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Our most  
important delivery  
 is helping our  
clients  succeed  
and grow.

World-Class Fulfillment Partner

• B2B & B2C
• Bi-Coastal
• Kitting & Assembly
• Returns Processing
• EDI/Retail Routing

• Pick/Pack/Ship
• Warehousing
• Inventory Management
• Back Office Admin.
• Global Logistics

Industries Served Since 2002
• Footwear
• Apparel
• Handbags
• Accessories
• Health & Beauty

• Cosmetics
• Toys & Entertainment
• Consumer Products
• Electronics
• Printed Graphics

CONGRATULATIONS TO ALL OF THE NOMINEES OF THE LA BUSINESS JOURNAL 
FASTEST GROWING PRIVATE COMPANIES AND DISRUPTOR AWARDS.

AMS provides a full suite of  
fulfillment and distribution  
services to consumer products  
companies focused on serving  
the B2B retail, online retail,  
and direct-to-consumer channels. 

AMS has over 1M square feet  
of operating space. From the  
company headquarters in  
Valencia, CA to multiple locations  
on the east coast. 

amsfulfillment.com
(800) 854-6514

YOUR SUCCESS  
IS INSIDE

O nce again this year, in conjunction with our annual “Fastest Growing Private Companies” feature, we present to you 
a celebration of companies from that prestigious list that have emerged as genuine “disruptors.”

To be a disruptor in 2021 took ingenuity, creativity, game-changing innovation, outside-the-box thinking, 
maverick leadership, trend-setting practices and an attitude that blends a constant eye toward the future and a 

refusal to settle for mediocrity.  

One of the great things about the Los Angeles region is that we have historically incubated a remarkable number of 
disruptive companies here.  And there are quite a few that are doing trailblazing work right now. 

With this special section, we shine the spotlight on such companies in a variety of categories which to honor them. Our 
Disruptor of the Year, Innovator Award, Accelerator Award, RSM Middle Market Award, Social Responsibility Award and 
Sustainability Award were all presented to their worthy recipients on December 8th as part of a special online event in 
conjunction with our unveiling of the 25 fastest growing private companies in the region. 

Descriptions of the honorees and finalists for each category are included in these pages. 

Congratulations to the disruptors and thanks for the inspiration! 

Best regards, 

Josh Schimmels

Publisher & CEO

Letter from the Publisher
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Congratulations to the 
winners of the Los Angeles 
County Business Journal’s 
2021 Disruptors Awards: 
LA’s 100 Fastest Growing 
Companies. 

Your achievement 
inspires us all.

rsm us.com

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.
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DISRUPTOR OF THE YEAR AWARD HONOREE

CHOWNOW

C howNow helps independent restaurants set up their online business quickly and 
easily in a way that allows them to maintain direct relationships with their customers 
and own their cost structure, rather than paying predatory commissions to third-
party delivery services. Built to help restaurants thrive, ChowNow offers affordable 

monthly subscription plans for usage of their software, a dedicated support team, a range 
of marketing packages, and access to valuable customer data.  

To date, ChowNow has helped more than 20,000 restaurant partners across North 
America process over $2 billion in orders, resulting in over $900 million saved in 
commissions. During 2020 alone, ChowNow added 8,000 new restaurant partners and 
processed its 100-millionth order.

ChowNow believes restaurants are at their best when they focus their efforts on the 
quality of their food and service. Whether it be in the kitchen preparing for dinner or 
at the front door greeting customers, these activities are what make a restaurant. Said 
another way, restaurants excel when they’re working offline.

At the same time, we live in a world that more than ever demands convenience, 
usually brought about by technology. Customers are asking for faster, easier ways to order 
their meals. Like most people they are busy checking emails, jumping in and out of apps, 
messaging friends and browsing websites. Said another way, customers live and work 
online.

ChowNow was created to bridge this disconnect, arming restaurants with the tools 
needed to compete in the tech-driven world we all live in.

DAVE
FINALIST

D ave is the finance version of David vs. Goliath. 
Three friends were fed up with their banking 
experience, often incurring $38 overdraft fees and 

never having insights into how much money was left 
before payday. With customer loyalty at big banks at 
an all-time low, they figured building the next great 
financial institution, one that could service 99% of 
Americans, not just the 1%, was the right idea for the 
times.

Instead of building a bank right away, the Dave 
team started with solving for simple pain points like 
overdraft protection and automated budgeting to amass 
millions of loyal members. Today, Dave has reinvented 
other areas of finance, from no-interest cash advances, 
income creation, un-bounceable checks and more to 
truly take on goliath. Dave plans to go public through a 
SPAC merger valued at $4 billion to accelerate growth 
into new products and continue the scale of its banking 
platform.

YEDI HOUSEWARE
FINALIST

E stablished in 1979, Yedi Houseware offers elegant, 
yet contemporary products for the home. A family-
owned business, Yedi Houseware is carried by major 

retailers and department stores nationwide. This team 
has created a unique international approach to kitchen, 
gift, and tabletop design, which constantly receives 
global recognition for its creativity and innovation.

Among other customer friendly offerings is 
Yedi Houseware’s tenth year anniversary brand 
of ClassicCoffee&Tea. Designed by International 
china artisans, ClassicCoffee&Tea currently has 300 
patterns of demitasse sets, cake and dessert plates. 
From classically elegant, to ornate and whimsical, 
ClassicCoffee&Tea offers a wide range of beautiful 
patterns. Yedi Houseware has something for those that 
appreciate traditional and contemporary, offering true 
value without sacrificing beauty, Yedi feels it is onto 
something very special, and so does its customer base.
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53.com/Commercial

Fifth Third Bank, National Association. Member FDIC.

From expansion to reducing the risk of fraud, 
we know  your business requires custom solutions to 
meet the moments you’re navigating. Fifth Third has 
industry experts who understand your challenges, 
and the tools to make your business more efficient.

Custom 
solutions 
built around 
your goals.
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INNOVATOR AWARD HONOREE

HONEYBEE HEALTH

I n 2021, Honeybee Health became the first online pharmacy to allow verified patients 
to leave manufacturer-specific reviews of their medications. At a traditional pharmacy, 
the manufacturer of generic medicines may change from month to month depending 
on what the cheapest option is at the time, what is approved by your insurance, and a 

myriad of other determinations made by Big Pharma. 
Honeybee Health allows customers to choose which manufacturer they want because 

everyone knows their own body best, not some benefit manager in an office tower. That 
means patients receive the same medication month after month - especially important if 
you take medication for mental health, thyroid, or pain management.  

Honeybee Health also created a recommendation engine powered by years of 
pharmacist insight and experience to recommend vitamins and supplements for 
medications that may cause a deficiency in the body. For example, if you take Quinapril, 
a high blood pressure medication generic, you may be deficient in essential minerals. 
Honeybee’s engine will recommend to the user a multi-mineral supplement to take 
alongside the medication. Recommendations are another step in the goal of empowering 
patients with the information they need to live healthy lives.  

Honeybee Health also became the first mail-order pharmacy to ship pregnancy 
termination medication to patients in select states in the US. The company has partnered 
with many leading women’s health organizations, including Planned Parenthood, to 
provide this critical service to our countries’ most at-need citizens. 

GAMEBREAKER INC.
FINALIST

The inventor and pioneer of the soft shell headgear 
market, the GameBreaker story goes back to the 
early 2000s.  The founding team discovered a gap in 

player safety on days when athletes were participating 
in either 7on7, flag football, or non-padded practices 
during their tackle football season.  Enter the original 
GameBreaker soft shell headgear,  developed and 
patented in 2001 after ten years of research and 
development. 

While we started primarily for football back in 
2011, GameBreaker products are being used in multiple 
sports today. In 2019, the company launched the 
GameBreaker-AURA, the world’s #1 rated protective 
soccer headband, Stealth Helmet Liners, and 
Under Shield Pratice Pads to expand on its original 
commitment to player safety. The GameBreaker-PRO 
headgear and GameBreaker-AURA soccer headband 
are both 5-star rated by Virginia Tech and the 
company’s GameBreaker-GB product is 4-star rated by 
Virginia Tech.

GIMBAL INC.
FINALIST

A t its core, Gimbal is a technology company. It 
develops location-driven products that provide 
solutions to help you master the customer journey 

for a more personalized approach to advertising and 
marketing. Gimbal formed when two independent 
companies – The Mobile Majority and Gimbal – 
merged in 2016 to bring the best of adtech and martech 
together under a single offering.

From a continued innovation front and to quickly 
pivot to solve for the needs of brands during the 
pandemic, Gimbal launched a new product in the fall of 
2020 called On-the-Way SDK. This solution connects 
mobile orders with in-store, curbside, and drive-thru 
pickup options at brick & mortar locations for safe 
and seamless customer experience. The company since 
released another version of On-the-Way that is more 
out-of-the box requiring less development and can be 
implemented in minutes vs. months.   

029-45_DisruptorSUPP.indd   34029-45_DisruptorSUPP.indd   34 12/8/21   3:57 PM12/8/21   3:57 PM



DECEMBER 13, 2021 CUSTOM CONTENT – LOS ANGELES BUSINESS JOURNAL   35   

005-54_labj20211213_fullpages.indd   35005-54_labj20211213_fullpages.indd   35 12/3/21   2:35 PM12/3/21   2:35 PM



36   LOS ANGELES BUSINESS JOURNAL – BRANDED CONTENT       DECEMBER 13, 2021

ACCELERATOR AWARD HONOREE

OMAZE INC.

O maze is an online fundraising platform that offers the chance to win once-in-a-
lifetime experiences and prizes to support nonprofits around the world. The Omaze 
community has generated over $150 million in grants to support over 400 charities 
to date.

The innovative minds behind Omaze created the fundraising platform for a new 
generation of donors. Omaze gives everyone a chance to dream big while helping to make 
the world a better place. This sustainable approach to fundraising means that nonprofits 
can spend less time and money raising funds, and instead focus on serving the needs of 
their communities. 

When someone donates for the chance to win an experience with a celebrity prize (set 
visit, dinner date, tickets to a premiere, etc.), 60% is guaranteed to go to the identified 
nonprofit beneficiary, via a grant from CAF America.  For these experiences, typically 
25%, on average, is used to pay for experience costs, such as advertising and content 
creation costs and payment processing fees.

When someone donates for the chance to win an experience with a non-celebrity 
prize (like a car, vacation, or cash), 15% of the donation is guaranteed to go to the 
identified nonprofit beneficiary, via a grant from CAF America. Typically, between 
65-75%, is used to pay for experience costs, such as prize costs, advertising and content 
creation, and payment processing fees. 

Historically, across all experience types, Omaze nets approximately 12-20%.  On 
campaigns where there is matching, 100% of the match goes to the identified nonprofit 
beneficiary.

JB OFFICE
FINALIST

JB Office is a national leader in office supplies and 
utilization of technology. The company’s founders 
wanted to create a company that fused the necessity 

of office supplies with the new generation of order 
fulfillment, user experience, and green products. 
Customer Service and superior products are the main 
focus of JB Office, making sure that each customer is 
100% satisfied with each and every order. With seven 
days per week customer service and more than 150 
warehouses, JB Office is able to offer most items to 
clients with next business day delivery.

JB Office continually innovates and finds ways to 
deliver a better customer experience and find more 
environmentally conscious products at competitive 
prices. The company provides services to small offices 
all the way up to large scale manufacturers. With its  
warehouses strategically located throughout the US,  
the company is able to offer next day delivery with no 
extra charge.
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AGENCY SACKS
Los Angeles Business Journal

748585_09_AS_LABJ_LA_FP_12.13_X1_OD
NOVEMBER 23, 2021 5:22 PM

43 West 24th Street

Committed 
to Los Angeles.
Connected 
to the world.

Benefi t from an elevated private 
banking experience with our local team.

TO EXPLORE BECOMING A CLIENT, 

SCAN OR CALL 310.860.3658
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As the World’s Best Private Bank,* we’re continuously raising the standard, helping clients 

to experience the full possibility of their wealth. Our team of local and global specialists shapes 

everything around your unique interests to achieve all that you envision. Connect with us to 

discover how we’ve helped successful families and individuals, like you, for over 200 years.
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RSM MIDDLE MARKET AWARD HONOREE

TWINMED

T winmed LLC is the innovator of the “all you can eat” distribution model for medical 
supplies to the post-acute care market. Coupled with its formula-based product 
offerings and special pricing based on patients’ actual usage, rather than purchases, 
it has become the new standard in which this industry most efficiently orders its 

supplies without overpaying for them.
Founded in 1998, TwinMed has since risen to become one of the United States’ 

largest full-line medical supply distributors. As the company has grown, it has offered 
an ever-broadening assortment of name-brand products and assistive services—while 
drastically increasing its purchasing power. TwinMed’s flagship program was a PPD model 
for disposable medical supplies. It has since expanded its offerings to include even more 
inclusive and comprehensive cost management programs. TwinMed will monitor and 
assess its customers’ medical supply spend, ensuring that the most efficient and clinically 
effective products are being used.

By partnering with multiple companies, TwinMed is able to present a truly 
comprehensive program that meets its customers’ clinical and regulatory needs. From 
survey processes to emergency preparedness, TwinMed has a tool kit to assist a wide 
variety of needs. Shipping from warehouses located strategically throughout the nation, 
TwinMed treats our customers with rare insight and attention—offering the cost savings 
of a national organization while providing the personal care of a local partner.

MOVERS+SHAKERS
FINALIST

A fter producing the most-viral campaign in TikTok 
history in 2019, Movers+Shakers became “the 
go-to agency for brands making moves on TikTok” 

(Refinery29) and “the best agency in the world at 
creating campaigns on TikTok” (Adweek). The firm has 
amassed over 150 billion views on TikTok. Over this 
period, Movers+Shakers has received over 30 awards for 
its innovative work. 

Movers+Shakers launched epic viral challenges 
on TikTok, like Amazon’s #PajamaJam last December, 
that led to over 6 billion views and 13,000 user-
generated videos using the branded song it created.  
Movers+Shakers also brought e.l.f. Cosmetics onto 
Triller, cementing them as the first beauty brand to 
launch a Triller challenge. The original holiday album 
the firm created landed e.l.f. on the Billboard charts, 
next to Mariah Carey and JLo! Movers+Shakers also 
launched a collaboration between e.l.f. and Chipotle 
that broke the internet, generating 4+ billion earned 
media impressions in a few days. 

PACKFORM USA
FINALIST

A s each year goes by, the world gets more connected. 
We are faster, quicker, and more efficient than ever 
before. So how did the packaging industry, the 

original leaders in innovation and globalization, get so 
left behind?

The irony was not lost on Packform. So the 
innovative company did something about it. It tore 
the industry wide open, creating a one-stop-shop 
marketplace for all things packaging, with the best 
prices, too. Packform created a marketplace based 
everywhere. But more importantly, a marketplace based 
on the customers, dealers, and suppliers. Packform’s 
marketplace features everything needed for packaging 
and shipping material, such as bags, pouches, boxes and 
labels. It uses technology to do the heavy lifting and so 
does not have a lot of overhead. It grows by attracting 
established dealers, who are essentially salespeople who 
join the company and bring their customer base with 
them.

029-45_DisruptorSUPP.indd   38029-45_DisruptorSUPP.indd   38 12/8/21   3:57 PM12/8/21   3:57 PM



DECEMBER 13, 2021   BRANDED CONTENT – LOS ANGELES BUSINESS JOURNAL   39   

SOCIAL RESPONSIBILITY AWARD HONOREE

SPLENDIES

S plendies is a surprise monthly subscription service of three pairs of quality undies 
delivered discreetly to each customer’s door every month for just $12. The 
monthly underwear “of-the-month” style service captures your size and preference 
information and then does the shopping for you.  

Anthony Coombs, the company’s founder, knew he never wanted to work for someone 
else at age 16, when his mother, a single parent, got laid off from her job with the State 
of Florida after the governor changed. His family had to go on public assistance until his 
mom found another job in retail. 

Entrepreneurship turned out to be the right path for Coombs, who, today at age 40 
runs Splendies, selling subscription boxes of undies for curvy women.  He started the 
business with $500 in 2013 after a cousin told him that plus-size women had limited 
shopping options. Coombs says the business, which brought in $13 million in annual 
revenue for 2020 and turns a profit, is on track for $17-18 million for 2021. He gets things 
done by using automation such as chatbots and e-mail marketing. 

Splendies panties come in boyshorts, briefs, thongs, lace, and cotton styles and 
fabrics. The service that Coombs and Splendies provide is fun and easy, and what might 
be best of all about the company is the good work it does for the community. 

Splendies recently donated an incredibly generous number (more than 70,000) pairs 
of new underwear to local LA-based missions to help clothe the unhoused.  

THE MARVIN GROUP
FINALIST

The Marvin Group is a vertically integrated, privately 
held small business headquartered in Southern 
California. It is a vertically integrated Aerospace 

& Defense organization, which leverages its relatively 
unique position in the market to provide both value 
and reliability to our partners and customers. The 
Marvin Group’s three core business units serve the 
Air & Space, Land and Naval domains with quality 
products and technical services, and we support a wide 
range of U.S. and Western manufactured aircraft, 
ground vehicles and increasingly, maritime platforms.

The Marvin Group has developed nearly unrivaled 
capabilities to support its customer base in the areas of 
its business units’ core competencies, which include 
airborne stores carriage and release equipment & 
aircraft auxiliary equipment; automated aerospace & 
military test equipment from the flightline to depot; 
and power & thermal management solutions for land  
& maritime platforms.
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SUSTAINABILITY AWARD HONOREE

AMS FULFILLMENT

AMS Fulfillment goes beyond basic warehouse fulfillment services. AMS is a high-
value, high-capacity partner for companies and brands that understand the critical 
role operations and fulfillment will play in their success. AMS manages complex 
e-commerce and wholesale/B2B order fulfillment to a wide variety of vertical 

markets and successful product brands.
As a Certified B Corp, AMS is also thoroughly committed to the environment. The 

company culture promotes “thinking green” in day-to-day lives, and it supports local 
initiatives to help clean environmentally sensitive areas.

AMS has been a green fulfillment services company from the start, committed to 
proper recycling of bottles and cans, corrugate materials and plastics. Over time, that 
commitment has evolved into a companywide effort to go green wherever possible — 
from the goods purchased to the practices undertaken to lessen AMS’ ecological footprint 
and that of its clients.

The Green Team at AMS reviewed its processes in detail. In addition to replacing 
traditional cleaning supplies with earth-friendly bulk products featuring refillable 
dispensers, AMS is eliminating paper usage wherever possible as we move toward 
electronic and hand-held technologies.

The team also enhanced its recycling capabilities by adding corrugate bailers in every 
facility, and its recycling partner accepts “sandwiches” that combine plastic and corrugate 
together in bails. Separate receptacles for plastic, corrugate, aluminum, wood and non-
recyclables are found throughout AMS’ facilities.

At AMS, the Green Team has also been researching the latest in outside packaging 
and inside void fill. 

ETTITUDE HOLDINGS INC.
FINALIST

The founders of ettitude, a company that makes cotton-
alternative CleanBamboo fabric-based products, believe 
that nature is not a place we visit, it is our home. That’s 

why they are a proudly Climate Neutral certified company. 
In 2021 and beyond, ettitude will measure, reduce and offset 
all of the carbon it takes to make and deliver every ettitude 
product. By offsetting its emissions through sustainable 
bamboo reforestation in Nicaragua, attitude is contributing 
to a healthier planet for all.

Bamboo is the most resource-efficient plant on earth. 
ettitude’s  CleanBamboo is sourced from FSC-certified 
sustainable forests and made in a non-toxic, closed-loop 
system that recycles 98% of water. Compared to a cotton 
sheet set, ettitude’s signature sheet set uses 500 times less 
water. That’s enough to save 8189 gallons — as much as 
93 Americans use in a day, and produces 52% fewer carbon 
emissions.

SUPPLY SOLUTIONS
FINALIST

S upply Solutions is a full line distributor of janitorial 
supplies, packaging supplies and office products. The 
company has a comprehensive ordering platform and 

offers next day delivery nationwide. Supply Solutions 
puts together custom supply programs for Fortune 500 
companies, small businesses, and everyone in between. 
The company prides itself on world-class customer service 
while maintaining a personal touch. We embrace our clients 
as partners and strive to help them attain business goals 
relative to supplies and develop joint business plans to do so. 

Supply Solutions achieves this unique relationship with 
customers through The Supply Solutions “PARTNER” 
Process, which includes precisely identifying each customer’s 
needs, analyzing those needs, reviewing findings with the 
customer, transitioning carefully, notifying the customer of 
any issues, evaluating performance and reporting proactively 
and consistently. This also includes being passionate 
environmental stewards via recycling, reusing and reducing 
consumption of items that have a negative impact on the 
environment.   
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Presented by BRANDON FERRERA 

A lmost all manufacturers are recovering from 
losses dealt them by COVID. Given the 
disruptions caused by the global pandemic, 

companies have reevaluated their approach to 
supply chain management. The strongest com-
panies have moved key supply chain executives 
into the C-suite in order to provide a longer 
term strategic view on how to deal with supply 
chain disruptions.

The Brookings Institution defines supply 
chain resiliency as:

• The ability to “prepare for and adapt to 
unexpected events”

• To quickly adjust to sudden disruptive 
changes that negatively affect supply chain 
performance

• To continue functioning during a disrup-
tion (sometimes referred to as “robustness”)

• To recover quickly to its pre-disruption 
state or a more desirable state

While the CFO is often looked to as a 
“chief resilience officer,” global research and 
advisory firm Gartner notes that the route for 
optimizing resilience is building strong part-
nerships between two chief officers - finance 
and supply chain.

THE MOVE FROM SUPPORT TO A 
STRATEGIC FUNCTION

Before the pandemic, business consultants 
advised companies to see the supply chain 
as pivotal to growth and critical to avoiding 
business disruption. While many companies 
have embraced digital transformation to boost 
their efficiency and planning muscle, many 
have failed to leverage their chief supply chain 
officers to help reinvent the function and fuel 
growth.

In an Accenture report, “Drive Your Own 
Disruption: Is Your Supply Chain in Sleep 
Mode?” 900 supply chain executives reported 
seeing their function as either a cost-efficiency 
driver (60%) or a support function (68%) 
rather than as a competitive differentiator 
(48%) or a growth enabler (53%).

The study’s conclusion: The keys to 
achieving growth lie in increased C-suite 
engagement with managing the supply chain 
function, along with agile and efficient adop-
tion of technologies to enable a new way of 
working.

The bottom line points to organizations 
without a strategic C-suite supply chain leader 
could be leaving significant value on the table.

THE CASE FOR RETHINKING THE ROLE
Management advisors at McKinsey & 

Company reviewed companies that are suc-
cessfully emerging from pervasive business 
disruptions. The strongest companies have 
learned from the pandemic and embraced 
needed changes.

For many manufacturers who weathered 
supply chain failures, that reinvention and 
focus on resilience may include a place in the 
C-suite for supply chain professionals.

Shay Scott, executive director, Global Sup-
ply Chain Institute, University of Tennessee, 
said, “A decade ago, most supply chain leaders 
were focused on functional operational issues 
within their own areas of the supply chain 
such as procurement, logistics, or manufac-
turing operations. The C-suite was several 
managerial levels removed, making direct 
communication rare. Cost-cutting was often 
seen as the major value that supply chain 
could provide to the business.”

In Scott’s view, the supply chain profession 
is transforming functions that were relegated 
to silos into an integrated amalgam, raising its 
prominence in the minds of corporate boards 
and catching the attention of investors and 
analysts.

Supply chain and change management 
consultant and author Mike Morton sees 
supply chain as the strategic engine for every 
industry’s operations and for making the global 
economy run.

In summary, Morton said: “Supply chain 
leaders now belong at the head of the board-
room table like never before. The old, antiquat-
ed notion of supply chain as a necessary and 
unimportant back office function should now be 
dispelled. No longer can supply chain be viewed 
as the transactional function that just places 
purchase orders, arranges freight, and physical-
ly moves goods. Supply chain is the strategic 
engine for making every industry operate and 
for making the global economy run.”

As evidence that boards and investors are 
placing a high value on supply chain leaders 
as never before, one only has to look at man-
ufacturers who are now, or have been, headed 
by CEOs who came up through the ranks 
of supply chain management. These leaders 
include Mary Barra of GM, Apple’s Tim Cook 
and A.G. Lafley at Procter & Gamble (Lafley 
retired from this role).

MAKING THE MOVE
For companies considering adding strategic 

supply chain experts to their C-suite, Gart-

ner offers insights, advice and guidance to 
chief supply chain officers as they assume new 
or enhanced roles.

•Boards of directors and their CEOs look 
for both competence and confidence

•A chief supply chain officer (CSCO) 
must have both its own capabilities and a 
team adept at managing risk

• Good communication and collaboration 
skills are a must to keep the board informed 
on potential risks and how they are being 
managed

• An ability to inspire confidence evolves 
from these skills—and is key to success

Many supply chain officers are preparing for 
a place in the C-suite by expanding their stra-
tegic skills through post-graduate education. 
And business schools have taken notice. MBA 
admissions consulting firm Aringo reports that 
supply chain is one of the most popular spe-
cialization areas among the nation’s graduate 
business programs. For supply chain officers 
preparing to make a move to enhanced roles 
and strong partnership with board members, 
CEOs and CFOs, U.S. News offers a list of 
the nation’s best supply chain-specific gradu-
ate business programs including those at the 
universities of Michigan, Ohio State, Purdue, 
Loyola Chicago, Marquette and Northwestern, 
as well as others.

PREPARATION: THE LYNCHPIN OF 
RESILIENCE

While the nation’s manufacturers, their 
suppliers, and customers recover from what all 
hope will be a once-in-a-century crisis, experts 
in finance, medicine and climate tell us that 
indicators point to preparation as critical for 
success. Crafting strategies for a resilient sup-
ply chain program should include: a strategic 
C-suite supply chain officer, robust forecasting, 
scenario planning, contingency planning, and 
building a strong supply chain management 
function.

But that preparation also includes expect-

ing the unexpected. Online magazine Finan-
cial Management offers advice to business 
leaders on how they should prepare for the 
next global upheaval: “A crisis may require a 
business to throw out its budget and pivot at 
short notice.”

At the heart of successful business resil-
ience strategies—and preparing for crisis—is 
not only a supply chain management leader 
at the table, but it is also leveraging the right 
experts to guide you. Pivotal to making the 
most of those strategies—particularly when 
budgets are in question—will be your bank, 
banker, and organization’s supply chain 
finance experts who take a global view. 

“An integral component to stability and 
resiliency in a company’s supply chain includes 
prioritizing an ongoing supply chain finance 
strategy with their banking partner,” stated 
Emy Ruiz, vice president, head of Global 
Trade sales team, Fifth Third Bank. “Access to 
instant working capital for the majority of the 
company’s supplier base would minimize dis-
ruption, create funding options and strengthen 
key relationships.” 

Brandon Ferrera serves 
as Southern Califor-
nia market executive 
for Fifth Third Bank. 
Bringing more than a 
decade of executive-level 
experience in relation-
ship banking to his role, 
Ferrera’s teams focus 

on developing and maintaining relationships with 
both privately-owned and private-equity-owned 
middle-market clients, supporting their growth 
with financing for leveraged buyouts, acquisitions, 
working capital and growth capital. 

Supply Chain Leaders Move to the C-Suite
Companies are reevaluating 
their approach to supply chain 
management. Learn how supply chain 
is moving into the C-suite.

This content is for informational purposes only and may have been derived, with permission, 
from a third party. While we believe it to be accurate as of the date of publication, it does not 
constitute the rendering of legal, accounting, tax, or investment advice or other professional 
services by Fifth Third Bank, National Association or any of its subsidiaries or affiliates, and it is 
being provided without any warranty whatsoever. Please consult with appropriate professionals 
related to your individual circumstances. Deposit and credit products provided by Fifth Third 
Bank, National Association. Member FDIC.

029-45_DisruptorSUPP.indd   41029-45_DisruptorSUPP.indd   41 12/8/21   3:57 PM12/8/21   3:57 PM



42   LOS ANGELES BUSINESS JOURNAL – BRANDED CONTENT       DECEMBER 13, 2021

By SEAN RENSHAW

Due to the tidal wave of ransomware attacks 
since 2018, the seas are changing, and the 
attackers are now becoming the attacked. 

A disparate group of entities have started to 
fight back against these modern-day pirates in 
an epic battle which will likely change how 
ransomware attacks are handled going forward.

Years ago, digital pirates targeted health-
care and relatively vulnerable targets (e.g., 
educational, and not-for-profit organizations) 
but they have since moved on to a more 
diverse victim base. High-profile attacks have 
impacted critical industries during the first 
half of 2021, which has led to a significant 
change in how ransomware attacks are being 
handle by a variety of entities.

The NetDiligence Cyber Claims Study 
2021 identified that ransomware attacks now 
account for 32% of attacks, leading all other 
vectors by a significant amount. These attacks 
have increased at an alarming pace, with an 
85% increase in overall average attacks from 
2018 through 2020. From a financial perspec-
tive, the average cost due to business interrup-
tions has increased almost 300% during this 
period, and the cost to recover from an attack 
has increased over 400%.

The U.S. Department of the Treasury’s 
Financial Crimes Enforcement Network 
(FinCEN) issued a report which analyzed the 
ransomware trends for the period between 
January 2021 and June 2021. Based on this 
analysis, FinCEN identified 10 threat actor 
groups responsible for 73% of the ransomware 
attacks based on the analysis of cryptocurrency 
payments analyzed in the first half of 2021. In 
addition, FinCEN determined that these 10 
organizations received $5.2 billion in ransom 
payments over the preceding two years.

While there is likely no relief from the 
current persistence of ransomware attacks, the 

digital pirates are increasing in the sights of 
those patrolling the digital high seas.

TURNING THE TIDES: ATTACKING  
THE ATTACKERS

As high-profile attacks have occurred, the 
U.S. government appears to be making a pro-
nounced effort to target ransomware attackers, 
whether conducted by criminal organizations 
or nation-states. This growing emphasis has 
become a multi-disciplinary effort by the pub-
lic and private sector, industry organizations 
and others, to target and disrupt these illicit 
organizations. Here are some recent examples 
of how the tide is being turned and the hunter 
is becoming the hunted:

• Reuters reported that on July 13, 2021 
the REvil threat actor group leak site and 
payment portal unexpectedly went offline. 
On October 21, 2021 it was disclosed that 
the REvil group (responsible for the Colonial 
Pipeline and Kaseya ransomware attacks) was 
likely attacked and forced offline by the U.S. 
government and other like-minded countries.

• On November 8, 2021, the U.S. Depart-
ment of Justice announced the arrest of two 
foreign nationals and the seizure of assets 
worth approximately $6.1 million USD.  
These individuals were involved in Sodi-

nokibi/REvil ransomware attacks including 
the Kaseya based attack in July 2021. Based 
on reports in CPO Magazine and ZDNet, 
Operation GoldDust (a multi-national law 
enforcement effort to combat cybercrime) has 
been targeting individuals allegedly involved 
in thousands of ransomware attacks around 
the world. 

While this will not stop the attacks, it is a 
clear sign that governments around the world 
are taking a stand against these digital pirates.

STOPPING THE MONEY TRAIN
In August 2021 the Ransomware-as-a-Ser-

vice (RaaS) model was publicly exposed when 
disgruntled affiliates of the Conti ransomware 
organization disclosed the inner workings of 
how the criminal organization is perpetrating 
these attacks. Based on our analysis, several 
key points came to light highlighting the 
effort attackers undertake to exploit their vic-
tims financially by knowing how much ransom 
they can demand:

• Attackers are gathering intelligence 
on the victim to determine their financial 
capacity to pay a ransom. This may include 
publicly available information (i.e., financial 
disclosures), as well as trying to locate finan-
cial statements and other relevant information 
once inside the victim’s network.

• Once inside the environment, the 
attacker tries to locate the victim’s insurance 
policy, so they know what the coverage limits 
are for ransom payment reimbursement.

Due to the cataclysmic growth of ran-
somware attacks, there is an effort underway 
by the government to take away some of the 
ill-gotten gains. 

In May 2021 the Washington Post reported 
that the DarkSide cybercrime organization was 
responsible for the Colonial Pipeline attack 
which caused a massive disruption to the oil 
and gas infrastructure in the eastern half of 
the United States. Colonial Pipeline paid 75 
Bitcoin (roughly $4.3 million USD) in ransom 
to the DarkSide organization. In early June 
2021, the FBI obtained a warrant to seize 63.7 
bitcoin (roughly $2.3 million USD) from the 
DarkSide cryptocurrency wallet. Subsequently 
bankinfosecurity.com noted that the DarkSide 
organization ceased to exist, but appears to 
have risen from the ashes as BlackMatter.

To further demonstrate the effort to stem 
the flow of ransom payments, the U.S. Depart-
ment of the Treasury’s Office of Foreign Asset 
Control (OFAC) announced that they were 
placing the SUEX OTC, S.R.O. (“SUEX”) 
virtual currency exchange on its watch list 
for their involvement in facilitating transac-
tions for ransomware actors. This effectively 
blocked several ransomware attack organiza-
tions from receiving cryptocurrency payment 
from U.S.-based victims.

THE VICTIM IMPACT
Over the past year, there has been a sig-

nificant effort by cyber insurance providers to 
gain an upper hand in relation to the reim-
bursement costs they are encountering as part 
of ransomware attacks.

• During May 2021 Insurance Journal 
reported that Axa S.A. (AXA) insurance 
would stop writing cyber insurance policies in 
France that reimburse customers for extortion 
payments made to ransomware attackers. 
While this action only applied to France in 
this announcement, it is becoming an emerg-
ing trend within the insurance industry.

• In an August 2021 article, Reuters 
reported that American International Group 

(AIG) insurance indicated that they were 
tightening the terms of their cyber insurance 
while increasing the premiums that insureds 
must pay for coverage.

• The most recent, and widest reaching, 
tightening in the cyber insurance market was 
reported by Reuters on November 19, 2021.  
In this latest salvo by the insurance industry, 
insurers and syndicates working in the Lloyd’s 
of London market are being charged substan-
tially higher premium rates for cyber coverage. 
In addition, Lloyd’s is discouraging a signifi-
cant number of insurance carriers from taking 
on cyber business in the coming year.

• Based on feedback from our clients, 
cyber insurance carriers are requiring them to 
complete robust cybersecurity assessments to 
gauge their security posture when applying for 
new covering or renewing existing coverage.  
In reviewing some of the recent requests, the 
level of cyber security requirements is becom-
ing exponentially higher.

The outlook may be turbulent for compa-
nies that fall victim to a ransomware attack. 
There is an active effort to combat and neu-
tralize organizations perpetrating these attacks; 
however, it will not keep others from stepping 
in to fill the void and continue launching 
attacks. While illicitly gained funds are being 
seized from the attackers, it is not filtering 
back to the impacted entities. In addition, 
cyber insurance coverage will continue to be 
more difficult to obtain and exponentially 
more expensive with much less coverage.

So where does that leave you?

DON’T BE A SOFT TARGET
Not all hope is lost. A leading initiative by 

the government, as well as insurance carriers 
and industry organizations, is for companies to 
be better prepared to weather the storm.

• Increase your cybersecurity defenses:
 -Deploy multifactor authentication.
 -Secure remote connection access.
 -Implement a regular update and  

 patch program.
 -Create network segmentation.
• Use a backup strategy that reduces the 

ability for attackers to destroy or corrupt  
backup data.

• Know your data and protect critical and 
sensitive information.

• Stay informed.

Sean Renshaw leads the 
digital forensics and inci-
dent response (DFIR) 
practice and oversees 
global operations for 
cybercrime and data 
breach investigations, 
digital forensics and inci-
dent response services 

at RSM US LLP. For additional information about 
how RSM can help you prepare for these ongoing 
threats, please visit warroom.rsmus.com. 

Digital Piracy through Ransomware: A Change in Tides

High-profile attacks have impacted critical industries during the first half  
of 2021, which has led to a significant change in how ransomware attacks  

are being handle by a variety of entities.
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J .P. Morgan views Los Angeles as one of 
the fastest growing, dynamic economies 
in the world – a resilient business center 

throughout the pandemic, poised for sustained 
expansion and a vibrant cycle in 2022 driven by 
shifting policymaker priorities, healthy business-
es and consumers, and continued innovation.

Amid the uncertainties and economic 
hurdles of the past two years, the Private Bank 
sought new ways to stay at the forefront of its 
industry innovation, embrace the next gen-
eration of clientele and keep pace with the 
needs of Los Angeles’ wealthy. Among them, 
rigor around technical and industry-specific 
advisor training programs, and a renewed focus 
on goals-based advice and planning in a world 
where investment products have become com-
moditized. And the primary way they are lean-
ing into this opportunity: expansion.

“We’re expanding aggressively across Cali-
fornia. Much like our clients, we see tremendous 
opportunity to grow our impact across Greater 
Los Angeles now, and in the years to come,” 
said Olivier de Givenchy, U.S. West Region 
Head for J.P. Morgan Private Bank. 

J.P. Morgan Private Bank recently 
announced plans to double its advisor head-
count in the US by adding 1,500 new advisors 
over the next five years, with a particular focus 
on meeting growing demand in California. 
Across Greater Los Angeles specifically, the 
Private Bank is looking to hire as many as 120 
advisors over the next five years.

2021 ushered in new Los Angeles 
leadership, new Pasadena and South 
Bay offices for J.P. Morgan’s Private 
Banking business

Rick Barragan took the helm of the Private 
Bank’s Greater Los Angeles business earlier this 

year as market manager, based in the Private 
Bank’s Century City office. Barragan’s remit 
includes the Private Bank’s Southern Califor-
nia expansion: operations in Westlake Village, 
launched in 2019, and new locations and teams 
in Pasadena and South Bay. All told, the Great-
er Los Angeles market’s makeup includes more 
than 100 advisors and support staff, managing 
more than $43BN in client assets, according to 
J.P. Morgan Private Bank. 

“This is, without question, the largest hir-
ing and expansion journey our business has 
ever embarked on,” said Barragan, a managing 
director and three-decade veteran of JPMorgan 
Chase. “Establishing these new, locally-driven 
teams will add incredible value for our new 
and prospective clients. We serve as a powerful 
gateway to the global resources of JPMorgan 
Chase, with the regional insight necessary to 
navigate the complex Los Angeles business 
environment.” 

For J.P. Morgan, the distinction of having 
a local team dedicated to its geography 
is critical to helping clients succeed

“With a new team and Private Bank office 

in Pasadena, we can better support our clients 
where they live and work, and more closely 
connect with them around their interests and 
passions,” said Katie Brody, executive director 
and head of the Private Bank’s new Pasadena 
business. “We are global and local. We get all 
the benefits of being part of a large, global firm, 
while at the same time maintaining a boutique 
culture where the local team owns the local 
business.”

The Private Bank also sees this as a value for 
potential financial advisor recruits. Mike Duck-
worth, the firm’s new private banking head for 
its Manhattan Beach business, notes that this 
approach can be particularly impactful in hiring 
advisors who traditionally had to commute into 
a major city, but can now have the opportunity 
to engage with clients much closer to home.

“They have access to our full platform and 
global specialists on investments, wealth plan-
ning, philanthropic giving, and so on… and 
nobody else on the street can offer that kind of 
access or have those kinds of conversations,” 

added Duckworth. “These resources come with 
the platform – they are not bolt on capabili-
ties an advisor needs to fund out of their own 
pocket.”

The opening of the Pasadena and South 
Bay offices is part of a larger expansion of J.P. 
Morgan Private Bank across the United States, 
including new locations in San Diego and 
Westlake Village, CA; Las Vegas, NV; Salt 
Lake City, UT; among others, to increase con-
nectivity and the level of client service in the 
country’s major metro areas. 

JPMorgan Chase has been serving Los Angeles  
area clients and customers for over 100 years. 
The firm currently serves clients across the region 
through its community bank, investment, private 
banking and commercial banking businesses.  
Over the last 10 years, the firm has opened more 
than 340 retail bank branches in the Los Angeles 
Metro Area. To learn more about the Private Bank 
across Greater Los Angeles, visit: 
privatebank.jpmorgan.com/los-angeles

 

Disrupting Los Angeles’ Wealth Management  
Footprint Through Aggressive Expansion
J.P. Morgan Private Bank adds key 
hires, three new offices and plans 
to onboard 120 new advisors across 
Greater Los Angeles

INVESTMENT AND INSURANCE PRODUCTS ARE:
•NOT A DEPOSIT • NOT FDIC INSURED • NOT INSURED BY ANY FEDERAL 
GOVERNMENT AGENCY •NO BANK GUARANTEE • MAY LOSE VALUE

In the United States, bank deposit accounts and related services, such as checking, savings and 
bank lending, are offered by JPMorgan Chase Bank, N.A. Member FDIC. 

JPMorgan Chase Bank, N.A. and its affiliates (collectively “JPMCB”) offer investment 
products, which may include bank managed investment accounts and custody, as part of its 
trust and fiduciary services. Other investment products and services, such as brokerage and 
advisory accounts, are offered through J.P. Morgan Securities LLC (“JPMS”), a member 
of FINRA and SIPC. Annuities are made available through Chase Insurance Agency, Inc. (CIA), a 
licensed insurance agency, doing business as Chase Insurance Agency Services, Inc. in Florida. 
JPMCB, JPMS and CIA are affiliated companies under the common control of JPM. Products not 
available in all states.

References to “J.P. Morgan” are to JPM, its subsidiaries and affiliates worldwide. “J.P. Morgan 
Private Bank” is the brand name for the private banking business conducted by JPM.

© 2021 JPMorgan Chase & Co. All rights reserved.Katie Brody, Mike Duckworth and Ayla Kalani lead the Private Bank’s new offices in Pasadena, Manhattan Beach and Westlake Village, respectively. Left to right: Brody, Duckworth, Kalani.

Rick Barragan

Across Greater Los Angeles, J.P. Morgan Private Bank serves clients out of offices in Century City, Pasadena, South Bay and 
Westlake Village. The latter three offices were recently launched, part of the Private Bank’s California Expansion.
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By MICHAEL KAPLAN, CPA

The Great Resignation has leadership teams 
everywhere asking critical questions such as: 
How much longer will the increased resigna-

tions continue? How do we hold on to our best 
employees? How do we recruit more top talent? 

According to the most recent data from 
the U.S. “Job Openings and Labor Turnover” 
(JOLTS) report, a record 4.4 million people 
quit their jobs in September of this year, after a 
record 4.3 million quit in August, and a record 
4 million in July. While there is debate about 
whether those numbers will continue to set 
records in the coming months, it is relatively 
certain that the rate of people leaving voluntari-
ly will remain high as remote and hybrid work 
changes the labor landscape for all of us. 

So, while trying to protect ourselves from the 
tiring—and costly—consequences of high turn-
over rates, we must adapt to remain attractive to 
our best employees and top candidates.

WHO IS DOING THE LEAVING AND WHY?
Interestingly, Ian Cook and a team at the 

Harvard Business Review conducted an analysis 
of more than 9 million employee records from 
more than 4,000 companies and found that 
“employees between 30 and 45 years old have 
had the greatest increase in resignation rates, 
with an average increase of more than 20% 

between 2020 and 2021.” (“Who is Driving the Great 

Resignation,” Harvard Business Review) 

The obvious reasons for anyone to leave a 
company are dissatisfaction and better alter-
natives, and exit interviews offer direct insight 
as to what made a particular employee feel 
compelled to leave, but don’t discount that it 
might be a seasonal issue as well. Organizations 
that give bonuses may find that resignations are 
highest in the weeks and month following the 
distribution of those bonuses. Often times, those 
employees decide months in advance that they 
are ready to leave and have elected to hold-on 
for one last pay-out.

UNDERSTANDING WHY THEY STAY
Talk of stay interviews are popping up every-

where now, and with good reason—it’s the pro-
active version of an exit interview. One of the 
best ways to get intelligible data on the matter is 
to go straight to the source. These one-on-ones 
between leaders and the staff can be a great 
starting point to understand what motivates 
employees to stay at your organization, what 
could be better about their work experience, 
and how they envision the next stage of their 
career within the organization.

EMPLOYEE RETENTION & RECRUITING
Leveraging the insight gained from stay 

and exit interviews, develop or expand your 

employee retention program. The best retention 
programs begin with top notch recruiting prac-
tices. Employees tend to stay longer when their 
own values and vision are aligned with that 
of the organization’s; learning this during the 
recruiting phase can save time and money down 
the road. 

Once you have identified and acquired top 
talent, now you need to keep them. According 
to Employee Job Satisfaction and Engagement: 
The Doors of Opportunity are Open—a report 
by the Society for Human Resource Manage-
ment (SHRM), employees identified these five 
factors as the leading contributors to job satis-
faction:

1. Respectful treatment of all employees at  
all levels. 

2. Compensation/pay.
3. Trust between employees and senior  

management. 
4. Job security. 
5. Opportunities to use their skills and abilities  

at work. (SHRM report) 

Beyond those key factors, some of the most 
effective retention tools & strategies I’ve used at 
my firm or seen my clients use in their organiza-
tions include:

• Benchmarking: Use benchmarking sur-
veys to learn information about how the organi-
zation compares to its competitors on issues such 
as pay, benefits, bonus plans, and turnover.

• Strategic Onboarding: Ensure the 
onboarding process echoes the values and vision 
described in the recruiting process and build 
in adequate socialization opportunities for new 
hires to meet the staff. 

• Mentor or Buddy Programs: Assign a ded-
icated team member, who isn’t a direct supervi-
sor, that an employee can turn to with questions 
about the organization or for career advice. 

• Learning & Development Programs: 
Employees with more access to training (in both 
hard and soft skills) are more inclined to stay. 
Consider going beyond the standard profession-
al development opportunities, too; reportedly, 
80% of Millennials and Gen-Zers would consid-
er leaving a company that doesn’t offer personal 
development opportunities as well.

ADAPT TO SURVIVE – AND THRIVE
Most leaders, or at least the good ones, have 

always known that by taking care of your staff, 
you are protecting your organization’s largest 
asset, and the last two years have really under-
scored that in no uncertain terms. We must be 
proactive, adapting to the disruptions in the 
labor market, to safeguard our business as a 
whole and position our organizations for contin-
ued success.

Michael Kaplan, CPA, is managing partner at  
Miller Kaplan. Learn more at millerkaplan.com.

Disruptions in the Labor Market
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NOMINATION DEADLINE: FRIDAY, DECEMBER 17

The Los Angeles Business Journal’s 2022  
Leaders of Infl uence: Minority Attorneys 

custom content is coming up…. A dedicated section in 
the January 24 issue will recognize your outstanding 

professionals in the industry. Nominees will be selected 
based on their professional achievements, community 

leadership, milestones, and notable accomplishments 
during the past 12-18 months.

LEADERS OF INFLUENCE: 

MINORITY ATTORNEYS

To nominate, visit labusinessjournal.com/nominate

Four key trends have been identified on the 
Gartner, Inc. “Hype Cycle for Artificial 
Intelligence, 2021” as driving near-term 

artificial intelligence (AI) innovation. These 
trends include responsible AI; small and wide 
data approaches; operationalization of AI 
platforms; and efficient use of data, model and 
compute resources.

“AI innovation is happening at a rapid pace, 
with an above-average number of technologies 
on the Hype Cycle reaching mainstream adop-
tion within two to five years,” said Shubhangi 
Vashisth, senior principal research analyst at 
Gartner. “Innovations including edge AI, com-
puter vision, decision intelligence and machine 
learning are all poised to have a transforma-
tional impact on the market in coming years.”

The AI market remains in an evolutionary 
state, with a high percentage of AI innovations 
appearing on the upward-sloping innovation 
trigger. This indicates a market trend of end 
users seeking specific technology capabilities 
that are often beyond the capabilities of current 

AI tools.
Here are the four trends that are driving AI 

innovation, according to Gartner:

RESPONSIBLE AI
“Increased trust, transparency, fairness and 

auditability of AI technologies continues to be 
of growing importance to a wide range of stake-
holders,” said Svetlana Sicular, research vice 
president at Gartner. “Responsible AI helps 
achieve fairness, even though biases are baked 
into the data; gain trust, although transparency 
and explainability methods are evolving; and 
ensure regulatory compliance, while grappling 
with AI’s probabilistic nature.”

In fact, Gartner expects that by 2023, all 
personnel hired for AI development and train-
ing work will have to demonstrate expertise in 
responsible AI.

SMALL AND WIDE DATA
Data forms the foundation of successful  

AI initiatives. Small and wide data approaches 
enable more robust analytics and AI, reduce 
organizations’ dependency on big data, and 
deliver richer, more complete situational  
awareness.

According to Gartner, by 2025, 70% of 
organizations will be compelled to shift their 
focus from big to small and wide data, providing 
more context for analytics and making AI less 

data hungry.
“Small data is about the application of 

analytical techniques that require less data 
but still offer useful insights, while wide data 
enables the analysis and synergy of a variety 
of data sources,” said Sicular. “Together, these 
approaches enable more robust analytics and 
help attain a more 360-degree view of business 
problems.”

OPERATIONALIZATION OF AI PLAT-
FORMS

The urgency and criticality of leveraging AI 
for business transformation is driving the need 
for operationalization of AI platforms. This 
means moving AI projects from concept to pro-
duction, so that AI solutions can be relied upon 
to solve enterprise-wide problems.

“Gartner research has found that only half 
of AI projects make it from pilot into produc-
tion, and those that do take an average of nine 
months to do so,” said Sicular. “Innovations 
such as AI orchestration and automation plat-
forms (AIOAPs) and model operationalization 
(ModelOps) are enabling reusability, scalability 
and governance, accelerating AI adoption and 
growth.”

EFFICIENT USE OF RESOURCES
Given the complexity and scale of the data, 

models and compute resources involved in 

AI deployments, AI innovation requires such 
resources to be used at maximum efficiency. 
Multiexperience, composite AI, generative AI 
and transformers are gaining visibility in the AI 
market for their ability to solve a wide range of 
business problems in a more efficient manner.

This research is part of the Gartner Special 
Report “2021 Hype Cycles: Innovating Deliv-
ery Through Trust, Growth and Change.” The 
2021 Gartner Hype Cycles help organizations 
to make innovation a core competency and 
shape and prioritize their approach to innova-
tion delivery.

The Gartner IT practice provides CIOs and IT 
leaders with the insights and tools to drive the  
organization through digital transformation to lead 
business growth. To learn more, visit gartner.com.

Four Trends Driving Artificial Intelligence Innovation
Responsible AI, small and wide data, 
operationalization and efficient 
resource use will be key to scaling  
AI initiatives

‘Innovations including edge AI, 
computer vision, decision intelligence 

and machine learning are all poised to 
have a transformational impact on the 

market in coming years.’
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