



52   LOS ANGELES BUSINESS JOURNAL – CUSTOM CONTENT       SEPTEMBER 16, 2019

The Current Business Insurance Market: 
What CFOs Should Know
By TRINDL REEVES

Chief Financial Officers are facing another 
challenging year of managing risk and 
insurance costs. Here are some things to 

keep an eye on in our current market.

PROPERTY INSURANCE – BE PREPARED  
TO PAY MORE

The insurance market was expected to 
firm up in 2019, but the dramatic shift in 
some areas of California surprised even those 
expecting rates to rise.

The property insurance market has been 
buffeted over the past few years by record loss-
es from Hurricanes Harvey, Irma and Maria, 
as well as the California wildfires. Another 
rough California wildfire season could pres-
sure carriers to raise rates even further next 
year. 

Impact
A firming market typically means higher 

premiums, tighter underwriting, and less 
competition for your business. Almost in 
unison, carriers have decided to recoup the 
recent catastrophic losses with rate increases. 
In some instances, those increases have been 
dramatic. Businesses with operations in earth-
quake and flood zones are likely to see the 
biggest rate hikes. Organizations with dated 
facilities could also see big premium increases. 
Now is a good time to upgrade older proper-
ties/assets or to consider disposing of them to 
minimize risk.  

AUTO COVERAGE – RATES ALSO  
GOING UP 

Like the property market, the auto insur-
ance market will continue to harden. Due 
to a rapid increase in claim frequency due to 
distracted driving and the increased cost to 
repair vehicles, carriers are reluctant to take 
on more auto liability risk. Their unwilling-
ness to do so points to the softening profit-
ability of their auto portfolios.

Impact
CFOs that manage fleets will need to think 

creatively to find the best rates and coverage. 
Fewer insurers are willing to cover large fleets. 
At the same time, insurers are scrutinizing the 
hiring procedures and driver safety programs 
of clients. Companies with the best safety 

records are not being spared the double-digit 
rate increases others are experiencing.

DIRECTORS & OFFICERS LIABILITY –  
THE STRUGGLE CONTINUES

The current environment is the most chal-
lenging D&O insurance market since the dot.
com bust. Securities class-action lawsuits have 
exposed carriers to significant new liability. 
As a result, the outlook for D&O insurance 

isn’t likely to improve any time soon. 
Impact
Both public and private companies need 

to be more diligent than ever. The 2018 Cyan 
decision permits suits to be filed against com-
panies in both federal and state court for the 
same event. Insurance companies are very 
concerned about the ongoing and future cost 
of these claims. 

IPO-bound companies seeking D&O 

insurance should also expect to pay three to 
five times more for coverage compared to just 
24 months ago. Rates will continue to go up.

WHAT TO DO IN A MARKET LIKE THIS?
In these market conditions, CFOs will 

need to carefully evaluate the proper level of 
necessary coverage and potentially make dif-
ficult decisions. To manage cost and risk upon 
renewal, companies should consider doing the 
following:

• Start the renewal process early and 
engage the entire C-Suite.  

• Differentiate your company during the 
renewal process. Make sure you know how 
your broker is positioning your company.

• Evaluate the amount of insurance to be 
purchased in advance by understanding your 
risk profile and your peer group benchmark-
ing.

• Be proactive about risk mitigation initia-
tives, which will help control rate increases.

• Develop a plan to manage loss control 
visits when increasingly cautious carriers 
come to your facilities.

• Don’t rely on past performance and rela-
tionships for renewal success. Underwriters 
have specific criteria and may not have room 
to negotiate. Be open to searching global mar-
kets for coverage.

• Explore the use of alternative markets, 
such as increased retentions and captives.

• Most importantly, work with a strate-
gic business insurance broker like Marsh & 
McLennan Agency, who can secure coverage 
for all types of risk and has the global reach 
and resources to provide the most competitive 
rates and comprehensive advice.

Trindl Reeves is Chief Sales Officer, Marsh & 
McLennan Agency, West Region. She can be 
reached at (858) 587-7185, or via  
Trindl.Reeves@MarshMMA.com.

Marsh McLennan Agency is a full-service busi-
ness insurance and employee benefits brokerage. 
Marsh McLennan Agency helps organizations 
identify risk and opportunities, secure coverage 
from best-of-breed providers, and create risk 
management and employee benefits programs that 
power your strategic objectives. Learn more at 
MMA-West.com.
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Since Ronnie Campbell joined Metrolink in 
2016 as Chief Financial Officer, he has re-es-
tablished trust with the Board of Directors 

and the five Southern California transportation 
authorities that govern the agency through 
excellence in financial accountability. Metrolink 
is a regional railroad servicing six counties with 
nearly 12 million annual boardings. Campbell 
also served as Interim Co-Chief Executive Offi-
cer from October 2018 – January 2019. 

When Campbell joined Metrolink, staff 
had lost the trust of the Board of Directors and 
member agencies due to years of complex budget 

issues. Metrolink 
relies on funding 
from the trans-
portation author-
ities in the coun-
ties it serves. The 

budget must be approved by the member agencies 
as well as the Board of Directors. 

Campbell conducted a full assessment of the 
agency’s Finance Department and introduced 
key measures to drive the department and agen-
cy to success. He skillfully managed the agen-
cy’s $130+ million investment portfolio. 

Under his leadership, Metrolink’s Finance 
Department was awarded a Certificate of 
Achievement for Excellence in Financial 
Reporting (CAFR) in 2016, 2017 and 2018. 
Prior to Campbell’s arrival, Metrolink had not 

received this honor since 2015. Additionally, 
Metrolink has completed the CAFR on dead-
line, which was not done prior to Campbell’s 
arrival. 

Campbell increased Metrolink’s balance 
sheet by $43 million and improved cash flows 
through spending controls and process improve-
ments implemented agency-wide. 

Campbell is responsible for developing 
Metrolink’s Operating Budget and Capital 
Program, leads financial reporting to federal, 

state and local agencies that include holders 
of municipal debt. He oversees the implemen-
tation of fiscal and accounting policies, proce-
dures and processes to address internal controls.

For this year’s budget process, Campbell was 
successful advancing a multi-year budget to be 
more strategic in fiscal management, reduce 
staff time devoted to budget development, 
encourage more fiscal discipline and a more 
policy-oriented budget process. 

With his demonstrated leadership in the 

Finance Department, Campbell was asked to 
oversee other departments, such as Informa-
tion Technology, Fare Collections and Grant 
Funding and Reporting. Campbell broadened 
his scope of expertise with the new departments 
contributing to success in these critical areas. 

Campbell began his career in financial 
management while working for the San Diego 
Housing Commission and then the City of 
Lakewood, where he served as assistant director 
of Administrative Services for more than 11 
years.

Prior to joining Metrolink, Campbell was 
the director of finance for the City of Camaril-
lo. During his tenure, he produced six balanced 
budgets during the national economic reces-
sion and led the city’s effort in long-term fiscal 
planning. Under his leadership, the department 
continued to receive the Government Finance 
Officers Association’s Excellence in Govern-
ment Finance Award for Financial Reporting 
and Budgeting, an award it received for 26 years 
consecutively.

Campbell earned his Bachelor of Science 
degree in Business Administration, Accounting 
from San Diego State University and a Master 
of Science degree in Leadership Management 
from the University of La Verne.

He is an active member of his church in Long 
Beach, where he sings in the choir and works 
with the finance team and board of directors. 

Ronnie Campbell: Taking Metrolink to the Next Level

CFO
SPOTLIGHT
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By DAVID KUMMER

Year after year you are delivered proposals 
for your insurance renewals. In most cases 
(hopefully), you are provided options from 

two or three insurance companies. You review 
these with your broker to confirm any import-
ant differences between them, noting any 
meaningful deficiencies. 

In a statistical average of more than eight 
out of 10 times, your current insurance compa-
ny has continued to provide the most cost-ef-
fective option. In addition, you are presented 
a list of other carriers which are noted to have 
declined to quote your account. Reasons for 
declination given may include loss history, not 
competitive, and ineligible class of business.

Has it ever occurred to you that in almost 
any other transaction of this size (whether the 
premium you are paying, the risk you are trans-
ferring or the “fee” being earned by the consul-
tant you have hired), you are far more engaged 
in the actual process of diligence and negotia-
tion, and have significantly more confidence in 
how the outcome was achieved? 

Take a journey with me to dissect the 
underwriting process. What you learn just may 
change the way you approach your insurance 
renewals forever.

Consider these depressing statistics:
• In any given month, an underwriter has 

the resources to actually engage in the under-
writing process on about 25 percent of risks 
submitted for underwriting.

• Absent intervention, your company starts 
with a 75-percent chance of not getting any 
underwriting consideration at all.

• The average insurance company/under-
writer has declined your risk seven to eight 
times in the last 10 years.

• When an underwriter does choose to 
compete, they have about a 15-percent chance 
of prevailing against the incumbent insurance 
company. 

• More than 90 percent of underwriting 
submissions are simple replications of the 
previous year’s submission. The underwriter is 
seeing the exact same thing again, year after 
year, after year.

• More than 99 percent of underwriting 
submissions are delivered by email.

• An average submission will take up about 
nine hours of an underwriter’s time.

• The vast majority of underwriters’ com-
pensation has nothing to do with underwriting 
success.

Albert Einstein is widely credited with say-
ing, “Insanity is doing the same thing over and 
over and expecting different results.” 

So if you were an underwriter, would you 
look like an opportunity to you?

Consider an alternate process if you 
want an alternate outcome

Imagine how your packaged risk, and the 
opportunity it does or doesn’t represent, might 
be viewed differently from the underwriter’s 
perspective if your broker did things very dif-
ferently. What if your broker: 

• Repackaged your risk from the ground up 
rather than a dusted off version of last year’s 
submission?

• Prepared a pre-submission engineering 
inspection report by a risk control expert to 

position your risk as best-in-class?
• Completed much of the underwriter’s 

work for them, such as provided loss stratifica-
tions and large claims analyses?

• Worked with you to formulate a narrative 
that clearly explains why your company now 
represents an opportunity for the insurance 
company this year?

• Scheduled an appointment and hand 
delivered your “new” submission to the under-
writer when geographically possible?

With these relatively simple changes, you 
would likely move your account into the short 
stack – the 25 percent that will at least be 
considered. 

But this is only half the battle. Keep read-
ing to find out how to make certain you always 

get the best financial result.

Take a moment to ponder how under-
writing and sales really work

• The underwriting process begins in a 
state of suspicion or consideration of the worst 
possible outcome.

• The best possible outcome comes from a 
state of complete underwriting comfort.

• A genuine and vibrant negotiation only 
occurs between two interested parties.

• The traditional marketing process (as 
described in the beginning of this article) 
doesn’t really create interested parties.

• People (and underwriters are people too) 
are far more motivated to win when they have 
already committed resources to the outcome or 
process.

• People are far more likely to fight to win 
when the relationship has transitioned from 
being one based on paper to one based on peo-
ple and relationship.

• Treating the person and the process  
with more respect will always produce a better 
outcome.

So, how do you address these issues? How 
do you make sure you get the best possible 
result from every possibly interested underwrit-
er? How do you go to the one or two risks that 
an underwriter is determined to win? There is 
a strategy that is easily deployed and virtually 
guarantees this result.

Invite interested underwriters to visit 
you and your operations

You have been visited, but likely not by the 
underwriter. Underwriters routinely order loss 
control inspections and it feels like a visit from 
the underwriter. But loss control visits operate 
more like a light switch: “on” for yes or “off” 
for no to the underwriter proceeding. The visit 
contributes next to nothing to your new goal of 
gaining a spot on the underwriter’s determined-
to-win list.

Inviting the underwriter to visit your 
company gives them the gift of a field day and 
allows them to get to know you and your oper-
ations personally. They see, smell and touch 
the business they are considering. They ask 
questions and hear your answers directly. In 
short, they leave these meetings far more com-
fortable with your company as a risk and far 
more interested in winning. The underwriter 
becomes deeply committed and vested in the 
outcome.

With just this tactic alone, you not only put 
yourself in the 25 percent of companies that 
are going to be considered, you elevate your 
company to the top of the short stack. The 
underwriter is now discussing your risk and 
operations in the office with their peers and 
supervisors. Their success or failure has now 
been illuminated and will be a topic of office 
conversation. 

Put simply, you become the one risk that 
they really want to win.

Now imagine having completed this pro-
cess with several committed underwriters and 
engaging them in a battle to win, instead of 
languishing with the 75 percent of companies 
that have no chance of being considered. It is 
fairly easy to see how an alternate process pro-
duces a different outcome. 

If you refer to the opening paragraph, it is 
interesting to consider that on the surface a 
proposal prepared using either the tired and 
lazy approach or the well thought out and tac-
tical approach might look very similar. What 
is likely to be dramatically different between 
them are the dollar values that show up in the 
annual premium column. 

Don’t settle for the insanity of doing the 
same thing over and over. There is just too 
much money involved in these transactions: 
the money you are paying in premium and the 
money your broker is earning in commission.

David Kummer, CPCU, AIC, is Managing 
Director at SCM, a proud sponsor of the CFO 
Awards event. Contact SCM at (949) 250-7172; 
or via information@sullicurt.com.

Think You’re Getting the Best Result on Insurance 
Renewals? Think Again!

“Insanity is doing the same thing over and over  
and expecting different results.” 

– Albert Einstein
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By BRETT TIJANICH

For any business, a long-term growth strategy 
is essential for success. Part of that growth 
strategy should include obtaining the credit 

your business needs or will need to expand 
facilities, increase inventory, attract potential 
investors, or improve cash flow. 

“It’s a good idea to establish a solid working 
relationship with a trusted banker early,” said 
Maria Hunter, First Bank’s Relationship Man-
ager, “even if you don’t have a great borrowing 
need now.” This allows you to establish a rap-
port with the bank, allowing the banker to gain 
a general knowledge of your business’ short and 
long-term needs and goals. “Even before ever 
applying for a business loan," added Hunter, 
"you’ll already have a proven track record with 
the bank.”

Hunter recommends coming prepared to a 
financial meeting with the documents you’ll 
need, including the correct reporting informa-
tion. “First Bank’s relationship managers are 
always here to discuss your financial needs as 
well as what you may need to prepare ahead of 
time,” she said.

Find out more about what to bring to your 
lending meeting and credit by reading “Navigat-
ing a Business Loan: Know the Five C’s of Cred-
it,” which is available at firstbanks.com.

COMPILATION VS. REVIEW VS. AUDIT
“Essentially, there are three basic levels of 

financial reporting,” said an industry expert. “The 
standard levels of reporting include a compilation 
report, a review, and a full financial audit.”

The compilation report is simply a set of 
financial statements. “With a compilation report, 
there’s no assurance from a certified professional 
accountant (CPA) that the information is 
correct,” he said. “The CPA or accounting firm 
is simply compiling the information that was 
provided to them with no verification of its 
accuracy. Having compiled financial statements 
shows lenders you have an association with a 
CPA, but doesn’t offer any assurance on the 
accuracy of the financial statements.”

According to the expert interviewed, "The 
financial review is just that—a review of the 
financial statements. The review service is one in 
which the CPA performs analytical procedures, 
inquiries, and other procedures to obtain “limited 
assurance” on the financial statements and is 
intended to provide a user with a low level of 
comfort on their accuracy. A review is substantially 
narrower in scope than an audit. A review does 
not contemplate obtaining an understanding 
of your business’s internal control; assessing 
fraud risk; testing accounting records through 
inspection, observation, outside confirmation, or 
the examination of source documents or other 
procedures ordinarily performed in an audit.”

WHAT IS A FINANCIAL AUDIT AND WHY 
ARE THEY CONDUCTED? 

A financial audit is a thorough review of all 
financial statements of a company in accordance 
with Generally Accepted Accounting 
Principles, or GAPP. 

According to the expert, “The audit is the 
highest level of assurance service that a CPA 
performs and is intended to provide a user com-
fort on the accuracy of the financial statements. 
The CPA performs procedures in order to obtain 
“reasonable assurance” (defined as a high but not 
absolute level of assurance) about whether the 
financial statements are free from material mis-
statement. As the highest level of assurance, an 
audit typically is appropriate and often required 
when you’re seeking complex or high levels of 
financing and credit. An audit also is appropriate 
if you’re seeking outside investors or preparing to 
sell or merge with another business.”

When companies are at a stage where they 
wish to grow their business through seeking 
upside investing or lending, it’s important to 
provide audited financial reports. It’s generally 
impossible to find potential investors or buyers 
without that higher level of reporting (audited 
statements).

Investors or lenders are looking at the “big 
picture” from a credit perspective and they’re 
also looking at the risk profile. Essentially, with 
any prudent lender or investor they’re going 

to want to mitigate their exposure or risk with 
detailed, financial information such as is found 
in a financial audit. Of course, there’s a lot of 
research that goes into the matrix of a credit 
decision, including the existing relationship 
you already have established with the bank. At 
the client discovery meeting, businesses that 
are seeking credit are always asked what type of 
financial reporting they use.

A deterrent for small to mid-sized businesses 
could be the costs associated with a full financial 
audit. A financial statement audit is more com-
prehensive than a financial statement review so, 
of course, the cost will be higher. “However,” 
as the expert explained, “there are instances 
where a review is sufficient versus a full financial 
audit.”

If your business or family-owned business is 
poised for growth, contact a knowledgeable First 
Bank relationship manager to determine the 
level of reporting requirements needed for your 
next project.

Brett Tijanich is Senior 
Vice President and 
Team Leader, Com-
mercial Banking for 
First Bank. He can 
be reached at (562) 
951-5104 or Brett.
Tijanich@fbol.com.

Levels of Reporting for Business Financing

WE KNEW YOU’D FIND US.  

TOP TALENT

ALWAYS DOES.
And once they’ve found 
us, 85% keep coming 
back. Which means 
organizations that 
appreciate high-level 
talent seek us out, too. 
After all, when you’re 
the best, you don’t 
have to settle for a top 
accounting and finance 
recruiter. You get a 
whole team of us.
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By ROBERT J. SHERIDAN

Asenior tech executive from a global firm 
recently challenged us: “What are you 
doing to teach students the technologies 

they will encounter in the real world?” 
This led to a lively and provocative conver-

sation that ultimately turned on a more funda-
mental question: 

“Should college curricula emphasize skills 
that land students a first job, or attributes that 
provide the foundation for a long-term career?” 

Gen Z students currently fill our classrooms. 
“Digital natives,” they’ve only lived in a world 
in which the answer to every question resides 
in their hands, a few clicks away. Spontaneous 
inquiry, immediate answers, crowd-sourced 
from global peers, largely accurate for the 
discerning, shared virally, with brevity. Lots 
of brevity. And plenty of video – to instruct, 
explain, demonstrate, entertain and communi-
cate. 90-seconds or less. A decided preference 
for mobile hardware. Always on. 

Contrast the implied attention span of such 
generational proclivities with the very name 
of an emerging and important branch of data 
science: “Deep Learning.” It begins to frame 
the challenges for accredited business colleges 
– and their weighty responsibilities. 

Gartner estimates that a third of all current 
jobs in the US will be converted to software, 
robots and smart machines by 2025, and that 
when today’s grade school students enter the 
post-college workforce, 65% will take jobs that 
currently don’t exist.     

Big data, artificial intelligence, blockchain, 
IoT, machine learning, smart contracts, process 
robotics – the disruption they will spawn has 
been compared to the steam engine and the 
Internet, but more rapid and pervasive in their 
impact, especially for what we call “work.” 

Consider the Port of Los Angeles and the 
upstream and downstream companies it influ-
ences. Recent media focused on labor unease 
regarding infrastructure investments predicated 
upon autonomous vehicles, powered by 5G 
technology. That disruption was easy to visual-
ize and render on the small screen.  

Less so, but perhaps more profound – the 
news in June that TradeLens, a blockchain 
joint venture of MAERSK and IBM, closed 
deals with two more major shipping firms, 
extending the scope of their platform to more 
than half the world’s ocean container cargo. 

Interspersing “smart contracts” within the 
TradeLens blockchain community will bring 
cheer to CFO’s throughout the value chains 
of importers and exporters in every industry. 
It will automate invoicing, shrink accounts 
receivables and payables to levels approaching 
zero, and drastically compress cash conversion 
cycles. This will be achieved securely, trans-
parently, largely without the intervention of 
third-party professional service providers, and 
with substantial reductions in internal head-
count. 

To be clear - in this example and in thou-
sands more like it, there will still be work. But 
what will it look like? What knowledge, skills 
and attributes will be required to do it? What 
must students and young professionals do to 
survive and thrive? What must we do to pre-
pare them?

Over the past year, we’ve been approached 
by a half-dozen major tech firms and “last mile” 

skills training firms petitioning us to add their 
content to our curriculum, to enter alliances 
that trade and share resources and program-
ming, and to provide a privileged conduit to 
our students and alumni. These firms face an 
undeniable labor shortage for programmers, 
business requirements analysts and develop-
ers - and it extends beyond the firms, to the 
third-party developers that comprise their plat-
form ecosystems. The evisceration of the H1B 
Visa program hasn’t helped. But the skills gaps 
they face are vocational. This is an industrial 
and commercial problem, not an academic one.  

It’s noteworthy that while corporate recruit-
ers demand “employable skills,” their C-suite 
executives invariably answer quite differently 
when asked what employees will need to suc-
ceed in the future. To be sure, firms hire for 
skills - but they promote for higher order attri-
butes: critical thinking, persuasion, flexibility 
and adaptability, scientific and technical con-
versance to set context and opportunity in the 
marketplace, execution, intellectual curiosity 
and courage. Such talents develop over time 
- inspired and founded on broad, balanced cur-
riculum. Education that expands, not training 
that narrows. 

Amazon has shown considerable leadership 
in addressing this paradox with their recent 
commitment of $700 million to retrain two-
thirds of their workforce in data science, AI 
and machine learning. To prepare society for 
what’s coming, more such industrial efforts will 
be required. And they must endure, as even 
today’s transformational technologies will face 
disruption with 5G and quantum computing in 
the years ahead.  

For good and appropriate reasons, course 
content and curriculum changes at accredited 
colleges of business don’t happen overnight. To 
maintain academic integrity, we must respect 
process so that our pedagogy is not subject to 
whim or fad. So how do we balance a delibera-
tive and structured process in the face of imme-
diate transformation of entire industries? 

At the David Nazarian College of Business 
and Economics, we’ve taken a “data first” 
approach to curriculum innovation, with 
required coursework and graduate level degree 
innovations. This recognizes that as cognitive 
technologies evolve, data science will remain 
at the core.

We’ve complemented and augmented this 
with intensive and innovative co-curricular 

programming. In particular, our Workforce of 
the Future initiative brings together leading 
technology firms and their pioneering clients 
who have embedded cognitive technologies 
into their business models and go-to-market 
strategies. Last November, more than 700 peo-
ple attended an on-campus event during which 
IBM and KPMG presented the ways in which 
their alliance on Watson AI is transforming 
the practice of accounting. A similar event is 
planned for this Fall to consider the current 
revolution in the telecommunications, media 
and entertainment industries. 

Our goals - foment cultural change; encour-
age inquiry; inspire intellectual curiosity and 
courage for life-long learning; and, provide 
forums for provocative conversation regarding 
the technologies, skills, attributes and attitudes 
that will shape career readiness and success in 
the decades ahead.  

We’ve embraced all of it, with enthusiasm 
and verve.

Robert J. Sheridan serves as Executive Director of 
the Center for Career Education and Professional 
Development at the Nazarian College at CSUN. 
The views expressed here are his own. 

Preparing Gen Z Students for the  
Workforce of the Future

Keynote speaker Steve Canepa of 
IBM (far left), Nazarian College Dean 

Chandra Subramaniam (fourth from 
left), and Robert Sheridan, Executive 

Director of the Nazarian College’s Center 
for Career Education and Professional 

Development (third from right), gather 
onstage with expert panelists from IBM 

and KPMG at the “Workforce of the 
Future” Symposium.
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As the Chief Financial Officer at Santa 
Monica-based vehicle subscription pro-
vider Fair, Tyler Painter spends his days 

blending the old and new—from applying 
established fiscal management practices within 
a revolutionary new business model to helping 
lead institutional capital raises for one of Sili-
con Beach’s hyper growth companies.

For Painter, it’s the latest chapter in a career 
spanning more than 25 years across global S&P 
500 corporations and early-stage startups—
experience that’s paying big dividends for Fair 
and its customers as the company continues to 
scale nationally.

Now live in 
more than 30 
markets across 
the U.S. and 
with over 3 
million down-

loads, Fair is an app that lets users get a car 
entirely on their phone with the flexibility to 
turn it in any time. Offering an alternative to 
a traditional lease or loan, Fair lets customers 
shop in-app for cars with monthly payments 
that fit their budget, sign for the one they want 
with their finger, pick up the keys and drive it 
for as long as they want—with no long-term 
commitment, negotiation or even physical 
paperwork. Fair has transformed the car-buying 
and shopping process, into a pay-as-you-go 

experience that allows a consumer to subscribe 
to a vehicle the same way they do everything 
else in life, from their phones, from streaming a 
song on Spotify to watching Netflix.

Not only has Painter been instrumental in 
raising more than $500 million in equity and 
more than $1 billion in debt capital for Soft-
Bank-backed Fair, since its launch three years 
ago, but he oversees a team that is inventing 
an entirely new financial model for the way 

consumers of all economic backgrounds access 
mobility.

Fair users can subscribe to their cars by 
making monthly payments for as long as they 
want, and every monthly payment comes 
bundled with a limited warranty, routine main-
tenance, roadside assistance—even optional 
insurance if they need it.

With an extensive capital structuring back-
ground, Painter has raised over $2 billion in 

equity and debt through private, public and 
government programs across a number of dis-
ruptive technology companies. Prior to Fair, he 
was the CFO and COO of Terravia, a company 
focused in sustainable materials, nutrition 
and renewable energy. At Terravia, he was 
CFO through the company’s IPO in 2011 and 
expanded his role to include both the CFO 
and COO responsibilities through late 2017. 
Painter previously served as VP of Finance and 
Corporate Treasurer for Wind River Systems, 
Inc., a $1 billion public software company 
enabling connected smart devices. In the tech-
nology automotive space, Painter was Director 
of Finance as part of the early team at CarsDi-
rect, a leading multi-brand online car-buying 
company. In consumer retail, he held various 
finance and management roles at Gap, Inc.

Painter has a bachelor’s degree in business/
finance from California Polytechnic, San Luis 
Obispo.

Tyler Painter: Blending the Old with the New

CFO
SPOTLIGHT
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Treasury and finance professionals earned an 
average 3.5 percent base salary increase in 
2018, according to the 2019 Association 

for Financial Professionals Compensation 
Survey. Executive and management-tier pro-
fessionals enjoyed raises of 3.2 percent and 3.6, 
respectively, while staff garnered a 3.9 percent 
raise, according to the new report.

Nearly 70 percent of all employees were 
awarded bonuses in 2018; that figure is essentially 
unchanged from the year before. Executives’ 
bonuses increased 23 percent, possibly due to 
receiving greater salary hikes from incentive 
compensation instead of traditional pay increases. 
Fully 61 percent of organizations awarded bonus-
es based on operating income/EBITDA targets.

CAREER ADVANCEMENT
More than 3,500 treasury and finance pro-

fessionals took part in the survey. When asked 
about upward mobility and career advance-
ment the criterion respondents cited most 
often was “increased job responsibility” at 86 
percent. Other factors include:

• Contribution to profitability (69 percent 
of respondents)

• Earning a professional certification such 
as AFP’s Certified Treasury Professional or Cer-
tified Cash Manager (36 percent)

• Earning a MBA or other advanced degree 
(30 percent).

TALENT GAP
When asked about critical job competen-

cies and talent gaps, the skill respondents cited 
most was “strong analytical skills” at 55 per-
cent followed by “leadership and people man-
agement” (37 percent). However, 37 percent 
believe financial professionals lack leadership 
and people management skills and one third 
say their colleagues are wanting in strategic 
and innovative skills.

“The 2019 AFP Compensation Sur-
vey underscores the contributions treasury and 
finance professionals make to their organiza-
tions,” said Jim Kaitz, president and CEO of 

AFP. “Yet the survey also reveals a skills gap. 
Treasury and finance professionals need to 
invest in their careers to stay relevant, espe-
cially in this age of digital disruption.”

The Association for Financial Professionals 
(AFP) is the professional society committed to 
advancing the success of its members and their 
organizations. AFP established and administers 
the Certified Treasury Professional and Certi-

fied Corporate FP&A Professional credentials, 
which set standards of excellence in finance. 
Each year, AFP hosts the largest networking 
conference worldwide for over 6,500 corporate 
finance professionals.

Comprehensive 2019 AFP Compensation  
Survey results are available at 
hafponline.org/CompReport.

Treasury and Finance Professionals Garnered 3.5% 
Raises On Average in 2018
The 2019 AFP Compensation 
Survey revealed that the typical 
executive-tier bonus increased  
23% from the previous survey

JAKKS Pacific is Proud to Congratulate
Brent Novak

as LA Business Journal’s 2019
CFO of the Year Nominee
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Chief Financial Officers are playing a critical 
role in driving digital disruption across their 
organizations, according to recent research 

from Accenture. Today’s CFOs oversee more 
than just the finance function and are now inte-
gral players in directing enterprise-wide digital 
investments and managing their economic out-
comes and impacts.

The research report, The CFO Reimagined: 
From Driving Value to Building the Digital 
Enterprise, finds that CFOs have expanded 
beyond their traditional finance roles into areas 
that have broader consequences for the whole 
organization. More than eight in 10 CFOs (81 
percent) see identifying and targeting areas of 
new value across the business as one of their 
main responsibilities. Three quarters (77 per-
cent) believe it is within their purview to drive 
business-wide operational transformation.

“The CFO role has evolved over the last sev-
eral years, from accountant to business partner 
to a strategic advisor across the entire enterprise, 
becoming the economic guardian of planned 
outcomes for digital investments,” said Steve 
Culp, senior managing director at Accenture 
and global head of the company’s Finance 
& Risk practice. “In addition, CFOs are fast 
becoming the digital stewards of their organiza-
tions, leveraging predictive analytics and artifi-
cial intelligence to better interpret data for key 
business decisions that drive value, improve effi-

ciency and enable strategy beyond the borders of 
the finance function.” 
 
CFO AS THE DIGITAL INVESTMENT SHERPA

CFOs are emerging as drivers of the digital 
agenda, with 77 percent heading up efforts 
to improve performance through adoption of 
digital technology, and 77 percent also exploring 
how disruptive technologies could benefit the 
entire organization and the business eco-system. 
Not only are CFOs carrying out their own tasks 
faster and better through automation, they’re 
also increasingly ushering in the “digitalization” 
of other functions and finding new ways to use 
technology to change business models and open 
new revenue streams. 
 
CFOS: GET YOUR DATA HOUSE IN ORDER

The standard CFO to-do list is shifting 
towards strategic planning, advisory and 
analytics roles as CFOs continue to automate 
routine accounting, control and compliance 
tasks. Automation of these finance duties is 
enabling the finance function to focus on 
newer and more challenging tasks and bring the 
C-suite together to act on insights gleaned from 
data analysis. Today, 34 percent of finance tasks 
are carried out by technology; by 2021, almost 
half (45 percent) of these duties will be taken 
over by automation.

“CFOs’ use of data is expanding to other 

parts of the business. As a result, they will need 
to be more entrenched in transformational 
technologies such as AI and analytics to usher 
in digitization of the broader organization, 
create new business models and unlock new 
revenue streams,” said Dr. Christian Campagna, 

senior managing director, Accenture Strategy, 
CFO & Enterprise Value. “The CFOs who step 
up to manage these opportunities will be the 
true guardians of the enterprise.” 
  
FUTURE FINANCE TALENT IS CALLING

As the role of the CFO continues to evolve, 
so do the skillsets required to become a finance 
executive. Today’s finance function must 
include employees with a wide range of capabil-

ities, from data visualization to flexible thinking. 
Most CFOs recognize that finance skills will 
continue to move away from core finance to 
advanced digital, statistics, operational and 
collaborative skills (76 percent). And more than 
three-quarters (78 percent) say the change must 
be rapid and drastic, as traditional finance roles 
may soon become obsolete. 

The biggest challenge for CFOs will be 
recruiting or training the talent to understand 
how to collect data and gain insight from data. 
Eight in ten CFOs agree that data storytelling 
is an essential skill for today’s finance profes-
sional. They must be more open-minded and 
collaborative to work effectively with and serve 
as strategic advisors to leaders in other business 
functions. 

“It feels like there are two camps for what 
people look for in a CFO: the control or 
accounting background versus a more strate-
gic finance role who partners with the CEO,” 
explains Chris Weber, CFO and executive vice 
president, Halliburton Company. “Over time, 
I think the shift has been towards this second 
role, even if that means the candidate isn’t an 
accountant by training.” 
  
Accenture is a leading global professional services 
company, providing a broad range of services and 
solutions in strategy, consulting, digital, technology 
and operations. Learn more at accenture.com. 

CFOs Play a Major Role in Digital Investment Decisions

The CFO role has evolved ... from 
accountant to business partner to a 
strategic advisor across the entire 

enterprise, becoming the economic 
guardian of planned outcomes  

for digital investments.

CONGRATULATIONS

Ronnie Campbell, Metrolink CFO 

“ Thank you for your leadership, Ronnie.
     You deserve the nomination for CFO of the year!”

    Your teammates at Metrolink

S O U T H E R N  C A L I F O R N I A  R E G I O N A L  R A I L  A U T H O R I T Y
M E T R O L I N K T R A I N S . C O M
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In a society that grows more complex every 
day, consumers are presented with the con-
stant pressures of family, career, and commu-

nity responsibilities and personal enrichment. 
The financial marketplace is ever-changing 
with new laws, regulations, economic events, 
market changes, product offerings and con-
flicting media messages. Making the right 
financial moves at the right time is critical to 
achieving security and accomplishing person-
al objectives.

A personal advisor guides the financial 
planning process: goal identification, data 
organization, analysis, problem identification, 
recommendations, and most important - plan 
implementation and results monitoring. Your 
advisor will help you save, spend, invest, 
insure and plan wisely for the future.

A Registered Financial Consultant has 
met the qualifications required to serve the 
public effectively, and moreover, is committed 
to essential professional continuing educa-
tion. You can’t delegate your job, career, civic 
or family responsibilities - but you can obtain 
qualified, professional financial advice and 
service.

WHAT IS THE RFC DESIGNATION?
The Registered Financial Consultant 

(RFC) is a professional designation awarded 
by the International Association of Regis-

tered Financial Consultants to those financial 
advisors who can meet the high standards of 
education, experience and integrity that are 
required of all its members.

The IARFC is a non-profit professional 
credentialing organization of proven financial 
professionals formed to foster public confi-
dence in the financial planning profession, 
to help financial advisors exchange planning 
techniques, and to give deserved recognition 
to those practitioners who are truly commit-
ted to ethical standards and continuous pro-
fessional education.

Because there are no consistent licensing 
requirements for the various persons who call 
themselves “financial planners” the public has 
a critical need for a method of distinquishing 

the qualified and dedicated financial advisor.

WHAT IS THE PURPOSE OF THE IARFC?
The primary purpose of the IARFC is to 

provide the public with a convenient access 
to a pool of well-qualified practitioners from 
which to choose a personal financial advi-
sor. It is the only professional organization 
that requires all of its members to meet and 
document seven stringent requirements of 
education, experience, examination, integrity, 
licensing, ethics and a significant amount of 
continuing professional education.

RFC EXAMINATION PROCESS
The comprehensive RFC examination 

covers a wide range of subject matter; Princi-
ples of Personal Finance, Debt and Cash Flow 
Management, Employee and Government 
Benefits, Annuities, Securities, Investments 
and Asset Allocation, Life, Health and Casu-
alty Insurance, Education and Special Needs 
Funding, Estate Planning, Survivor Income 
Needs Analysis, and Retirement Income.

RFC CONTINUING EDUCATION 
REQUIREMENTS

Each year the RFC must complete a 
minimum of 40 units (hours) of professional 
continuing education. This includes college 
courses, educational symposiums, credential-

ing courses, distance learning programs and 
practitioner conferences. Many RFCs are 
instructors at colleges and conferences.

WHAT ABOUT OTHER PROFESSIONAL 
DESIGNATIONS?

We hold the RFC designation to be 
different and perhaps more encompassing. 
However, the IARFC does not assert that 
many other professional designations or their 
organizations are inferior. The public is not 
served by divisive criticism, but rather by 
dedicated and well-prepared professionals. 
Our goal is to encourage professional conduct 
and collaborate between professional advisors, 
with strong emphasis on the importance of 
continuing education.

HOW DOES THE IARFC MAINTAIN 
AND PUBLISH THE CREDIBILITY OF ITS 
MEMBERS?

The IARFC removes the designation 
from anyon who fails to maintain proficiency 
through substantial continuing education, 
or who betrays the public trust by failing to 
live up to its Code of Ethics or by having a 
professional license revoked or suspended for 
misconduct or any reason. 

This article was provided by the International 
Association of Registered Financial Consultants.

Understanding the Role of a Financial Advisor

The financial marketplace is 
ever-changing with new laws, 
regulations, economic events, 

market changes, product offerings 
and conflicting media messages. 

TEXT AS OUTLINES

Los Angeles CFO Awards  Ad _2019.indd   1 9/5/2019   11:21:54 AM
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CONGRATULATIONS  

BILL TAYLOR 

ON YOUR LABJ AWARD NOMINATION

FROM

Your exemplary financial leadership and passion for helping 
at-risk children and their families to thrive inspires us all.

Let the celebration continue at 
Children’s Bureau’s Blue Tie Gala  
on November 2nd at Museum of 
Flying in Santa Monica. For tickets, 
visit all4kids.org/bluetiegala.

Children’s Bureau Congratulates 

Gayle Whittemore
Finalist 
Los Angeles Business Journal  
2019 CFO of the Year Award
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 The CFO Alliance, a leading peer advisory 
network with more than 8,000 CFOs and 
qualified finance executives from middle 

market and emerging enterprises from all indus-
tries, geographies, sizes, and structures involved, 
released its 2019 Mid-Year Update to the CFO 
Sentiment Study last month to provide insights 
into the strategic planning and financial outlook 
of CFOs for the 2nd half of 2019. 

This Study is unique in that it is designed to 
offer insights into how today’s finance leaders 
are best positioning their enterprises to address 
challenges and capitalize on opportunities 
during the remainder of 2019. Over 200 senior 
financial executives from across North America 
participated in this year’s Mid-Year Update, 
offering in-depth perspectives on how CFOs are 
delivering on changing expectations for their 
enterprises in the face of decreasing confidence 
in the Global economy, increasing talent short-

ages, and disruptions to industry and business 
model norms impacting customer relationships 
and revenue streams.

Following are the 12 primary findings from 
the Study:

1. 70% of Survey participants are at or above 
YTD top and bottom-line plans.

2. CFOs’ views on the future performance of 
the North American market remain high, while 
views on the Global market have plummeted, 
with 50% of Survey participants characterizing 
the global economy as ‘weak.’

3. Own-company optimism remains high.
4. 77% of Survey participants will be invest-

ing internally (Build) to drive growth (vs. 10% 
who will use Acquisitions, 7% who will use JVs, 
Partnerships, or Alliances, and 6% who will use 
Automation).

5. 40% of participants will focus on increas-
ing existing customer spend and entering new 
markets to drive growth for the balance of 2019.

6. Improving Operational Efficiency remains 
the one critical success factor that will have the 
greatest impact on top and bottom-line perfor-
mance for the remainder of 2019.

7. About half of Survey participants noted 
that Talent Acquisition and Development are 

the top concern “keeping them up at night’’.
8. About 60% of Survey participants intend 

to add additional talent during the remainder 
of 2019.

9. Expectations for revenue, earnings, and 
hiring growth all continue to be robust.

10. CFOs claim substantial talent con-
straints, but not capital constraints, are impact-
ing their performance.

11. Top uses of cash are adding additional 
talent and investments in automation, including 
upgrading technology systems and enhancing 
data analytics.

12. CFOs’ top personal focus area is enhanc-
ing margins through automation.

“Our CFO Alliance Members continue to 
remain confident in their own enterprise’s abili-
ty to make good on their plans to drive top line, 
bottom line and shareholder value performance 
in 2019, as 69% are operating at/above YTD 
plans,” said Nick Araco, CEO of AchieveNEXT 
and The CFO Alliance. “They also remain 
bullish on their industries and the current mar-
kets they serve. However, as we move through 
2019, their concerns and pessimism continue to 
increase as they evaluate the strength of markets 
outside of their own and the health of related 

and unrelated industries. We are committed to 
providing finance leaders with the most efficient 
and effective ways that they can access a quali-
fied peer network for benchmarking, best prac-
tice sharing, and confidence building as they 
drive performance and decision making through 
the remainder of 2019 and beyond.” 

The CFO Alliance tracks the thinking and 
actions of CFOs representing many of North 
America’s leading and most influential enter-
prises. This Report summarizes CFOs’ opinions 
in four areas: business and economic environ-
ment; enterprise priorities and expectations; 
finance priorities; and CFOs’ personal priorities. 
The CFO Alliance 2019 Mid-Year Update to 
the CFO Sentiment Study was conducted from 
June 27, 2019, through July 10, 2019. 

Those who are not Members of The CFO 
Alliance can access the report and learn more 
about The CFO Alliance by contacting Can-
dace Cook (candace.cook@thecfoalliance.com).

The CFO Alliance is the leading peer advisory 
network for more than 8,000 CFOs and qualified 
finance executives from middle market and emerging 
enterprises from all industries, geographies, sizes, 
and structures. Learn more at thecfoalliance.com.

CFO Alliance Releases 2019 Mid-Year Update  
to CFO Sentiment Study
No signs of slowdown yet, as 
middle market continues press 
to add top talent and additional 
customers for balance of 2019
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CFOs work closely with CPAs and the col-
lective CPA community hass a numver of 
insights that may be of interest.  
Staff recruitment remains the top issue for 

most CPA firms, while growing tax complexity 
and risk management regarding privacy and data 
security are rising challenges, new research by 
the American Institute of CPAs shows.

“Finding qualified staff” was the No. 1 issue 
for every firm-size segment except sole prac-
titioners, according to the 2019 PCPS CPA 
Firm Top Issues Survey, sponsored by the AIC-
PA’s firm practice management section. That 
matches the topline results from 2017, the last 
time the survey was conducted.

One issue that is becoming more pressing 
for firms is keeping pace with tax law changes 
and complexity, partly a reflection of the recent 
impact of the federal Tax Cuts and Jobs Act of 
2017. And concern over cybersecurity and data 
breaches for both CPA firms and their clients 
vaulted “managing privacy/security risks” into 
the Top Five rankings for all firm size segments.

“One factor in the increased focus on privacy 
and security is better overall awareness of risk 
in this area, both for CPA firms and business in 
general,” said Carl Peterson, the AICPA’s vice 
president of small firms. “At the AICPA, for 
example, we’ve created a cybersecurity toolkit 
for firms, put together an online resource center 
and taken other steps to keep these topics front 

and center.”
The Private Companies Practice Section 

(PCPS) CPA Firm Top Issues Survey is conduct-
ed every two years and results are segmented by 
firm size, since the perspectives of a small-firm 
CPA are often substantially different than those 
of a practitioner employed by a Top 100 firm. 

The firm segment lists often reveal trends across 
the profession, however. Survey respondents 
are asked to rank the impact of a host of issues 
among seven practice areas on a 1-5 scale, with 
one being “minimal” and five being “extreme.”

In previous years, survey takers were then 
asked to pick their top five issues from among 

their highest-scoring items. For the current sur-
vey, that step was eliminated in favor of a true 
weighted-average system, so previous year com-
parisons – while still directionally valid – are 
not exact benchmarks.

One category that has slipped somewhat in 
the current Top 5 listings is succession planning. 
In 2017, it made the cut for every segment 
except the largest firm category of 21 profession-
als or more. This year, it was ranked that way by 
only two out of five segments.

As in 2017, survey respondents were asked to 
rank eight issues anticipated to have the greatest 
impact on firm practice operations over the next 
five years. Staffing was again the top answer for 
all segments but sole practitioners, who ranked 
“changing client needs” No. 1. Changing client 
needs was No. 2 for all other firm segments 
except the largest one, which ranked it third.

The profession is already taking steps to 
meet those new needs, Peterson said, pointing 
to the shift in advisory services such as inte-
grated tax and life planning, client accounting 
services, sales and use tax compliance, as well as 
initiatives to evolve the audit.

Survey results were announced at AICPA 
ENGAGE, one of the leading conferences 
devoted to accounting and finance in North 
America.

Learn more at aicpa.org.

Financial Professionals Share Top Focus Issues in Survey

Get a car
on your phone.

No debt. No long-term commitment.

Not all applicants will qualify. Terms apply.

on your phone

CONGRATULATIONS

PAMELA KOHLMAN WEBSTER
Shareholder

CFO of the Year 
Award Nominee

Los Angeles Business Journal

ARIZONA | CALIFORNIA | OREGON | WASHINGTON
WWW.BUCHALTER.COM

038-62_CFO-presupp.indd   62 9/12/19   5:07 PM


	038_labj20190916
	039_labj20190916
	040_labj20190916
	041_labj20190916
	042_labj20190916
	043_labj20190916
	044_labj20190916
	045_labj20190916
	046_labj20190916
	047_labj20190916
	048_labj20190916
	049_labj20190916
	050_labj20190916
	051_labj20190916
	052_labj20190916
	053_labj20190916
	054_labj20190916
	055_labj20190916
	056_labj20190916
	057_labj20190916
	058_labj20190916
	059_labj20190916
	060_labj20190916
	061_labj20190916
	062_labj20190916

