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The Power of

Unholy Alliances
BY LEWIS D’VORKIN

I got to watch All the President’s Men on a cross-country 
flight a few weeks back. I’ve seen the Watergate saga doz-
ens of times since its release in 1976. It’s one of the main 
reasons I pursued a career in journalism. It’s also part of 
my personal trilogy of must-see movies about the news 
industry. The others: Broadcast News, a romantic comedy 
about a shallow, pretty-boy anchor testing journalistic eth-
ics, and Network, the classic about TV ratings and fictional 
anchorman Howard Beale, who screamed, “I’m as mad as 
hell and I’m not going to take this anymore,” a story line 
that sounds eerily familiar this presidential season.

 The Watergate flick details one of the great team ef-
forts in media history: two dogged reporters working tire-
lessly to expose a crooked White House. As luck would 
have it, I saw the movie again right after the University 
of Missouri, a bastion of journalistic education, asked me 
to do a presentation about newsroom partnerships today. 
They wanted it to be real—and thought-provoking. I plan 
to oblige. The title of my talk: “Media, Models and May-
hem: The Unholy Alliances of Collaboration.” 

 The economics that supported Bob Woodward and 
Carl Bernstein are gone forever. In a world of social 
media and messaging apps, I can’t remember the last 
time I heard someone reference “the power of the 
press.” In fact, there is an emerging power: a blend of 
journalistic science, data and math that aids hard-bitten 
editors and cub reporters. 

 Today editorial collaboration means forming bonds 
with engineers, data analysts and data scientists,  product 
people, social media editors, search engine specialists—
and, yes, the dreaded sales guy. No print or digital news-
room can survive Millennial audiences, ad blocking and 
mobile devices without these once unthinkable pairings 
joining hand in hand to drive the revenue needed to 
keep the lights on. 

Great investigative work will surely continue. Spot-
light, this year’s Oscar-winning best film, depicted the 
Boston Globe’s uncovering of systemic child sex abuse by 
Roman Catholic priests. All that happened in 2002, before 
digital economics wreaked its ultimate havoc on the news 
industry. Still, disruption can bring innovative business 
models, not unlike those we’ve implemented at FORBES. 
With collaborative minds breaking through yesterday’s 
walls and those ahead, a new kind of glory day for the 
news industry is out there for the taking. F

INSIDE SCOOP
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WHY BRITAIN  
MUST NOT LEAVE EUROPE

BY STEVE FORBES, EDITOR-IN-CHIEF

“With all thy getting, get understanding”

FACT & COMMENT

A MOMENTOUS REFERENDUM 
will be held on June 23 to determine 
whether or not Britain will quit the 
EU. A vote to pull out would be a ca-
tastrophe, ultimately imperiling all 
the post-WWII political and security 
structures that enabled a shattered 
continent to recover rapidly from 
the war’s physical devastation and to 
miraculously banish the murderous ri-
valry between Germany and France to 
history’s dustbin. Today war between 
these two countries is utterly inconceivable.

The EU—despite flaws that have helped bring us to 
a potential precipice—has been a remarkable success. 
Barriers between once wary states have been largely 
obliterated. Intra-European trade has blossomed. 
Thanks to a common currency, capital now flows un-
impeded among the 19 countries that have adopted the 
euro, just as capital flows among the states in the U.S.

Since the fall of the Berlin Wall the EU has been a tre-
mendous force for liberalizing and democratizing eastern 
Europe’s once Communist states. It has provided the impe-
tus for these countries to make major reforms over the po-
tential opposition of entrenched domestic special interests.

There is much to dislike about how the EU has evolved. 
Headquartered in Brussels, its bureaucracies are repeat-
edly beset with corruption scandals. The EU has been 
a volcano of petty, intrusive and ridiculous regulations, 
down to defining what constitutes a banana. The British, 
especially, resent judicial rulings that rudely fly in the face 
of British common-law tradition. And the EU’s antitrust 
actions have been routinely and stiflingly anti-innovation.

Too many European political leaders and bureau-
crats are addicted to higher taxes. A constant EU theme, 
especially from high-tax France and Germany, is “tax 
harmonization”—newspeak for obligatory higher tax re- 
gimes for all 28 member countries.

The EU’s evolution has far exceeded what its creators 
originally intended as a free-trade area with growing 

political cooperation. Instead, conti-
nental leaders have forcibly tried to 
build an actual political union, a quasi 
United States of Europe. Unfortu-
nately, this has been pushed without 
actually gaining the consent of the 
governed each step of the way, which 
has fueled the rise of xenophobic po-
litical parties.

Currently, an ever hotter flash point 
for the growing number of Euroskep-
tics in England (and elsewhere) is 

immigration, which in the face of a none-too-vibrant 
economy is exacerbating social tensions.

But the biggest culprit tearing away at the EU fabric 
is economic stagnation. Leaders have forgotten what 
enables an economy to grow: sensible levels of taxa-
tion, spending and regulation, particularly as regards 
the hiring and firing of labor. When the 2008–09 cri-
sis hit, the private sector sufered most of the “auster-
ity,” thereby hobbling recovery. The poster child for this 
self-defeating stupidity has been Greece, which is choking 
on a diet of ever higher taxation and government bloat.

Why, then, should Britain remain in the EU?
A British exit would stoke the forces of disintegra-

tion now threatening the EU and would have ugly 
political and economic consequences. A bust-up would 
fan the flames of protectionism and extreme nation-
alism, forces that are once again stirring and gaining 
strength. The 1930s are proof of where all this can lead.

It was the horrors of the Great Depression—sweeping 
trade barriers and competitive devaluations—that were 
the impetus for the post-WWII moves that led to the EU.

A British bugout would also imperil the U.K.: Scot-
land came close to seceding in 2014. The Scots want 
to stay in the EU, and the prospect of a “Brexit” has 
already reenergized separatist forces. We also must 
not forget that the always precarious peace in North-
ern Ireland could be jeopardized.

The adverse consequences of a British withdrawal 
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are real. Brexit supporters blithely 
assume the Sceptred Isle would 
maintain its current free-trade access 
to the 27 remaining EU countries. Fat 
chance of that. Norway and Swit-
zerland, non-EU members, pay fees 
to gain access to this gigantic market 
and must also abide by most of the 
EU’s regulations. As a warning to 
other countries that might want out, 
the EU would make British access 
especially expensive. Moreover, the 
EU has special free-trade agreements 
with numerous countries around the 
world, such as Mexico. Britain, which 
relies heavily on exports, would have 
to negotiate new deals with these 
states—but without the bargaining 
clout of the vast European market.

Instead of turning its back on Eu-

rope and making itself poorer in the 
process—not to mention inflaming 
the ugly antiliberal forces now rising  
everywhere—Britain should do the 
opposite: remain and wage an aggres-
sive, constant and well-thought-out 
diplomatic campaign to reform the EU. 
Germany and France would resist, but 
London is fully capable of gathering 
support from other members, such as 
Poland and most of the other central 
and eastern European countries, as 
well as the Baltic states of Latvia, Esto-
nia and Lithuania—all of which want 
to break out of the malignant eco- 
nomic rut the continent finds itself in.

Britain, as a living model for others 
to follow, should lead the charge on  
reform and proudly make public 
statements on what it’s doing. The U.K. 

is already following Ireland’s exam- 
ple regarding the corporate tax rate, 
which is slated to go down to 18%. 
Cut it some more. Slash the ridiculous 
28% capital gains tax, which hinders 
the creation and nurturing of new 
businesses and the giant companies  
of tomorrow. Move toward a flat tax, 
as a number of newer EU members 
have already done. And point out, 
during the endless array of EU minis-
terial meetings, what’s been accom-
plished in Britain’s public sector: It’s 
down more than 1 million workers 
over the past six years, thus freeing 
up resources for economic growth.

Britain saved civilization in 1940. 
In a very much less dramatic way—
and before we reach such an abysmal 
abyss once more—it can do so again.

Nancy Reagan—the Other Half of an Amazing Team

The death of Nancy Reagan and the 
inspiring service for her ofered a 
poignant reminder of how far the 
morale of our country has deterio-
rated since her husband’s presidency.

The marriage between Ronald and 
Nancy Reagan was one of the most 
extraordinary partnerships in his-
tory. He would never have reached 
the White House without her. The 
trust between them was total, and 
each strengthened the other. They 
were, as many observers have noted, 
as close as two human beings could 
possibly be. She always—always—had 
his back. He trusted her instincts 
about people and events, realizing 
she came up with crucial insights 
that he could not. And woe betide 
any individual she felt was letting her 
husband down! She strongly encour-
aged his move into public life and 
was instrumental in his decision to 
run for the presidency again in 1980 
after the deep disappointment of nar-
rowly losing the GOP nomination to 
President Gerald Ford in 1976.

Almost everyone today acknowl-
edges that Reagan was one of our 
nation’s great chief executives. His 

presidency pulled the country out 
of a malaise as deep as the one we’re 
experiencing today.

I got to know Nancy after the Rea-
gans left the White House, primarily 
through serving on the board of the 
Reagan Library. In 1991 they traveled 
on our plane to several European 
countries where Reagan delivered a 
series of speeches. Their mutual devo-
tion was palpable. (As a history buf, I 
was thrilled to observe Reagan work-
ing on his memoirs between stops. 

He could never sleep on a flight.)
A couple of memories: In 1992 

former President Reagan agreed to 
appear with ex-Soviet leader Mikhail 
Gorbachev at FORBES’ 75th anniver-
sary celebration at Radio City Music 
Hall. FORBES was launched in the 
same year as the Russian Revolution, 
and it seemed fitting that the man 
who had done more than any other 
to bring down the “evil empire” key-
note the occasion with the man who 
had presided over its demise. Just be-
fore the festivities were to start, Gor-
bachev got in a snit over something 
petty and threatened to walk of. 
Reagan was appalled and was work-
ing hard to control his temper. Nancy 
weighed in with a few firm but very 
diplomatic and calming words, and 
the crisis was averted.

The other: Nancy would occasion-
ally visit friends on the East Coast. 
One evening I was near her when she 
called her husband, who had descend-
ed into the nightmare of Alzheimer’s. 
Her tender words, as she tried to 
reach out to him, were heartrending.

Truly, with the union of Ron and 
Nancy, one plus one equaled infinity. F
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Colorado Rockies 

$22 MILLION 

AVG: .302 

HR: 9 

RBI: 53 

MAJOR LEAGUE OWNERS are hitting the cover 
of  the ball as the 2016 season gets going, thanks to 
TV deals for broadcast rights to a sport that of ers six 
months of daily DVR-proof programming. The average 
MLB team is now worth a record $1.29 billion, up 7% 
from a year ago and a startling 59% higher than in 2014. 

Unprecedented team revenues (an average $280 
million) and profi ts ($23 million) have fattened pay-
checks for even workaday scrubs; the average player 
made more than $4 million last season for the fi rst time. 

Not all that cash is spent wisely, of course. When the 
Philadelphia Phillies inked hulking former MVP Ryan 
Howard to a fi ve-year, $125 million extension in April 

2010, they were counting on far more than a .226 aver-
age and 17 home runs. Those are Howard’s 2016 full-
season projections, compiled by “sabermetrics” stat 
guru Dan Szymborski for all players every year. 

We compared Szymborski’s projections, which are 
based on each player’s prior performance, to 2016 sal-
aries to determine the game’s most overvalued player 
at each position. The Phillies are likely to cut ties with 
their diminished fi rst baseman after the season, paying 
him an additional $10 million to buy out his contract. 

For more on baseball’s worst bargains, as well as the 
highest-paid players and even the fi nest ballpark eats, 
please visit forbes.com/mlb. 

SPORTSMONEY

LeaderBoard
The Most Valuable Baseball Teams 
The average MLB team is worth nearly $500 million more than it was just two 
seasons ago—that translates into fat contracts, many of them undeserved.

LF: JOSH HAMILTON 

Texas Rangers 

$28 MILLION 

AVG: .259 

HR: 14 

RBI: 43 

2B: OMAR INFANTE 

Kansas City Royals 

$7.75 MILLION 

AVG: .253 

HR: 5 

RBI: 50 
P: MATT CAIN 

San Francisco Giants 

$20.8 MILLION 

W-L: 5–6 

ERA: 4.25 

STRIKEOUTS: 83 
3B: PABLO SANDOVAL 

Boston Red Sox 

$17.6 MILLION 

AVG: .266 

HR: 13 

RBI: 66 

MOST OVERPAID PLAYERS 
Who are the worst bargains for the buck in all of baseball? 

Salaries for 2016, plus stats maven Dan Szymborski’s 

season production projections, tell the tale. These 

retreads-in-training still have some skills, sure—but their 

immense wallets are by this point far more impressive. 
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HOW MUCH IS YOUR CLUB WORTH? 
For the 19th year running, the Yankees are MLB’s most valuable team. Most of the big value increases are due to new cable deals, with the Astros, 

Cardinals and Diamondbacks securing new pacts. The Royals and the Mets, last year’s World Series teams, both enjoyed an on-field success dividend. 

1B: RYAN HOWARD 

Philadelphia Phillies 

$25 MILLION 

AVG: .226 

HR: 17 

RBI: 67 

RF: MATT KEMP 

San Diego Padres 

$21.75 MILLION 

AVG: .261 

HR: 16 

RBI: 78 

CF: MICHAEL BOURN 

Atlanta Braves 

$14 MILLION 

AVG: .246 

HR: 3 

RBI: 34 

   VALUE  OPERATING
    CURRENT 1-YEAR REVENUES  INCOME
 RANK TEAM ($MIL) CHANGE ($MIL)  ($MIL)

1. NEW YORK YANKEES $3,400 6% $516 $13.0

2. LOS ANGELES DODGERS 2,500 4 438 –73.2

3. BOSTON RED SOX 2,300 10 398 43.2

4. SAN FRANCISCO GIANTS 2,250 12 409 72.6

5. CHICAGO CUBS 2,200 22 340 50.8

6. NEW YORK METS 1,650 22 313 46.8

7. ST. LOUIS CARDINALS 1,600 14 300 59.8

8. LOS ANGELES ANGELS 1,340 3 312 41.7

9. WASHINGTON NATIONALS 1,300 2 293 22.5

10. PHILADELPHIA PHILLIES 1,235 –1 263 –8.9

11. TEXAS RANGERS 1,225 0 275 –4.7

12. SEATTLE MARINERS 1,200 9 271 16.8

13. ATLANTA BRAVES 1,175 2 266 27.8

14. DETROIT TIGERS 1,150 2 268 11.0

15. HOUSTON ASTROS 1,100 38 270 66.6

16. CHICAGO WHITE SOX 1,050 8 240 20.2
 

   VALUE OPERATING
    CURRENT 1-YEAR REVENUES  INCOME
 RANK TEAM ($MIL) CHANGE ($MIL)  ($MIL)

17. BALTIMORE ORIOLES $1,000 0% $239 $8.8

18. PITTSBURGH PIRATES 975 8 244 35.3

19. ARIZONA DIAMONDBACKS 925 10 223 17.4

20. MINNESOTA TWINS 910 2 240 18.5

21. CINCINNATI REDS 905 2 237 9.0

22. TORONTO BLUE JAYS 900 3 241 1.2

23. SAN DIEGO PADRES 890 0 244 32.9

24. MILWAUKEE BREWERS 875 0 234 27.0

25. KANSAS CITY ROYALS 865 24 273 39.0

26. COLORADO ROCKIES 860 1 227 5.5

27. CLEVELAND INDIANS 800 –3 220 18.0

28. OAKLAND ATHLETICS 725 0 208 32.7

29. MIAMI MARLINS 675 4 199 15.8

30. TAMPA BAY RAYS 650 4 193 8.2

 LEAGUE AVERAGE 1,288 7 280 23.0

REVENUE AND OPERATING INCOME (EARNINGS BEFORE INTEREST, TAXES, DEPRECIATION AND AMORTIZATION) 

ARE FOR THE 2015 SEASON AND NET OF REVENUE SHARING AND STADIUM DEBT SERVICE. 

C: CARLOS RUIZ 

Philadelphia Phillies 

$8.5 MILLION 

AVG: .231 

HR: 3 

RBI: 26 

BY MICHAEL K. OZANIAN, KURT BADENHAUSEN AND CHRISTINA SETTIMI 
CARLOS RUIZ: MITCHELL LEFF/GETTY IMAGES; JOSE REYES: DILIP VISHWANAT/GETTY IMAGES; 

JOSH HAMILTON: JASON MILLER/GETTY IMAGES; MATT CAIN: MIKE ZARRILLI/GETTY IMAGES; 
MATT KEMP: CHRISTIAN PETERSEN/GETTY IMAGES; OMAR INFANTE: LEON HALIP/GETTY IMAGES; 

PABLO SANDOVAL: G FIUME/GETTY IMAGES; RYAN HOWARD: STACY REVERE/GETTY IMAGES; 
MICHAEL BOURN: KEVIN C. COX/GETTY IMAGES
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Brooklyn-born David Lichtenstein watched 
the credit crisis imperil his debt-juiced 
real estate in 2009 before mounting an 
impressive comeback. 

SCORECARD

FRAMED HEAD SHOTS of some famous individuals 
ring David Lichtenstein’s oice—including the mugs of 
Steve Jobs and Jef Bezos. Those two and Lichtenstein 
have something in common: They rose from modest 
beginnings to amass ten-digit fortunes. “I’m just a 
normal guy,” insists the bespectacled Lichtenstein, 55, in 
his thick Brooklyn accent. 

He’s professing normalcy from his sky-high Park 
Avenue digs, a reminder of how far this son of Sheepshead 
Bay has come. His real estate developer, Lightstone—a 
play on his surname—owns 11,000 apart ments and 12,000 
land lots, 3,200 hotel rooms and 6 million square feet of 
commercial property across 22 states. He controls the 
entire firm, good for a $1.4 billion fortune. 

Lichtenstein, one of seven kids born to teacher 
parents, went into real estate because he thought it 
ofered the best chance to make money fast without a 
fancy education (“You don’t have to be too bright to get 
into real estate”). His wife’s pregnancy—he was 23 at the 
time, she just 19—motivated him; he maxed out credit 
cards to buy his first property, a two-story family home 
in Lakewood, N.J., for $89,000. He bought more and 
soon had a steady cash flow, liberally supplemented with 
loans. Debt, he learned, could be his friend. 

It could also be his enemy. When the credit crisis 
peaked in 2009, he had $7.3 billion in debt, which he had 
used to buy Extended Stay hotels—and just $200 million 
in equity. He quickly had to divest but has rebounded 
after a vow to stick to the industry standard of 50% debt 
or less in his projects. One of his latest: developing hip 
urban hotels for the budget-conscious with Marriott’s 
Moxy brand (four in New York, two in Los Angeles and 
one in Miami Beach), a play for Millennials. 

BILL ACKMAN 
–$400 MILLION1 
NET WORTH: $1.6 BILLION 
His Pershing Square Capital secured a 
seat on Valeant Pharmaceuticals’ board 
on Mar. 8. Seven days later the embattled 
drugmaker’s stock fell more than 50% when 
it announced it wouldn’t meet earnings 
goals and might default on its debt.
1Total loss for all holdings year-to-date, not limited to 
Valeant loss.

VALEANT PHARMACEUTICALS
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When it comes to 

your wealth, the 

questions you ask 

could be your most 

valuable asset.

To see how Schwab stands by our word, visit www.schwab.com/accountability
,QGHSHQGHQW�UHJLVWHUHG�LQYHVWPHQW�DGYLVRUV��ÜDGYLVRUVÝ��DUH�QRW�RZQHG�E\��DI÷�OLDWHG�ZLWK�RU�VXSHUYLVHG�E\�6FKZDE�RU�LWV�DI÷�OLDWHV��6FKZDE�SURYLGHV�FXVWRG\��WUDGLQJ�DQG�
RSHUDWLRQDO�VXSSRUW�VHUYLFHV�IRU�DGYLVRUV��1RW�DOO�SURGXFWV�DQG�VHUYLFHV�DYDLODEOH�WKURXJK�6FKZDE�DQG�LWV�DI÷�OLDWHV�DUH�DYDLODEOH�WKURXJK�DGYLVRUV��5HJLVWUDWLRQ�GRHV�QRW�LPSO\�D�
certain level of skill or training. There are eligibility requirements to work with a dedicated Financial Consultant. Wealth management refers to products and services available 
through the operating subsidiaries of the Charles Schwab Corporation of which there are important differences including, but not limited to, the type of advice and assistance 
provided, fees charged, and the rights and obligations of the parties. It is important to understand the differences when determining which products and/or services to select. 
7KH�&KDUOHV�6FKZDE�&RUSRUDWLRQ�SURYLGHV�D�IXOO�UDQJH�RI�EURNHUDJH��EDQNLQJ��DQG�÷�QDQFLDO�DGYLVRU\�VHUYLFHV�WKURXJK�LWV�RSHUDWLQJ�VXEVLGLDULHV��,WV�EURNHU�GHDOHU�VXEVLGLDU\��
Charles Schwab & Co., Inc. (“Schwab”), Member SIPC, offers investment services and products, including Schwab brokerage accounts. Its banking subsidiary, Charles Schwab 
%DQN��PHPEHU�)',&�DQG�DQ�(TXDO�+RXVLQJ�/HQGHU���SURYLGHV�GHSRVLW�DQG�OHQGLQJ�VHUYLFHV�DQG�SURGXFWV��$6.�48(67,216��%(�(1*$*('��2:1�<285�7202552:��LV�D�
WUDGHPDUN�RI�&KDUOHV�6FKZDE�	�&R���,QF��k�����7KH�&KDUOHV�6FKZDE�&RUSRUDWLRQ��$OO�ULJKWV�UHVHUYHG��������������$'3��������

Brokerage Products: Not FDIC Insured • No Bank Guarantee • May Lose Value

Wealth Management at Charles Schwab
PLANNING |  PORTFOLIO MANAGEMENT | INCOME STRATEGIES | BANKING

Ask questions.

Be engaged.

Own your
tomorrow.™

In life, you question everything. The same should be true when it comes to managing your 

ZHDOWK��'R�\RX�NQRZ�ZKDW�\RXU�LQYHVWPHQW�UHFRPPHQGDWLRQV�DUH�EDVHG�RQ"�'RHV�\RXU�÷�QDQFLDO�

professional stand by their word? Do you know how much you’re paying in fees? And how those 

IHHV�DIIHFW�\RXU�UHWXUQV"�$VN�\RXU�÷�QDQFLDO�SURIHVVLRQDO��DQG�LI�\RX�GRQÚW�OLNH�WKHLU�DQVZHUV��DVN�

again at Schwab. We think you’ll like what we have to say. Talk to us or one of the thousands of 

independent registered investment advisors that do business with Schwab.
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The Reverso Watch

IN 1930 BRITISH OFFICERS in India faced a proto-First World Problem: how to stop errant polo balls from destroying their 
wristwatches. The next year Jacques-David LeCoultre partnered with Jaeger S.A. and came up with an elegant solution to protect 
those fragile crystals—an ingenious timepiece whose case swiveled back-to-front so the dial would be hidden. 
       The Reverso, as it was known, became a favorite of the smart set—King Edward VIII of England had the royal crest of  
the throne he had abdicated engraved on the flip side of his. Various versions have been seen on the wrists of luminaries, includ-
ing Jay Z and General Douglas MacArthur (whose 1935 Reverso sold for $75,000 last year). Fictionally speaking, Don Draper 
measured his days with one on Mad Men and Gordon Gekko wore it big time in Wall Street: Money Never Sleeps. Eighty-five years 
on, the latest editions of the Jaeger-LeCoultre Reverso (starting at $4,500) remain true to their Art Deco roots—with modern 
variations, including tourbillons, skeletons and dual time-zone functions. 

2016 

To celebrate the 85th 

anniversary of the 

Reverso, Jaeger-

LeCoultre collaborated 

with shoe designer 

Christian Louboutin 

for a new series of 

customizable watches 

for women (starting at 

$7,600), with vibrant 

dials and colored 

leather straps.

2006 

Jaeger-LeCoultre debuted a new 

interpretation of the Reverso to 

commemorate its 75th anniversary: 

the square-shaped Squadra. Today 

they can be found at auction for 

around $10,000. 

1994 

Breaking with tradition, the Reverso 

was given a second dial on the back, 

operating on a single movement. 

The Duoface, which is still produced 

(starting at $10,000), allowed 

wearers to keep time in two zones. 

A brief (backward) history of Jaeger-LeCoultre’s classic two-faced timepiece.

1962 

In season two of Mad Men Don Draper started 

wearing a gold Reverso after becoming a 

partner at Sterling Cooper. (His wife, Betty, had 

it engraved.) In real life 50 years later, Jaeger-

LeCoultre introduced a limited-edition Grande 

Reverso Ultra Thin, with his firm’s logo on the 

caseback. 

1932–33 

Three new calibers 

were created for the 

Reverso, including one 

for a smaller ladies’ 

version. In addition, 

Patek Philippe bought 

the rights to the case 

and produced eight 

timepieces. (An 18kt-

gold version sold at 

auction in 2010 for 

nearly $140,000.) 

1931 

British soldiers in India challenged Swiss 

businessman César de Trey to create a 

watch that could endure the perils of polo. 

So French designer René-Alfred Chauvot 

invented a case that flipped 180 degrees to 

hide the crystal. The watch was later named 

the Reverso—Latin for “I turn around.” 

2008 

The Reverso Gyrotourbillon 2 

was as complicated as it looks: 

The limited-edition timepiece 

included a spherical tourbillon 

and a 50-hour power reserve. 

In 2013 one sold for more than 

$250,000 at auction. 
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RICHEST BY STATE 

Oklahoma 
HE’S BRINGING IT all back home: Last 
month George Kaiser’s family foundation 
and the University of Tulsa bought a trea-
sure trove of Bob Dylan artifacts from the 
folk deity himself for a reported $15 million 
to $20 million. 

The haul is a 6,000-item collection of the artist’s 
writings, recordings and personal ef ects—including 
handwritten lyrics to the classic 1975 album Blood 
on the Tracks, the leather jacket Dylan wore in 1965 
at the electrifying Newport Folk Festival and an old 
wallet containing Johnny Cash’s phone number and 
Otis Redding’s business card. The collection will be 
permanently displayed in Tulsa, Kaiser’s hometown. 

“I have enormous respect for Dylan as a poet, 
storyteller and social observer,” Kaiser says. “I grew 
up during the same times, so his observations have 
immediacy to me. Before him, popular music was 
largely airy candy.” 

The purchase is something of a popular refrain 
for Kaiser, whose foundation bought the archive 
of Woody Guthrie—a major infl uence on Dylan—in 
2011. It’s all part of the billionaire’s plan to donate as 
much of his fortune as possible through the George 
Kaiser Family Foundation, into which he has fun-
neled more than $3 billion. 

Kaiser, 73, a down-to-earth billionaire who fl ies 
coach and sports a $20 Casio watch, owes his 
fortune to the Kaiser-Francis Oil Co., which he took 
over from his father and greatly expanded. He also 
has a stake in the NBA’s Oklahoma City Thunder 
        and fi nancial services fi rm BOK Financial. 

POPULATION: 3.9 MILLION 

2014 GROSS STATE PRODUCT: 

$179 BILLION (2.8% GROWTH) 

GSP PER CAPITA: $46,058 

(RANKS NO. 38 NATIONWIDE) 

RICHEST: GEORGE KAISER, 
$7.5 BILLION 
(NO. 53 ON THE FORBES 400)
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SCORECARD

LOUIS BACON 
+HITMAN LAWSUIT 
NET WORTH: $1.9 BILLION 
The hedge funder’s brawl with his Bahamas 
neighbor, Canadian fashion mogul Peter 
Nygard, has become even more outlandish: 
In March Bacon fi led suit claiming Nygard 
hired two convicted criminals to murder him. 
(Nygard strongly denies it.) 

MIDAS METER 

Bad Blood
FORBES HAS POLLED its Midas List 
of the world’s greatest venture capital-
ists, asking them to examine individual 
unicorns to see which are best posi-
tioned to turn founding success into 
an enduring future. The fi rst company 
under the microscope: blood-testing 
fi rm Theranos, its technology lately 
under attack. 

0.2
THERANOS

School Rulers 
More than multiplication tables from the 
Forbes 30 Under 30, in 30 words or less. 

30 UNDER 30

Cassandra Tognoni 
BOOKREPORT | 28 

This investment-banker-turned-
teacher’s software performs 
 instantaneous fi nancial analysis—
like evaluating cost-neutral options 
for stai  ng and identifying funding 
gaps—for school districts, stream-
lining antiquated processes.

Charlie Stigler 
ZAPTION | 23 

Over 200,000 students—
from kindergarten to college—
use Stigler’s interactive 
video platform each month 
to view educational clips and 
participate in teacher-led 
 discussions on topics such as 
DNA transcription. 

Rebecca Liebman 
LEARNLUX | 22 

LearnLux provides online tutori-
als for personal fi nance concepts 
schools don’t teach—think 
credit, investing, insurance and 
retirement planning—and has 
partnered with the White House 
to help boost fi nancial literacy. 

4  FUTURE BLUE CHIP

3  TEN-BAGGER 

2  SOLID EXIT  

1  BUYOUT BAIT 

0  TOTAL WRITEOFF 



Wi-Fi is available on the majority of Delta’s long-haul international flights. 
For additional details and terms and conditions, visit delta.com/wifi

 MAKE “SENT FROM 
INT’L WATERS” 
YOUR NEW EMAIL SIGNATURE.
The world doesn’t stop when you fly, so you shouldn’t either. That’s why 

we’ll have Wi-Fi on all long-haul international flights by mid-2016.
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IN THE LATE 1950S the leading maker of “electronic brains”—ahem, 
computers—was IBM, with CEO Tom Watson Jr. at the helm. (His father, 
Tom Sr., who had run the company for almost 40 years, had died in 1956.) 
Junior had battled since the late ’40s to convince Dad that computers 
would revolutionize business—particularly their business. 

He won the argument, and as a result, IBM commanded 81% of the 
computer market and 89% of new orders. Sales had doubled since 1952 to 
$667 million (about $5.5 billion today). IBM’s technology was impressive, 
as were the various accounting tricks Watson deployed to goose the 
company’s cash flow—including 
tweaking the way IBM wrote of 
depreciated assets. Big Blue, eager 
to get even bigger, was hungry 
for cash: Its computers were too 
expensive for most companies 
to buy (the cheapest cost about 
$210,000 in current dollars), 
so it mostly rented them out—
meaning large capital outlays 
and deferred revenue. 

FACE FROM THE PAST 

Bill Holden’s Tax Dodge 
When actor Bill Holden signed on to play a leading 

role in Bridge on the River Kwai in 1957, he seemed 

to get a pretty sweet deal: He’d collect 10 cents on 

each box-oice dollar, and he arranged for Columbia 

Pictures to pay out over time—no more than $50,000 

a year, to keep his taxes low. Kwai was an explosive 

hit and wound up taking in $25 million (some $200 

million in 2016 dollars). For the 40-year-old Holden 

to fully collect under the deal’s terms, he’d need 

to live until he was 90 (he would die in 1981 at 63). 

But even if he had hung on for the next 50 years, 

Columbia would have been the real winner. “Since the 

$50,000 payment represents interest of just 2% … and 

Columbia normally must pay a good deal more than 

2% to borrow money, Columbia figures to get some 

very cheap working capital for the next half century.”

AMAZING ADS 

Stalwart Style 
High modern design, as 

coveted today as it was 

six decades ago. 

SIGN OF 

THE TIMES 

Sly as a Fox
A onetime movie 

theater doorman 

named Matty Fox 

had risen up through 

Hollywood, bought 

a catalog of RKO 

pictures, then allowed 

TV stations to air them 

in return for 20- to 

60-second advertising 

spots. That ad space 

was quickly worth a 

small fortune, though 

those intangible assets 

didn’t show up on Fox’s 

C&C Television Corp.’s 

books. It reported $5.7 

million (roughly $50 

million today) in assets; 

FORBES estimated that 

the real figure could be 

eight times higher. 

FAST-FORWARD 

Clan Romney 
1958: American 

Motors Chairman 

George Romney had the U.S. car 

business on a new road—with the 

compact and economical Rambler—

and the company’s stock had risen 

130% in just seven months. 

2016: George’s son Mitt, the 2012 

GOP presidential nominee and 

onetime Bain & Co. executive, is 

hammering the Republican front-

runner, Donald Trump: “But you 

say, ‘Wait, wait, wait, isn’t he a huge 

business success? Doesn’t he know 

what he’s talking about?’ No, he 

isn’t, and no, he doesn’t.” 

Man and His Machines: June 1, 1958 

As FORBES’ centennial approaches in September 2017, 
we’re unearthing a collection of our favorite covers. 

“About the 
only thing 
this machine 
won’t do is 
sing ‘Stormy 
Weather.’ ”

“A fast-moving fellow, 
at 25 Matty Fox had 
brainstormed his  
way from Racine, 
Wis. to vice 
presidency at 
Hollywood’s 
Universal Pictures. 
From there, he hit  
his postwar stride as 
a TV wheeler-dealer.” 
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Elevate your stay by upgrading to Club, 

and enjoy premium benefits at Sheraton. 

Stay, but  
move up.

A PROUD MEMBER OF STARWOOD PREFERRED GUEST®



SUMNER REDSTONE  
+$560 MILLION  
NET WORTH: $5.2 BILLION 
The 92-year-old former CBS and Viacom 
chairman handed over the reins in February 
amid a contentious court battle over his 
mental competence. Both companies’ share 
prices had been flailing; CBS is now up 22%, 
Viacom 18%. 
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Growing, Growing … Gone! 
Clip ’n’ save our guide to the celebrity hair auction market. 

THERE ARE GOOD REASONS to be bullish about the hair market these days—if the follicles are famous. In February 
a lock of John Lennon’s mop top—snipped in 1966 when he was filming How I Won the War—sold for an impressive 
$35,000 at auction. (Beatlemaniacs love, love his ’do—in 2007 another vintage Lennon lock fetched $48,000.) 

Other musical tresses have had high notes at auction: In 2015 Mozart’s hair sold for more than $53,000 (topping 
Beethoven in the same auction at $12,400); a pair of Willie Nelson’s braids (harvested in the ’80s and owned by Waylon 
Jennings) were hammered down at $37,000 in 2014; and in 2011 Justin Bieber raised more than $40,000 for charity 
when he auctioned a piece of his beautiful bob. 

Historical hair also fares well: In 2010 a petite lock of Napoleon’s cheveux commanded more than $13,000, and in 
2012 some strands once belonging to Abe Lincoln brought more than $38,000—or about 1,900 score. The peak of the 
market came in 2002 when a hunka-hunka hair from Elvis Presley (cut by his personal barber, Homer “Gill” Gilleland) 
sold for a kingly sum: $115,000. 
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2002 Elvis Presley  $115,000

2007 Che Guevara  $100,000

2010 Napoleon $13,000

2011 Justin Bieber  $40,6681

2012 Abraham Lincoln  $38,837

2014 Willie Nelson  $37,000

2015 Mozart  $53,000

2016 John Lennon  $35,000

1Charity auction
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OUR ANNUAL ALMANAC of the planet’s 
wealthiest slimmed down this year: By our 
tally, just 1,810 people worldwide possess 
ten-fi gure fortunes, down a net 16 from a year 
earlier. There were 221 drop-of s—the biggest 
drop since 2009, when 355 got the boot. The 
media wept. (Crocodile tears? Never.) “Life 
was tough for the world’s 1,810 billionaires,” 
the New York Post observed. (Post owner Ru-
pert Murdoch and family: $10.6 billion, down 
24% from a year prior.) The Guardian could 
barely conceal its grief: “Spare a thought for 
the billionaires,” it pleaded. Most others, 
though,  eschewed sarcasm for high dudgeon. 
“A small group of people continue to make 
vast amounts of money from an economic 
system that has been rigged in their favor,” 
said Oxfam policy head Claire Godfrey. 

4,615 VIEWS 

THE BOMB

CONVERSATION

7,347,126 page views 

44,991 

21,766 

53,775 

20,816 

11,983 

9,725 

“You can see why 
Schultz would have 

made a natural 
candidate. The political 

bug has faded, yet 
Schultz can’t surrender 

his dream of fi xing 
America.” 

“Their aggregate net 
worth: $6.5 trillion, 

$570 billion less than 
last year. Behind these 

fi gures is a story of 
huge upheaval.” 

BILLIONAIRE 

BANTER 
FORBES readers run the 
emotional gamut—scorn, envy, 
admiration—when they think 
about the world’s richest. 

ADA UBANI on 19-year-
old Norwegian Alexandra 
Andresen, the world’s 
youngest billionaire: “We 
have a young lady who has 
everything the world can of er, 
but she tries to create her 
own world and stay out of the 
limelight. Over to you, Kylie 
Jenner.” 

LYDIE LIVOLSI “This is why I 
came [to the] USA! The future 
of immigration in the U.S. 
is up in the air, but foreign 
billionaires have already lived 
out their American dreams.” 

@QUINNSCOMMENTS 
“[On] the world’s billionaire’s 
list, [Donald] Trump is #324. 
What a loser!” 

LINDA HANDS on co� ee king 
Howard Schultz: “For the 
prices Starbucks charges, he 
should be a billionaire.”

AARONWAGNER7000 
“Schultz is the real deal. … 
If his many years of tireless 
activities and human 
interests were nothing 
but mirages, he would be 
burned out long ago.” 

CBS SPORTS “Michael Jordan 
is still winning.” 

MICHAEL ALLAN FOX on 
Cameron Mackintosh, a newly 
minted musical-theater 
billionaire: “A billionaire who 
deserves it for all the joy he 
has given to so many millions.” 
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“GOP AND TECH Leaders Hold 
Secret Meeting to Stop Trump,” read 
a recent headline. The story, which 
appeared in The Wrap, played up the 
irony of progressive Silicon Valley 
players meeting with the same people 
and party they snub in public.

But the issue isn’t that Silicon Valley 
went to such a meeting. It’s that it took 
the Trump emergency to bring these 
two groups together. After all, Silicon 
Valley owes much of its existence to 

Republicans. The single most important levy for tech growth is the 
capital gains tax. Under a high tax, government takes money that 
could otherwise fund someone’s new idea. In the 1970s the capital 
gains tax was complicated and heavy. It combined with another levy, 
the minimum tax, to yield rates that could run as high as 49%. Initial 
public oferings evaporated. It was a Republican, Congressman Wil-
liam Steiger of Wisconsin, who pushed President Jimmy Carter into 
agreeing to 28%. It was a Republican, Ronald Reagan, who tamped 
that rate down further, to a low 20%, rendering the development of 
new technology more profitable than ever before. Nearly two decades 
later Republicans again were the ones who pushed a President—this 
time Bill Clinton, kicking and screaming—into yet another cut in the 
capital gains tax rate.

But to focus on a single levy misses the whole picture. It was Re-
publicans who advocated and defended other policies that businesses 
count as vital: cutting income tax rates, strong property rights, a stable 
regulatory environment and the opportunity for enterprise.

Today many Silicon Valley tech stars take the generally pro-business 
environment as a given, something they receive along with their 
tranches of capital or a diploma from Caltech. In 2013, when Facebook’s 
Mark Zuckerberg made his first big congressional donations, he notably 
contributed to both Chuck Schumer (D–N.Y.) and Marco Rubio (R–Fla.).

The techies’ cautious, even prissy, stance recalls a line uttered long 
ago by the social critic Midge Decter. Decter started out as a progressive 
but began to see the value in conservative ideals and eventually joined 
conservative ranks. “There comes a time,” Decter concluded, “to join the 
side you’re on.” Tech stars will meet with the GOP, but they won’t join it.

And the more Silicon Valley grows, the clearer its collective bias toward 
Democrats and their progressive projects has become. The Silicon Valley 
Community Foundation likes national and international causes, notes 
Karl Zinsmeister in the new Almanac of American Philanthropy. “Health 
care, economic security and immigration integration are other significant 
priorities.” As Nate Silver notes, Democrats’ margins of victory have only 
strengthened down the decades; 97% of Google employees’ itemized polit-

ical spending in 2012 went to President Obama.
The reasons that high tech eludes the GOP’s 

embrace are complex. Some of these innovators 
tend to be libertarian and eschew the Demo-
crats, too. Others simply recognize the obvious: 
To make money you need to pander to the Capi-
tol Hill establishment, which itself leans left.

DATELESS REPUBLICANS

Successful men and women conduct business 
with the left side of their brain and bestow char-
ity with their hearts. They believe that being 
seen as leaning toward the left makes them 
more lovable. How else to explain the decision 
by Jef Bezos, a legendary libertarian, to allow 
his influential new possession, the Washington 
Post, to scoot further left than its previous own-
ers, the Graham family, ever permitted?

To be progressive is cool, a factoid reminds. 
A recent poll on a dating-service website pro-
duced a hilarious bit of news. It turns out that 
Republican men who pretend to be Democrats 
are far more likely to land a date. “Attaching 
yourself to that party [the GOP] when you’re 
on a date with somebody might jeopardize a 
love connection,” Hannahmae Dela Cruz of 
What’s Your Price? dating service told the 
Colorado Independent. A pro-life plank is a 
deal-breaker for many Silicon Valley house-
holds. They simply will not join the party of 
Hobby Lobby. Religion bugs many techies.

In any case, the outcome of this progres-
sive fad is perverse.

The media groups that Silicon Valley sup-
ports, whether in film or print, have had their  
efect. Schooled by what it reads or watches, 
public opinion is itself veering left. Without the 
countervailing pressure from entrepreneurs,  
social conservatives come to dominate the GOP 
and shift the party rightward. Into the vacuum 
created by absent innovators walks Donald Trump.

Trump is planning measures that will de- 
grade the business environment—a wall between 
us and Mexico can’t liberate our economy, nor 
can a tarif of 45%. Ladies and gentlemen, it’s 
time to join the side you’re on.
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THE MENTAL INFECTION known 
as “political correctness” is one of the 
most dangerous intellectual alictions 
ever to attack mankind. The fact that 
we began by laughing at it—and to 
some extent, still do—doesn’t diminish 
its venom one bit.

PC has an enormous appeal to the 
semieducated, one reason that it’s 
struck roots among overseas students 
at minor colleges. But it also appeals to 
pseudo-intellectuals everywhere, since 
it evokes the strong streak of cow-

ardice notable among those wielding academic authority nowadays. 
Any empty-headed student with a powerful voice can claim someone 
(never specified) will be “hurt” by a hitherto harmless term, object 
or activity and be reasonably assured that the dons and professors 
in charge will show a white feather and do as the student demands. 
Thus, there isn’t a university campus on either side of the Atlantic 
that’s not in danger of censorship. The brutal young don’t even need 
to impose it themselves; their trembling elders will do it for them.

The insidious thing about PC is that it wasn’t—and isn’t—the cre-
ation of anyone in particular. 
It’s usually the anonymous 
work of such Ka�aesque 
figures as civil servants, mu-
nicipal librarians, post oice 
sorters and employees at 
similar levels. It penetrates the 
interstices of society, especial-
ly those where the hierarchies 
of privilege and property are 
growing. To a great extent PC 
is the revenge of the resentful 
underdog.

Nowhere has PC been 
more triumphant than in the U.S. This is remarkable, because Amer-
ica has traditionally been the home of vigorous, outspoken, raw and 
raucous speech. From the early 17th century, when the clerical dis-
cipline the Pilgrim Fathers sought to impose broke down and those 
who had things to say struck out westward or southward for the free-
dom to say them, America has been a land of unrestricted comment 
on anything—until recently. Now the U.S. has been inundated with PC 
inquisitors, and PC poison is spreading worldwide in the Anglo zone.

For these reasons it’s good news that Donald Trump is doing so 

well in the American political primaries. He 
is vulgar, abusive, nasty, rude, boorish and 
outrageous. He is also saying what he thinks 
and, more important, teaching Americans 
how to think for themselves again.

No one could be a bigger contrast to the 
spineless, pusillanimous and underdeserving 
Barack Obama, who has never done a thing 
for himself and is entirely the creation of 
reverse discrimination. The fact that he was 
elected President—not once, but twice—
shows how deep-set the rot is and how far 
along the road to national impotence the 
country has traveled.

Under Obama the U.S.—by far the richest 
and most productive nation on earth—has 
been outsmarted, outmaneuvered and made 
to appear a second-class power by Vladimir 
Putin’s Russia. America has presented itself 
as a victim of political and economic Alz-
heimer’s disease, a case of national debility 
and geopolitical collapse.

TIME FOR A SCARE

None of the Republican candidates trail-
ing Trump has the character to reverse this 
deplorable declension. The Democratic 
nomination seems likely to go to the relic of 
the Clinton era, herself a patiently assembled 
model of political correctness, who is care-
fully instructing America’s most powerful 
pressure groups in what they want to hear 
and whose strongest card is the simplistic 
notion that the U.S. has never had a woman 
President and ought to have one now, merit 
being a secondary consideration.

The world is disorderly and needs its 
leading nation to take charge and scare it 
back into decency. Donald Trump fits the bill. 
Other formidable figures, including Dwight 
Eisenhower and Ronald Reagan, have per-
formed a similar service in the past. But each 
President is unique and cast in his own mold. 
Trump is a man of excess—and today a man 
of excess is what’s needed.
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Donald Trump: A man for this season?
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DONALD TRUMP FANS like his 
top-down leadership style. To voters 
who don’t spend their lives in business, 
Trump comes of as a decisive and efec-
tive businessman, a view reinforced by 
his blunt, tough talk. But while Trump’s 
style of executive leadership might work 
on reality television, it doesn’t work so 
well in the real world. His style of busi-
ness leadership is on the wane. If you 
look at the entrepreneurs, leaders and 
investors who create most of the world’s 

new wealth, Trump doesn’t fit. And there’s a deep reason for this.
The historical trend of business is that with each new century a greater 

percentage of wealth is generated from ideas, not raw materials. Decade 
by decade the balance moves. A century ago the world’s most valuable 
companies were in mining, manufacturing and transportation. Today the 
world’s second most valuable company is Alphabet, the parent of Google, 
which produces a Web search engine. Apple, Alphabet, Microsoft, Berk-
shire Hathaway and Exxon Mobil make up the world’s top five richest 
companies. Note this key fact: The first three are mostly idea companies.

Our physical world and its physical people will always need physical 
products. But without fresh ideas that harness the best available technol-
ogy and networks, the producer of physical products becomes a mere 
commodity player, dependent on economic booms and material shortages.

Why is Trump’s leadership style fading and becoming less efective 
by the year? Because to recruit the kind of talent needed to harness 
technology and build idea-centric companies like Google, Apple, Mi-
crosoft, et al., the executive leader simply cannot operate as Trump 
does and expect to succeed. Put another way: The last thing any tal-
ented person in Silicon Valley would want to do is work for Donald 
Trump or a Trump-like character.

THE EVOLUTION OF STEVE JOBS

Now, you might protest and say that Steve Jobs, in his own California-
hippie way, was Trump-like in his authoritarianism. There used to be 
a dark joke told around Silicon Valley that if Steve Jobs hadn’t founded 
Apple Computer, he might have been a very good cult leader. And, indeed, 
the Steve Jobs of the 1970s and 1980s was like that. He talked like Trump 
and acted like Trump. He was rude, profane and dictatorial. He was in-
secure to the point that he stole credit from others. He undermined the 
very people he recruited to join his company. And it worked, right?

Well, yes, that old style got Apple launched. But then Apple hit a flat 
spot in the mid-1980s, and it wasn’t long before Jobs was out of his own 
company. His next company, NeXT, failed to live up to its hype. Strike 

two. Then Jobs invested in a computer-anima-
tion company, Pixar. He tried to implement 
his old, autocratic methods but hit a wall. 
Pixar’s two brilliant founders let him know they 
weren’t his slaves. They could easily walk out 
and start a competitor. That was a turning point 
for Jobs. When he returned to Apple in 1997, he 
became a recruiter and cheerleader for talent.

Top-down leadership is declining, and not 
just in creative industries like software. Even 
the U.S. military has reached this conclusion. 
Last month in California I interviewed onstage 
retired four-star general Stanley McChrystal at 
the Montgomery Summit. McChrystal is best 
known for leading the Joint Special Operations 
Command—the combined elite special forces 
units that include the Army’s Delta Force, the 
Navy’s SEAL Team Six, the Air Force’s 24th 
Special Tactics Squadron and the Army’s Intel-
ligence Support Activity—during the mid-2000s.

McChrystal recalled how al Qaeda in Iraq 
posed a unique challenge to U.S. forces. Led 
by Abu Musab al-Zarqawi, the terrorist group 
used technology and mobile media “to con-
stantly morph itself into something new and 
unrecognizable. It was like no enemy we’d 
ever faced. It was like a virus.”

For three years al-Zarqawi ran circles 
around the mightiest army in the world. “I 
realized we had to change our organization,” 
McChrystal said. “If we remained top-down, 
we couldn’t make decisions fast enough to 
counter al Qaeda.”

So McChrystal pushed decision-making 
down to his field oicers. At command central 
McChrystal and his staf monitored events on 
videos from hovering drones. “We would share 
the information with the field oicers and 
soldiers, but they made the final decisions. 
My role became that of a coach and mentor.”

To move fast enough in business you need 
technology and talent. Technology allows 
you to push decision-making down the line. 
Trump’s top-down style of leadership is old-
school and will be less efective by the year. 
And, to be nonpartisan about this, so is Hil-
lary Clinton’s secretive, overcontrolling style. 
But that’s another story.

FADING EMPEROR BOSSES
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herald the arrival 
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Supply Co., based 
in Brentwood, Tenn. 
Customers get free 
instruction in the 
basics of raising 
chickens—creating 
future demand for 
the fast-growing 
retailer’s complete 
line of chicken 
coops and feed. 
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experience so satisfying that its rustic-chic 
brick-and-mortar operations are well forti-
fied against the onslaught of consumers who 
want to buy everything on their smartphones.

“They are the store for people that actu-
ally know what they’re doing, as opposed to 
do-it-yourselfers or for home improvement,” 
says Dave Marcotte, who researches retail 
trends for London-based global consultancy 
Kantar Retail. “Compressed-air tools, weld-
ing torches, pet foods, apparel—all of that 
stuf is very functional, but it’s associated 
with people that know what it is. You’re not 
going there for discovery.”

That laser focus has paid of. The retailer 
boasted $410 million in net profits last year, a 
6.6% margin. Two decades of increasing prof-

A
longside stacks of 50-pound 
bags of Producer’s Pride Hog 
Grower pig food and sunshine 
yellow CountyLine Heavy-
Duty Super Spear hay han-

dlers, Steve Barbarick, Tractor Supply Co.’s 
chief merchant, is rummaging through a bin 
of weighty grade-5 hexagonal head bolts, 
the kind commonly used to fasten structur-
al steel. Sure, you could buy similar bolts at 
Lowe’s or Home Depot and pay for them 
individually, but at the Tractor Supply in 
Thompson’s Station, Tenn. they are sold in 
bulk and cost only $3.69 a pound. And at 
those other stores you couldn’t pick up a 
four-pack of Diamond Classic Heeled Horse-
shoes on the same trip.

“We always say you can buy everything we 
sell someplace else, but you can’t find some-
place else that sells everything we carry,” says 
Barbarick.

Nearby, a bearded man in mud-spattered 
boots and a cherry-red “Make America Great 
Again” hat is perusing a rack of overalls. He’s 
the kind of shopper around whose precise 
needs and habits Tractor Supply has built a 
$6.2 billion (2015 revenues) business. The 
typical Tractor Supply customer owns land, 
keeps pets, raises chickens and drives a pick-
up. Some are hobbyists, but many of them 
have professional farming operations, al-
though their holdings are likely measured in 
acres, not square miles.

Tractor Supply has approached retail’s 
cardinal rule of “Know Your Customer” as 
both mission statement and math problem, 
and in the process has become an (albeit un-
likely) lifestyle brand, famed for an in-store 

Tractor Supply CEO 
Greg Sandfort: “We 
have redefined 
what the farm store 
business is all about.”

Grass Appeal

BY KATHRYN DILL

Small-time farming is more a 
lifestyle than a business, a fact 
that Tractor Supply Co. has 
leveraged to build a fast-growing 
$6 billion retail chain that is 
largely immune to Amazon.

STRATEGIES TRACTOR SUPPLY
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TIME FOR A HEALTHY DINNER.”
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Tractor Supply was acquired by Nation-
al Industries in 1969, and in turn, Nation-
al was bought by Fuqua Industries in 1978. A 
management-led leveraged buyout in 1982 re-
stored the company’s independence, and key 
moves throughout the 1980s and 1990s—in-
cluding a second public ofering in 1994 and 
subsequent heavy expansion into Florida—
helped increase revenues to $1 billion in 2002.

Now the average 16,000-square-foot Trac-
tor Supply store is manned by a team of 12 
to 15 local “lifestylers”—the type of people 
who would shop at Tractor Supply even if 
they didn’t work there. A staf roster in the 
employee lounge of the Thompson’s Station 
store lists one associate’s skills as “farmer’s 
daughter, barrel racer.”

“They are credible with our customer 
base,” says Sandfort. “I can teach you how 
to run a store and our processes, but I can’t 
teach the lifestyle. You either live it, know it—
or you don’t.”

Farming expertise and word of mouth are 
crucial to the chain. Tractor Supply advertis-
es a paltry 14 times each year (many retail-
ers advertise year-round), preferring instead 
to pursue partnerships with organizations 
like 4-H and the Future Farmers of Ameri-
ca, and using on-site initiatives like pet clinics 
to bring in new customers. “Learn their pet’s 
name,” says Barbarick, “and you’ve got a cus-
tomer for life.” Forty-four percent of Tractor 
Supply’s revenues derive from animal care, 
including livestock.

Nearly a tenth of the chain’s revenue 
comes from apparel, including store brands 
like C.E. Schmidt, a collection aimed at the 
customer who aspires to Carhartt’s $119 Sier-
ra Jacket (which the store also carries) but for 
whom an $89 price tag is more realistic. Even 
better, exclusive lines ensure that customers 
can’t find an item cheaper on Amazon.

Not that Amazon is a big concern. Less 
than 1% of Tractor Supply’s revenue comes 
from e-commerce, and increasing that num-
ber isn’t a top priority. Physical stores and a 
deep connection to the countryside remain at 
the company’s core.

“The whole lifestyle concept is aspiration-
al,” says Barbarick. “But I think everybody 
likes the idea of going back to their roots.”

its and a stock price that’s climbed 250% in 
the past five years (to a recent $89.56) have 
made the company a Wall Street favorite.

Tractor Supply has 1,500 locations spread 
across 49 states; the company plans to open 
around 115 stores in 2016 and about 120 stores 
per year after that until 2,500 are in opera-
tion, mostly in rural or exurban areas. The 
growth has been largely financed through 
cash from operations. Long-term debt stands 
at just $167 million as of the end of 2015.

That expansion is not happening willy-
nilly. A wave of data-fueled decision-making 
takes place long before a new store opens. 
Potential locations are identified using a 
model that considers dozens of factors—in-
cluding the number of tractors and head of 
cattle in the immediate vicinity—to predict a 
store’s viability.

Roughly 15% of store merchandise is tai-
lored to each “hyperlocalized” market: One 
Kentucky store may cater to equestrians 
while another mere miles away carries prod-
ucts for life in coal country. To diferenti-
ate itself from big-box home improvement 
stores, Tractor Supply shuns suburban sta-
ples like indoor paint, as well as plants that 
don’t bear fruit. In their places are barn and 
implement paint, traps for large rodents and 
anything needed for “home chickening.”

It hasn’t always been a hayride. Ten years 
ago the company’s strategy was “some sci-
ence, but it was mostly art,” says Tractor Sup-
ply CEO Greg Sandfort, whose measured 
country drawl belies his 30-plus years in re-
tail’s corporate trenches at places like Mi-
chaels and Sears. “We’ve really moved the 
company from an art-based operation to more 
science-based.”

Tractor Supply’s rebirth as a finely tuned 
product of that science is relatively recent, 
given the store’s 78-year history. The compa-
ny got its start in Minot, N.D. in 1938 as a mail 
order supplier of tractor parts. Storefronts 
followed, and in 1959 Tractor Supply went 
public for the first time. But small American 
farms declined over the next decades, and 
the company diversified away from its core 
customers, making questionable acquisitions 
and faltering in its mission to become the 
“Sears of farm supply.”
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STRATEGIES TRACTOR SUPPLY

BY THE 

NUMBERS

SOMEDAY 
DRIVERS

THERE’S BEEN MUCH 
GNASHING OF TIRES IN 

THE AUTO INDUSTRY OF 
LATE OVER INDICATIONS 
THAT MILLENNIALS JUST 

DON’T CARE ABOUT 
CARS THE WAY THEIR 
CRUISIN’, DRAGGIN’, 
BACKSEAT-NECKIN’ 

FOREBEARS DID. BUT 
THE NEXT GENERATION 

SEEMS MUCH MORE 
INTERESTED IN BURNING 

RUBBER, ACCORDING TO A 
RECENT POLL OF TEENAGE 
MEMBERS OF “GEN Z” BY 
KELLEY BLUE BOOK AND 

AUTOTRADER.

97%
have a driver’s license or 

intend to get one

92%
own a vehicle or plan to

41%
are concerned that 

autonomous cars will be 
more dangerous than 

those piloted by humans

15%
would prefer improved 
public transit to replace 

car ownership

8%
would like car-sharing or 
ride-sharing to replace 

vehicle ownership

Survey of 1,193 Americans  
ages 12 to 17.

“Customer satisfaction is worthless. Customer loyalty is priceless.” —JEFFREY GITOMER

FINAL THOUGHT
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division slowed to 9% from the prior quar-
ter’s torrid 19%, sending the stock down 13%. 
“I come home and the first person to beat me 
up is my wife,” recalled Paliwal.

It was nothing new for Harman, which 
despite 11 straight quarters of steady earn-
ings growth has been riding a roller coaster 
on Wall Street. Shares soared from about $40 
in early 2013 to nearly $150 last year before 
tanking to a recent $85. “It’s a big debate 
stock—second only to Tesla,” said JPMor-
gan’s Ryan Brinkman.

Paliwal shrugs it of. “I don’t understand 
the math,” he said. “But it doesn’t matter, 
since I have a clear head.”

The 58-year-old CEO is so confident that 
built-in systems will prevail (largely for secu-
rity and safety reasons) that he has wagered 
more than $1 billion in the last year to give 
Harman an advantage. Since January 2015 
the company has made three strategic moves 
to acquire critical technology for the era of 
connected cars. It paid $780 million to buy 
California software maker Symphony Teleca 
for its cloud computing and analytics capabil-
ity. It spent $170 million to buy Israeli tech 
firm Red Bend, whose software enables over-
the-air vehicle updates. And two months ago 
it added Israeli cybersecurity firm TowerSec 

A 
BMW 328i starts at 
$38,350 but will cost you 
thousands more once you 
start adding premium 
upgrades like fancier 

wheels, heated seats and advanced driv-
er-assistance systems. If you want navigation 
with real-time traic, you can choose the $2,750 
technology package. Or you can just prop your 
iPhone in the cup holder like most people do.

There’s no question that drivers want 
access to the Internet for everything from 
navigation to entertainment. By 2022, 94% of 
all new cars will be connected to the cloud, 
up from 34% last year, predicts IHS Automo-
tive. But how will they connect? Will it be 
through an embedded modem in the vehicle? 
Or will it be through the driver’s smartphone 
with systems like Apple CarPlay and Google’s 
Android Auto?

The “built-in vs. brought-in” debate has 
huge implications for companies like Har-
man International Industries, the leader in 
embedded technology. It sold $3.1 billion 
worth of infotainment systems to carmak-
ers in the fiscal year ended June 30, 2015, 
accounting for half of its $6.2 billion in total 
revenue. (The balance comes from selling 
consumer and professional audio equipment 
under brands like JBL and Harman Kardon.)

On Jan. 28 Chief Executive Dinesh Pali-
wal said Harman was on track to meet its 
2016 financial targets as planned. But inves-
tors were spooked by the fact that revenue 
growth from the company’s connected-car 

Harman CEO Dinesh 
Paliwal: If your phone 
gets hacked, it’s a 
headache. With a car it’s 
life or death.

Dashboard 

Wars

BY JOANN MULLER

Would you rather plug your 
smartphone into your car 
or have your car be the 
smartphone? Harman is 
betting billions on the latter.

STRATEGIES TOMORROW’S TRANSPORTATION



With 200+ hotels, we’re everywhere 

you want to be. With modern, classic 

design and always-approachable 

service, we offer what matters most to 

keep you comfortable and connected.

This is Four Points. 

FOURPOINTS.COM

TRAVEL
RE-
INVENTED

7:05 am

Post-workout 

breakfast in 

the room.

8:00 am

Cab it to a meeting. 

Take a conference 

call on the way.

7:40 pm

Kick back, relax 

with beers and

the game. 

4:10 pm

Deal done. 

Pregame check-in.

6:15 pm

Meet the team

for dinner.

©2016 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Preferred Guest, SPG, Four Points and their logos are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its affiliates.



WHAT THE 70 MILLION  
FORBES.COM USERS  
ARE TALKING ABOUT.  

FOR A DEEPER DIVE GO TO 
FORBES.COM/BUSINESS

TRENDING

PERSON

AUBREY 
MCCLENDON

The death of the 

shale wildcatter in 

a high-speed crash 

one day after being 

indicted epitomized 

how he lived: fast and 

occasionally reckless.
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costs by eliminating luxuries like a corporate 
jet and by shifting manufacturing to China 
and other countries where automakers want-
ed their suppliers to be. “If we didn’t do it, we 
wouldn’t survive,” he said.

Working with the company’s lead director, 
Ann Korologos, who was Labor Secretary in 
the Reagan Administration, Paliwal also over-
hauled Harman’s board, replacing the founder, 
his daughter and a close ally with independent 
directors to improve corporate governance. 

He also sought to reinvigorate Harman’s 
culture of innovation, which meant identifying 
future trends like the growing demand for con-
nectivity. He reviewed Harman’s research and 
development eforts and came up with a plan 
to develop or acquire the technology needed 
to capitalize on those trends. In six years the 
company doubled the number of patents it 
held to 5,700, and since 2013 it has boosted 
R&D spending by an average 15% a year. 

Under Paliwal, Harman has added more 
than 16,000 employees, counting personnel 
added through acquisitions. Revenues have 
almost doubled since 2010, and pretax earn-
ings have nearly tripled to $700 million. 

He knows investors are watching closely 
to see how the connected-car market plays 
out from here. Today about 25% of new cars, 
mostly luxury models, have embedded sys-
tems like Harman’s. But they’re expensive, 
and the content, like maps, becomes outdated 
quickly. Another 25% come with cheaper dis-
play audio systems linked to a smartphone. 
The rest have neither system, just a tradition-
al AM/FM radio. 

One thing’s for certain: Those car radios 
are going away fast. Truth be told, Paliwal 
expects the smartphone-based systems to 
grow faster in the near term. People are just 
comfortable using their mobile devices and 
want the same experience in the car. That’s 
why Harman launched its own display audio 
system for entry-level cars last year. 

Within a few years, though, Paliwal is 
convinced the built-in vs. brought-in de-
bate won’t matter anymore. “Once these 
cars come to market with our cybersecurity 
and over-the-air updates, this battle will be 
settled, because people know it’s safer.”

for its antihacking software. Terms of that 
deal weren’t released.

In a future world of autonomous driv-
ing, Paliwal’s bet is that Harman will become 
much more than a supplier of infotainment. 
It will be an important technology provider 
for the connected car of the future, supplying 
the brains that will enable vehicles to safely 
drive themselves and keep vehicle occupants 
securely connected to their homes and  oices.

The vision is all part of Paliwal’s methodi-
cal transformation of Harman since taking 
the reins from the company’s founder in 2007. 
Sidney Harman and his partner, Bernard Kar-
don, were audio pioneers who got their start 
in the early 1950s making sound equipment. 
In 1956 Harman bought out his partner’s in-
terest in the company and then later sold and 
repurchased Harman Kardon twice during 
the next few decades, eventually renaming it 
Harman International Industries. It has been 
publicly traded since 1986.

In April 2007 the 88-year-old Harman was 
ready to sell once more—this time for $8 bil-
lion to a unit of Goldman Sachs and Kohlberg 
Kravis Roberts that had recruited Paliwal to 
replace the founding CEO. But the deal never 
happened—KKR and Goldman Sachs backed 
out five months later, citing concerns about 
Harman’s financial condition—and Paliwal 
was left holding the bag.

A native of India with master’s degrees in 
engineering and business from the Indian In-
stitute of Technology and Miami of Ohio, Pali-
wal spent most of his career at ABB Group, 
the Zurich-based global energy and industrial 
company, rising to president. He liked the 
turnaround opportunity at Harman, so despite 
the failed deal he decided to remain.

“Harman had great brands, but the process-
es were falling apart,” he said. “Costs were out 
of control, innovation was taking a backseat, 
and there was no globalization.” The situation, 
he thought, was not unlike the challenge Lou 
Gerstner faced when taking over IBM. “You’re 
standing at a fork. The opportunity to trans-
form the company was very attractive.”

But it meant tough decisions. After post-
ing a $500 million loss the first year he was 
in charge, Paliwal cut a half-billion dollars in 
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“In personalization of customer service, the customer is the driver, the company 
is the passenger and the vehicle is the product or service.” —DATEME TAMUNO
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VOLVO XC90 T8 
PLUG-IN HYBRID

Tesla snobs can wait 

(and wait) for the Model 

X: Volvo’s dual-engine 

powertrain version of 

its hit SUV has been a 

surprise electric success.

COMPANY

GENERAL ELECTRIC

Retirees’ parachute 

continues to fray on the 

way down: GE  

discloses it saved 

billions in 2015 by 

paring health care 

coverage of former 

workers, moving them 

to private exchanges 

with a set amount to 

cover insurance.
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preparing for a Christmas wed-
ding in Alabama, the ex-cyber-
warfare Air Force oicer needed 
proof. There had only been two 
known destructive attacks on crit-
ical infrastructure. He and several 
colleagues in the U.S. cyber com-
munity coordinated with contacts 
inside Ukraine to recover malware 
from the network. Lee was the 
first person to report about the 
malware after reviewing the pub-
lic information and analyzing the 
grid’s control systems. It was soon 
apparent: This was the real deal, 
though Lee shies away from blam-
ing Russia. “What surprised me is 
the bold nature of it. … It was so 
coordinated. All the stuf we’ve 
seen before looked like intelli-
gence. This looked like military. 
That’s kind of alarming.”

But at least Lee knew he’d 
made the right career choice. 
The summer before the Ukraine 
attack Lee quit the Air Force to 
become full-time CEO of Dragos 
Security, which he cofounded in 
August 2013. Its software product 
CyberLens aims to make indus-
trial control-systems operators 
less ignorant about what or who is 
on their network. Intruders are all 
over: A U.S. report in December 

cited 295 incidents against domestic criti-
cal infrastructure (such as airports, tunnels 
and refineries) between October 2014 and 
September 2015, up from 245 the year before. 
The feds believe many more go unreported. 
Industrial security is a bit of a blind spot for 
traditional cybersecurity software. Indus-
trial control systems are vastly diferent from 
standard IT, requiring any useful security 
software to understand myriad commands 
in antiquated and esoteric communications 
languages designed by engineers who had no 
idea they’d need securing from the world’s 
most talented hackers. CyberLens, deployed 
at gateways across a customer’s network, can 
do that. It records what’s happening and de-
tects and flags abnormal activity. 

Incidents such as the Ivano-Frankivsk 
hack are fueling a boomlet in industrial cy-
bersecurity, a market expected to grow from 

T
wo days before Christmas the 
lights went out across the Ivano-
Frankivsk region of Ukraine. As 
many as 225,000 customers lost 
power, the result of coordinated 

cyberattacks on three power grids.
The hackers tricked utility employees into 

downloading malware that was linked to 
Russian spy agencies and that had been used 
to probe power companies across the world, 
including those in the U.S. On attack day they 
remotely shut of current to about 60 substa-
tions, inserted new code that blocked staf from 
reconnecting and even “phone bombed” the 
companies’ switchboards to discombobulate 
employees rushing to get power flowing again.

The Ukrainians claimed it was the first 
time a power grid had been knocked out by 
hackers and quickly pointed a finger at Rus-
sia. Rob Lee was skeptical. In the midst of 

Dragos CEO Rob Lee: 
Knowing the DNA on 
a critical network is 
the first step toward 
averting cyberdisaster.

Saving America From 
Hacker Blackouts
Robert Lee spent years watching nations attack one another 
online. His startup aims to be a new line of defense.     

TECHNOLOGY CYBERSECURITY

BY THOMAS FOX-BREWSTER



“It’s not just security. It’s defense.”
Cyber threats have changed, and the solutions need to 

change too. The sophisticated techniques BAE Systems 

uses to protect government and military assets are now 

helping to defend businesses around the world.

Learn more at BAEsystems.com/cyberdefense

Copyright © 2016 BAE Systems plc. All rights reserved.
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independent digging. Neither the U.S. nor 
Iran released an oicial statement, but some 
news outlets reported that Iran had used GPS 
spoofing to trick the drone and landed it on 
its soil. Other drones may have sufered simi-
lar fates. “A number of times we would lose 
drones,” says Lee. “You don’t really talk about 
how that happens.”

Lee moved to another intelligence agency 
in Germany to help the Pentagon understand  
how state-sponsored hackers were targeting 
the U.S. Lee figured correctly that our en-
emies would focus on critical infrastructure. 
“It was a wild success—we saw all sorts of 
intrusions” from the most advanced hackers 
on the planet, he says. “The networks became 
like labs, which was concerning.”

“Working with him is a bit like having a 
small intelligence agency working with you. 
He’s a force of nature in terms of research,” 
says Thomas Rid, professor in the depart-
ment of war studies at King’s College London, 
where Lee is working on his Ph.D. remotely. 

Lee could have stayed in the military, but 
after meeting fellow intelligence community 
programmers Justin Cavinee and Jon Laven-
der in Germany, he corralled them into writ-
ing CyberLens. With a marrow-deep concern 
for protecting his homeland, Lee plans to take 
the fight for better national security to law-
makers. As a nonresident fellow at think tank 
New America, another one of the handful of 
gigs he is juggling, Lee is pushing for creative 
approaches to get energy firms to shore up 
their defenses, suggesting that tax credits 
could provide much-needed encouragement.

Meanwhile, countries have allowed a 
gray market to spring up in known software 
vulnerabilities to critical infrastructure net-
works. Some exploits are sold to governments 
for as little as $4,000. (An iPhone flaw can 
go for $1 million.) The utilities buy them for 
defensive purposes, such as patching broken 
machines. But critics of the exploit trade, in-
cluding Lee, say they often get sold for ofen-
sive means, too. Of perhaps greater concern, 
he says, is the lack of any coherent global 
response to the landmark attack in Ukraine. 
“You’ve allowed it to be a permissible thing,” 
says Lee. “That’s dangerous.”

$8 billion this year to $11 billion by 2019. 
Obama’s $19 billion cyber budget is up 35% 
from last year and includes plenty for grid 
and transport network resiliency. Security is 
also a focus in a $220 million grid modern-
ization plan announced in January by the 
Department of Energy.

Competing with Dragos and the usual big 
incumbents is Israeli firm Indegy, formed by 
three alums of the Israeli army’s elite Tal-
piot scientific branch and backed by veteran 
cyber security investor Shlomo Kramer. In-
degy raised $6 million in 2014. 

Lee turned down six term sheets from VCs, 
ranging in value from $6 million to $11 mil-
lion, because the 28-year-old member of the 
FORBES 30 Under 30 wants the freedom to 
tell customers the truth about what they need 
and what they don’t. His 18 customers, whom 
he cannot name, include a large cybersecurity 
firm and big utilities and oil and gas compa-
nies. Revenue? He’s mum. “We’re very nicely 
cash positive. It’s kind of weird. We’ve never 
taken loans, never taken investment. I’ve got 
zero marketing and sales, and I’m very happy.”

Network monitoring is only one step in 
protecting critical infrastructure. Operators 
also need to recognize the behaviors of mali-
cious apps and code and block them. A crowd 
of players such as Russia’s Kaspersky Lab, 
Intel-owned McAfee and GE are selling such 
solutions. Eventually, security software will 
be able to predict how attacks will happen, 
but that science is still nascent. The DOE’s 
Oak Ridge National Laboratory created a tool 
called Hyperion that detects what a piece of 
software can do without actually running the 
code. Oak Ridge last year licensed Hyperion 
to a private consultancy to get it to market.

Dragos may be small, but Lee has experi-
ence beyond his years. He graduated from 
the Air Force Academy, following his parents 
into the military. (They’re both retired senior 
master sergeants.) He was sent to Germany, 
where he helped work on the security of the 
Air Force’s drone network. While he was 
there, a CIA surveillance drone went missing 
in Iran. Lee can’t ofer details on what hap-
pened, but it did pique his interest in drone 
security overall, and he began to do some 

DARKNESS VISIBLE

Have an insolent 

nephew—Goth type, 

moody, listens to 

music that sounds like 

someone jammed the 

pruning shears into 

the garbage disposal? 

We’ve got just the 

gift to bring a neutral 

expression to his face: 

the Viperblack T-shirt 

from German fashion 

designer Phoebe Heess 

($110; phoebeheess 

.com), which began life 

as a Kickstarter project. 

It’s made of treated 

cotton that reflects 40% 

less light than ordinary 

black. The development 

of the color was inspired 

by the Gaboon viper, 

an African snake whose 

depthless “velvet black” 

skin confuses predators 

by dint of its darkness. 

Your mopey relation will 

no doubt enjoy wearing 

a garment inspired by 

such a creature. Now 

shut the bedroom door 

and go away, will you?
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“Every time some [developer] says, ‘No one will go to the trouble of doing that,’ 
some kid in Finland will go to the trouble.” —KEVIN MITNICK
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cisco’s alternative answer to Starbucks, father 
and son were among the few entrusted with 
Silicon Valley’s biggest secret. On the day of the 
event they served their signature drinks, which 
were such a hit that Zuckerberg invited them to 
the postnuptial brunch the next day.

“I told Mark everything I did was a gift,” says 
Phil Jaber. “He was touched. … I could have got 
$10,000 or $15,000 out of him.” 

For years San Francisco has kept Philz its 
own secret. Begat from a single cofee station 
in the Jabers’ Mission District corner market 
in 2002, it is now a Bay Area institution whose 
cofee blends have kept their populist appeal in a 
rapidly gentrifying city. As superpremium local 

W
hen Mark Zuckerberg and 
Priscilla Chan got married 
in May 2012, they did so 
discreetly. Hoping to avoid 
the media frenzy that 

would come with oicial invites, they opened 
their Palo Alto, Calif. backyard to 100 guests for 
what Zuckerberg said would be a surprise medi-
cal school graduation party for Chan.

Everyone who arrived that Saturday after-
noon, including the couple’s parents, was taken 
aback when they saw Chan in a lace gown and 
the Facebook chief in a navy-blue suit. Everyone, 
that is, except Phil and Jacob Jaber. 

As the purveyors of Philz Cofee, San Fran-

Jacob and his father, 
Phil, conquered 
Silicon Valley by 
emphasizing service. 
Will the approach work 
elsewhere?

Silicon Valley’s  
Cup Of Choice

BY RYAN MAC

Philz Cofee grew out of a corner market in San Francisco’s Mission District to 
become Mark Zuckerberg’s favorite joe. Now it wants to challenge Starbucks. 

GOING NATIONALENTREPRENEURS
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lapse that decimated grocery and alcohol sales, 
Phil transitioned his store into a full-fledged cof-
fee operation.

Jacob, the youngest of three children, 
joined his father full-time in 2005, somewhat 
reluctantly. Having dropped out of commu-
nity college after a few months, Jacob didn’t 
want to mop floors. “The store was only 1,400 
square feet, and I wanted something bigger,” 
he says. He encouraged his father to expand, 
and by early 2009 they had opened three new 
locations in San Francisco and one in Palo 
Alto.

The push was timed perfectly. Tech was 
transforming San Francisco, and Philz became a 
gathering place for students and coders. As arti-
sanal cofee brands like Blue Bottle and Stump-
town spread, Philz ofered cofee drinkers an 
escape from Frappuccinos. “We’re not super-ex-
cited about Starbucks here,” says Trish Rothgeb, 
owner of San Francisco’s Wrecking Ball Cofee 
Roasters. “Philz is really in that wheelhouse of 
‘This is our San Francisco vibe, and this is our 
San Francisco thing.’ ”

 Other peers and competitors are not so 
generous. Blue Bottle CEO James Freeman calls 
Philz “interesting,” noting that plenty of other 
shops (including his) are ofering pour-over cof-
fee. Peet’s CEO Dave Burwick, whose company 
recently purchased artisanal roasters Intelli-
gentsia and Stumptown, says Philz is short on 
“cofee credentials.” People in the business, he 
adds, “think of them less for the quality of their 
cofee than for the way they brand and deliver 
their drinks.”

It’s clear that techies have fueled the com-
pany’s growth. Jacob has taken his father’s con-
cept and expanded it into a business FORBES 
estimates brings in $50 million a year. That 
translates to average annual sales of more than 
$1.7 million per store, far better than the aver-
age Starbucks’ $1.2 million. The company had 
sales growth of 60% last year and says that all 
29 current Philz locations in the Bay Area and 
Los Angeles are profitable individually. Overall, 
however, the Jabers say Philz lost money last 
year, though they won’t say how much, because 
of investments like a new $4 million bean-roast-
ing facility in Oakland.

 Philz wholesales beans to Twitter and Sales-
force and has placed stores near companies like 
Apple, where employees have an acronym for 
cofee breaks: WFP, or “working from Philz.” 
Zuckerberg built a store on Facebook’s campus 

cofee brands have popped up in urban America, 
Philz is positioned both to challenge Starbucks 
and to avoid the snobbishness often associated 
with the so-called “third wave” of cofee. Today 
at Philz, businessmen brush elbows with fire-
men and plumbers waiting in a 15-minute line 
for their fixes of Jacob’s Wonderbar or the iced 
Mint Mojito.

The company has no espresso-based drinks 
and is known instead for highly cafeinated 
blends like medium house roast Tesora, which 
Phil spent seven years developing. At Philz you 
won’t find the fancy brewing equipment of an 
artisanal cofeehouse. Beans are ground to order 
and then splashed with 205-degree water in 
pour-over funnel brewers. The cofee is good, 
but it is not cheap—a small cofee costs almost 
twice as much as Starbucks’ equivalent. Philz 
proponents say the value lies as much in the ex-
perience, or in what father and son call “Grand-
ma’s House,” as it does in the cofee.

Unlike the corporate uniformity of Star-
bucks or the manicured hipster haunts like Blue 
Bottle, Philz has an informal charm that can be 
found in the mismatched couches at its original 
location and in the cup-by-cup approach of its 
baristas, who load drinks with heavy cream and 
brown sugar to each customer’s preference. 
“Taste it and make sure it’s perfect,” a barista 
says before handing over a beverage. Details 
like that foster “an emotional connection” for 
customers, says Jacob, 29, the CEO. “We think 
of ourselves as more in the people business than 
the cofee business.”

NOW 60, FAISAL “PHIL” JABER opened 
San Francisco’s Gateway Liquor & Deli on the 
corner of 24th Street and Folsom in 1976, seven 
years after emigrating from Ramallah on the 
West Bank. For the next three decades, with his 
iconic fedora and thick mustache, he was a Mis-
sion fixture, hawking Marlboros, whiskey and 
eggs in a largely Latino neighborhood.

Throughout he maintained a passion for 
cofee. As an 8-year-old in Palestine he had 
sold cofee beans door-to-door and had often 
spent afternoons at family gatherings where his 
grandma shared Turkish cofee. On slow days 
at the store he’d taste-test blends and brewing 
techniques. He began serving java to custom-
ers in 2002. As word spread of the personally 
brewed cofee that used three times the amount 
of grounds of a typical cup, lines began to form. 
By 2003, in the aftermath of the dot-com col-
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PROPHET

LEAP OF 
FAITH

IN 2013 BISHOP FRANK 
J. CAGGIANO OF 

BRIDGEPORT, CONN. TOOK 
OVER A DIOCESE WITH 82 
PARISHES, 38 SCHOOLS, 
410,000 CATHOLICS AND 
ALMOST $22 MILLION IN 
DEBT. HOW TO FIX AN 

AILING DIOCESE? TREAT IT 
LIKE A STARTUP.

DO YOU USE SOCIAL 
MEDIA?

Yes. I have 5,000 

Facebook followers. 

My Good Friday post 

last year had 60,000 

readers—the biggest 

congregation I’ve ever 

interacted with.

WHAT CHANGES HAVE 
BEEN DIFFICULT?

Most of our pastors have 

no business training, so 

initially they resist. We 

involve parishioners in 

doing a strategic plan 

for the parish—creating 

metrics, holding people 

accountable to goals 

and objectives. For some 

pastors that’s completely 

out of their experience.

MIGHT THIS APPROACH 
SEEM INAPPROPRIATE?

We have a lot to learn 

from the corporate world, 

but we have to adapt 

what we learn because 

we’re not a business like 

any other. Our product is 

intangible: a relationship 

with Jesus. That’s a 

unique sell, if I can put it 

that way. —Susan Adams 
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flying out to screen managers and baristas. So 
far the company has interviewed more than 300 
people, and Jacob has hired 30. That obses-
sion with finding the right staf is important, he 
says, because these workers will shape the first 
impressions of East Coast customers. All will go 
through the company’s Apple-influenced Philz 
University training program, where they’ll be 
taught not to ask for customer names the way 
Starbucks does when taking orders. Doing so, 
Jacob says, is impersonal, because it suggests 
you’ve never met, and there’s a chance you’ll get 
it wrong.

But just as Starbucks once did, Jacob sees 
Philz completely changing the way people  
drink cofee: “It’s much bigger than an 
 improvement.”

and charges the Jabers no rent. Jacob acknowl-
edges that Philz is hardly a tech company, but 
he has been known to direct-message Twitter 
CEO Jack Dorsey for advice. He’s also hired one 
person away from Apple to develop employee-
training programs, held companywide hack-
athons and raised $30 million in venture capital.

This year Philz plans to open two locations 
in Washington, D.C., the first true test of wheth-
er the company’s service-oriented approach can 
succeed outside California. Ultimately Jacob 
has visions of expanding into New York and 
Boston, with 1,000 stores nationwide, and “dis-
rupting” the cofee industry. He chose to start 
in D.C. because of its relatively cheap rents and 
growing Millennial population, and he’s per-
sonally overseen operations for the two stores, 
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  “Cofee �rst. Schemes later.” —LEANNA RENEE HIEBER 
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La Colombe Co�ee 

Roasters

Philadelphia: 4

Other locations: 10

Hubbard & 

Cravens Co�ee 

and Tea

Indianapolis: 4

Novo Co�ee 

Denver: 3

Cartel Co�ee Lab

Phoenix and Tucson: 6

Sightglass Co�ee

San Francisco: 2 

Pavement Co�eehouse

Boston: 6

Ca�e Medici

Austin: 4

Groundwork Co�ee 

Los Angeles: 11

Verve Co�ee Roasters

Santa Cruz: 3

Other locations: 4

Blue Bottle Co�ee

San Francisco: 10

Other locations: 15

Five Points 

Co�ee Roasters

Portland: 2

Condesa Co�ee

 Atlanta: 2
Compass Co�ee 

Roasting

Washington, D.C.: 2

Asado Co�ee 

Roaters

Chicago: 4

Ca�e Vita Co�ee Roasting

Seattle: 6

Other locations: 6

Joe Co�ee

New York: 11

Other locations: 2 

Saxbys Co�ee

Philadelphia: 7

Other locations: 22

Cofee’s Third Wave
STARBUCKS WAS THE SECOND WAVE, OF COURSE. NOW 
ALMOST EVERYWHERE YOU LOOK, YOU CAN FIND AN 
UPSTART CHAIN HOPING TO BE THE NEXT STARBUCKS. 
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services clients like L’Oréal’s 650,000-square-
foot northeastern Ohio distribution center and 
the hundred-plus buildings that belong to Ohio 
State. He has more than doubled annual revenue 
to $30 million and nearly tripled the company’s 
head count to 170. 

It wasn’t easy following his father, Bill, 71. 
“They used to call me the bullet coming out of 
the end of the rifle when I’d come into the of-
fice,” says Bill, who likes to refer to himself in the 
third person. “Letting that go was very diicult 
for Bill Guy.”

Greg Guy had always wanted to work for his 
dad. By age 14 he was sweeping out the cement-
floored repair shop on the company’s 3-acre 

G
reg Guy faced a crisis in the 
fall of 2013. One of his sales 
people was threatening to leave 
and another was about to be fired 
for badly missing his target num-

bers. Guy got on the phone with their immediate 
boss, a general manager named Brett Horvath, 
and proposed a shocking solution: Do away with 
sales commissions. “I could have told him that 
aliens had landed on Earth,” says Guy, “and he 
would have believed in the idea about as much.” 

Since becoming CEO of Air Force One, a fam-
ily-owned heating, ventilation and air-condition-
ing company based near Columbus, Ohio, Guy, 
41, has put his own stamp on the firm, which 

Greg Guy says his wife, 
Lisa Ingram, CEO of 
White Castle, was one 
of the few people who 
didn’t think he was 
crazy to drop sales 
commissions.

Death of a  

Sales Commission

BY SUSAN ADAMS

The owner of a family business bets on radically changing the way he 
motivates his sales staf.

SMALL GIANTSENTREPRENEURS



Credit approval required. Offered by Capital One Bank (USA), N.A. ©2014 Capital One

SWITCH TO THE SPARK
®

 CASH CARD FOR
UNLIMITED 2% CASH BACK ON EVERY PURCHASE
Own a business credit card that meets your high standards.
Get the details by visiting us at CapitalOne.com/SmallBusiness.

In your business you

DON´T ACCEPT

AVERAGE.

So why accept average cash back

FROM YOUR BUSINESS CREDIT CARD?



60     |     FORBES     APRIL 19, 2016

50/50, says Guy, but both thought they deserved 
more: “I heard this crap all the time.” 

The problems led him to Columbus business 
consultant Kelly Allan, who is a disciple of the 
late management guru W. Edwards Deming, 
best known for his work reviving the Japanese 
economy after World War II. Deming had some 
unorthodox theories: Like Pink, he believed 
individual praise and rewards don’t make people 
perform better over the long term. Allan, who 
now sits on Air Force One’s board, persuaded 
Guy to go to a two-and-a-half-day Deming semi-
nar that culminated in Guy calling Horvath to 
suggest eliminating sales commissions.

Pink had inflamed a debate among sales 
experts. A recent book by two principals at 
ZS Associates, a leading international sales 
consulting firm, includes a chapter challenging 
Pink and arguing that salespeople need both 
intrinsic and extrinsic incentives. The reason 
few companies have ditched commissions alto-
gether, says coauthor Chad Albrecht, is simple: 
“The best salespeople are motivated by money.”

Despite skepticism from his management 
team, Guy took the Cincinnati oice commis-
sion-free in October 2013. With just three sales-
people it seemed a manageable experiment. He 
determined compensation for each by averag-
ing what they had earned in salary and com-
missions over the previous three years. Within 
a month, he says, tension among sales stafers 
had vanished. That December he presented 
the commission-free plan to the board, which 
includes his father. “They looked at me like I 
had three heads,” he says. But after a full year, 
the Cincinnati team had booked $2.2 million in 
sales, 120% of that year’s goal.

In January 2015 he rolled out the plan in the 
Cleveland oice, which produced 122% of its 
sales goals that year, up from 99% in 2014. In To-
ledo, which also went commission-free in 2015, 
Guy says he demoted a general manager, who 
then quit, and another salesman resigned. “He 
was a glory hound,” says Guy. “The thing about 
being commission-free is you have to not care 
who gets the credit.” Since late 2013 the compa-
ny has added nine salespeople, all commission-
free, and all Air Force One sales stafers are now 
working without commissions. So far, says Guy, 
revenues for 2016 are on target.

campus, and by 16 he was delivering equipment 
in the field. He finished college in three years so 
he could get back to Air Force One, joining the 
firm in 1996 and earning an M.B.A. from Ohio 
State while working full-time. By age 30 he had 
worked his way up to president. 

When he took over as CEO four years later 
in 2009, the  company was hurting from the 
recession. Revenue had fallen from $15 mil-
lion in 2007 to $13 million in 2009. Head count 
had shrunk from 80 to 68. “I felt worried that 
I wasn’t up for the challenge even though I’d 
wanted it since I was a little boy,” he says. 

To stop the bleeding, he closed the troubled 
Indianapolis oice. He created a human re-
sources department, added 34 field technicians 
and expanded the company’s building-automa-
tion service, which makes it possible for clients 
to manage heating and cooling from of-site 
computers. He also tried to make employees 
feel they had more of a stake in Air Force One’s 
success by opening up the company’s books 
through twice-monthly huddles where every-
one, including technicians, sees division rev-
enues, profit margins, overhead, new accounts 
and contract-retention rates. Air Force One 
started growing again, and by 2013 revenue hit 
$22 million.

But he harbored doubts about how the com-
pany compensated its sales reps. Eight months 
after becoming CEO, he read Drive: The Surpris-
ing Truth About What Motivates Us, by Daniel 
Pink, who posits that workers are motivated not 
by extrinsic carrots like money but by internal 
impulses, including the desire for autonomy, 
mastery and a sense of purpose. If Pink had it 
right, Guy concluded, commissions were the 
wrong way to get his people to sell. “That book 
freaked me out,” he says. 

Though he was reluctant to buck conven-
tional wisdom, he faced mounting problems. 
He knew backed-up stafers were hoarding 
sales leads, jeopardizing new business. He says 
he fired a general manager in Cleveland for 
collecting commissions on work performed by 
subordinates. And in the Toledo oice stafers 
were upset about a commission split. A sales 
associate had passed along a referral that led 
to a $545,000 installation job, negotiated by his 
general manager. The two divided the $18,000 
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PERSON 

ROBERT HOHMAN

His inspiration for 

founding company-

insider-info site 

Glassdoor (now valued 

at $1 billion): World of 

Warcraft. “I spent a year 

playing videogames. 

… It taught me about 

community.”

COMPANY

BLIND

African-American 

Stanford and MIT grad 

Stephanie Lampkin’s 

new job-match business 

aims to remove bias, 

whether conscious 

or unconscious, from 

the tech-sector hiring 

process.

IDEA 
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Is your business having 

a hard time connecting 

with Millennials? Turns 

out they want the same 

thing everyone else 

does: great products 

or experiences from a 

brand that stands for 

something. 
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Lutnick may have handled the episode poorly. 
But a lot of folks on Wall Street were already in-
clined to believe the worst about the fast-talking 
Long Island operator, with his slicked-back dark 
hair, sharp elbows and reputation for social climb-
ing. (He employed an English butler at his Trump 
Palace apartment.) 

 That was partly because of the way Lutnick 
gained control of Cantor Fitzgerald, then the larg-
est wholesale broker of U.S. government bonds—
an arranger of multimillion-dollar trades between 
banks, institutions and wealthy individuals. In 
January 1996, while his mentor, Wall Street legend 
B. Gerald Cantor, was on life support, Lutnick 
outmaneuvered Cantor’s wife to gain control of 
the partnership, even though he owned only 14%. 
She sued and settled but barred Lutnick from Ber-
nie Cantor’s July 1996 burial. The weekend after 
his mentor’s death Lutnick and guests celebrated 
his 35th birthday by gambling for charity at New 
York’s Metropolitan Club.

 Beyond that, there were allegations, detailed 
in a lengthy 1997 article in FORBES, that Lutnick 
and his brother had engaged in a variety of un-
seemly tactics, including front-running Cantor’s 
powerful institutional clients. Lutnick denied 
wrongdoing but clearly paid a reputational price 
for leaving a trail of unhappy ex-employees eager 
to tell unflattering tales. 

All of which helps to explain what one long-
time investor in BGC describes as the “Howard 
Lutnick discount,’’ built into its stock. The fact is, 
you’ve got to trust Lutnick to invest in BGC, since 
he controls 63% of the voting shares as the sole 
general partner of Cantor Fitzgerald. 

 How steep is the Lutnick discount? At a recent 
$9 a share, BGC commands a forward P/E of 
8, compared with 11 for commercial real estate 
brokers like CBRE Group and Jones Lang LaSalle, 

W
hat would you say about  
a company that pays a  
6% dividend and has a 
total market cap of just 
$2.5 billion, despite having 

$1 billion in cash and securities on its books, 
along with a portfolio of financial and commer-
cial real estate brokerage businesses that are 
easily worth $5 billion based on comparables?

Interested? Would you still be if you knew that 
the company, BGC Partners, is the publicly traded 
real estate and securities brokerage ofshoot of the 
private securities firm Cantor Fitzgerald LP and 
that both are controlled by Howard W. Lutnick? 

If the name doesn’t immediately ring a bell, 
Lutnick, now 54, was the young CEO running 
Cantor Fitzgerald on Sept. 11, 2001, when 658 
employees, including his brother and many of 
his friends, perished in Cantor oices spread 
across the 101st through 105th floors of One 
World Trade Center. Lutnick survived only be-
cause he came to work late after taking his son 
to his first day of kindergarten. That personal 
and business nightmare should have made Lut-
nick a sympathetic figure. Instead he was widely 
vilified when just days after crying for lost col-
leagues on national television, he stopped the 
dead employees’ paychecks. 

Never mind that Lutnick vowed to pay their 
families 25% of Cantor Fitzgerald’s profits for five 
years—and kept that promise with $180 million in 
payouts. “You can’t tell a company that lost two-
thirds of its staf and virtually all the people who 
were revenue producers to pay people’s salaries,’’ 
Lutnick says from his current oice overlook-
ing Park Avenue, where he keeps a fire-scarred 
bronze hand, a remnant of a Rodin sculpture that 
was part of Cantor Fitzgerald’s World Trade Cen-
ter art collection. 

Slick and sharp-
elbowed: Howard 
Lutnick of BGC Partners 
now sits atop a 
budding real estate and 
brokerage empire. 

The Lutnick Discount

BY DANIEL FISHER

Investors still don’t trust the aggressive Cantor Fitzgerald executive who was 
thrust into a harsh spotlight after 9/11. But he keeps showing them the money.
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“Now you’re making $70 million a year on 
a company I paid $100 million net for,” says 
Lutnick. “And that, my friend, I consider the 
best risk-adjusted transaction I will probably 
ever do.”

In addition to the foreign exchange busi-
ness it runs under the Fenics name, which also 
is home to growing electronic marketplaces for 
hard-to-value derivatives, BGC has its tradi-
tional voice-broker business in bonds and other 
securities. Says Lutnick, “The market doesn’t 
love that kind of business, but I love the fact it 
makes $150 million a year.” 

About 40% of BGC’s 2015 revenues and 33% 
of its pretax profits came from the commercial 
real estate business. So what’s Lutnick doing in 
real estate? He got started by buying Newmark, 
a big New York brokerage, in 2011. He followed 
with Grubb & Ellis in 2012 and since then has 
bought commercial brokers in places like Silicon 
Valley and Memphis, and has expanded into 
Latin America. For Lutnick this is just another 
brokerage; he believes he can make the 12,800 
employees of Newmark Grubb Knight Frank 
more eicient by outfitting them with better 
computer tools to analyze local markets. 

Lutnick insists he’s not gussying this one up 
to sell, in large part because it’s already too big—
it’s now the third-largest commercial broker 
in the nation, trailing CBRE and Jones Lang 
LaSalle. 

There’s a certain risk here. Like most broker-
ages, the firm’s key assets walk out the door 
each night, and Lutnick’s strict produce-or-
leave approach hasn’t always made his employ-
ees happy. “He’s a really tough character,” says 
one former real estate executive, who requested 
anonymity. 

BGC real estate chief Barry Gosin, who came 
with the Newmark acquisition, says employee 
turnover is low and insists his brokers have 
gotten used to another Lutnick method: They 
receive some of their pay not in cash or stock 
but in revocable dividend-rich shares, which 
amounts to an estimated 10% of compensation 
per broker. The catch is that brokers can’t take 
the shares with them if they jump ship to a com-
petitor. Golden handcufs? 

Lutnick prefers to call it a “golden incentive.” 
Anyway, he adds: “It’s still covered in gold.”

and 16 for brokerage competitor Nasdaq. 
Maybe the discount is overdone. Lutnick has 

a lot of experience answering his critics—not 
just with words but by showering them with 
money. 

BGC was born from the savvy and tough 
decisions Lutnick made both before and after 
9/11. In 1996, to the dismay of some of his bond 
salesmen, Lutnick had launched a separate all-
electronic trading operation, eSpeed, for Trea-
surys and other bonds. He took it public during 
the tech boom in 1999, with Cantor retaining 
80% of the shares. It was eSpeed’s technology—
and profits—that kept Cantor afloat after 9/11 
decimated its human bond sales force. In 2004 
Lutnick decided to spin of the rebuilt human 
bond sales force, too—finally separating Cantor’s 
role as a wholesale intermediary from its own 
trading operations. 

In 2008 he merged all the wholesale bond 
operations—eSpeed and the human brokers—
into one public company. BGC’s stock lan-
guished. So Lutnick hit on a new strategy, he 
says, to monetize the value he was building. In 
2013, when BGC was trading under $4, Lut-
nick sold the eSpeed platform to Nasdaq OMX 
Group for $750 million in cash, plus Nasdaq 
stock payouts over 15 years worth another $500 
million at the time, or $1.2 billion in total. That 
was the same as BGC’s market capitalization. 
Given Nasdaq’s current market price, the deal 
has a value closer to $1.6 billion today.

“When I held these electronic assets [in 
BGC], the market just wasn’t giving me credit 
for them,’’ Lutnick complains. “I felt it was at 
a discount. I said, ‘I can fix that.’ And I sold it. 
‘Now let’s see how you feel about it.’ ” 

 Then in July 2014, after CME Group (owner 
of Chicago Mercantile Exchange) announced 
plans to buy GFI Group, a smaller electronic-
exchange operator, Lutnick the wheeler-dealer 
struck again. BGC already had a 13.5% stake in 
GFI, and he launched a hostile tender ofer, win-
ning the whole company for about $750 million 
in February 2015. Nine months later he sold 
a chunk of GFI to the parent of the New York 
Stock Exchange for $650 million, leaving BGC 
with a foreign exchange business he says will 
earn $70 million after he folds it into BGC and 
cuts costs.

INVESTING DEALMAKERS

“It’s not always the most popular person who gets the job done.” —GORDON GEKKO 

FINAL THOUGHT

GO, 

CONSIDER, 

STOP

BOURBON STREET 
BULL

FOR HIS $430 MILLION 
VILLERE BALANCED 

FUND, NEW ORLEANS–
BASED SANDY VILLERE 

FAVORS FIRMS WITH 
UNAPPRECIATED 

EARNINGS GROWTH, LOW 
DEBT AND DURABILITY. 

THE RESULT: AN 8% 
ANNUALIZED RETURN 

SINCE THE FUND’S 1999 
INCEPTION. 

đFINANCIAL ENGINES 

The robo-advising 

pioneer recently bought 

The Mutual Fund Store 

to expand its 401(k) plan 

oferings. Villere sees 

25% growth, making the 

stock a bargain after 

tumbling 36% over 12 

months. 

đCITIGROUP 

Interest rate increases 

should bolster bank 

income, but the Fed 

might not be as hike-

happy as it’d like in 2016, 

thanks to a slowing 

global economy—

and Citi’s worldwide 

footprint makes it 

vulnerable to dollar 

strength. 

đSANCHEZ ENERGY 

A big oil rebound would 

send leveraged energy 

plays higher, but stable 

prices or further drops 

will sink companies 

drowning in debt. 

Sanchez is one such, 

with a debt load of more 

than 100% of assets. 
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PICK YOUR POISON. High-quality 
bonds, as represented by the Barclays 
U.S. Aggregate index, will return 1%. 
Long-term Treasurys will earn a bit 
less. Low-quality bonds, from corpora-
tions with bad balance sheets or coun-
tries with bad credit habits, will give 
you 3% and change.

These projections are among the 
dismal ten-year forecasts from Re-
search Ailiates, Rob Arnott’s money 
management firm. They are annual 
returns, net of inflation. The firm has 

similarly grim pronouncements about U.S. stocks.
I am not quite as pessimistic on stocks as Arnott, but I think he’s 

right about this: Savers who are banking on a continuation of the ter-
rific returns of the past are going to be in big trouble. You can eke out 
a return by taking some risk and valiantly holding on through bear 
markets. But you’re not going to get rich of your capital.

If you are just now settling into a comfortable retirement, consider 
yourself lucky to have been born at the right time. Notwithstanding 
some crashes along the way, stocks and bonds have enjoyed extreme-
ly fat returns over the past third of a century. They are both trading 
at lofty levels today. When you peel of a few to finance your lifestyle, 
you are enjoying a windfall gain.

Your kids won’t do as well. They’re buying at the top.

The windfall in stocks is visible in price/earnings ratios. In the 
early 1980s corporations traded at 10 times their annual earnings, 
more or less. Now they trade for 20 times.

Bond buyers enjoyed a parallel bonanza, from the collapse of infla-
tion. They got a 15¾% coupon on the Treasury bond issued in Sep-
tember 1981. Inflation averaged 3.7% over the next decade, giving that 
bond a 12% real return.

No windfall is possible for today’s Treasury buyer, who gets at 
most 2.7% before inflation and will be lucky to clear 1% after.

You can get a better fix on the relation between bond prices and 
real bond returns by looking at Treasury Inflation-Protected Securi-
ties, a fairly recent invention. Within the past decade the ten-year 
TIPS has ofered a yield as high as 3%. That is, the buyer was paying 
33 times the real earning power of this piece of paper.

But now? With a recent yield of 0.5%, the 
ten-year TIPS carries a P/E multiple, so to 
speak, of 200. Crazy.

For this state of afairs you can thank 
the world’s central bankers, who have been 
working around the clock to inflate asset 
prices and depress the interest that retir-
ees get on their bonds. Operation Senior 
Squeeze, I call it.

What can you do? You can’t fight the Fed. 
You may just have to take some risks with 
your bonds.

In an article for this magazine’s June 30, 
2014 issue I recommended that you sell your 
junk bonds. I’m reversing course here. If you 
have a 60/40 stock/bond mix, you should put 
an eighth of the bond money (5% of the total 
portfolio) in junk corporations and an eighth 
in junk countries.

The 2014 advice was based on an extreme-
ly bearish outlook from Martin Fridson, a 
high-yield expert at Lehmann Livian Fridson 
Advisors. His call was prescient; the cumula-
tive return since then on the SPDR Barclays 
High Yield Bond ETF is –10%.

Fridson is hesitantly bullish now, finding 
value mainly in lower-quality bonds outside 
the energy and mining sector. I can’t find a 
good fund with just that focus, so I’ll recom-
mend VANGUARD HIGH-YIELD CORPORATE (VWEAX, 

0.13% expense ratio).
For the country bet, Vanguard has EMERGING 

MARKETS BOND, this one conveniently available 
as an exchange-traded fund (VWOB, 0.34%). It 
lends money to China, Mexico, Russia and 
other ify places.

You’ll see gross yields of 5% to 6% on 
these funds. After losses to defaults and 
inflation you might get the 3% that Research 
Ailiates is talking about. Don’t expect 
more.

Junk bonds are toxic on a tax return, 
combining as they do inflated coupons 
taxed at high ordinary-income rates with 
capital losses that may be of limited use as 
deductions. So hold them in a tax-sheltered 
account.

SCRAPING THE BOND BARREL

GO TO FORBES.COM/SITES/BALDWIN FOR MORE ON INCOME STRATEGIES.
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EKE OUT A RETURN FROM SKETCHY 

BORROWERS 

INVESTING WILLIAM BALDWIN // INVESTMENT STRATEGIES
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THIS YEAR BEGAN bogged in a fog 
of uncertainty. Rarely in my 44-year 
career have I seen things so goopy 
while there’s also rising global GDP, 
albeit mild. Don’t let it fog your think-
ing—stocks famously hate uncertainty, 
and they’ll soon get less of it. 

China? Scary-cheap oil? Nega-
tive interest rates spanning a third of 
global GDP? An earnings recession? 
Brexit? Weak nondollar currencies 
everywhere? And you can’t forget that 

whacky election: Trump, Sanders, e-maillary! 
You think you’re having trouble fathoming this election? Imagine 

how hard it is for overseas investors whose money counts as much as 
ours does. They’re bonkers over it. I hear it constantly, particularly 
from Europe. Germany’s five largest papers just ran cover stories on 
how Trump will cause a market meltdown.

But all this fog is priced. Soon, very soon, the race narrows to two 
and gets more focused, reducing uncertainty somewhat. I guarantee 
you this: Come November we get a winner. And we’ll like that winner 
more then than we do now—partly simply by contrast. Always do! 
And uncertainty falls again.

I doubt Brexit can be as bad as Europeans fear, but regardless, the 

whether-or-not clears fully in a few months. Markets move ahead of 
events—and likely price that uncertainty reduction in May. 

Once rate-o-phobics realize Europe’s quantity of money is growing 
at 4% to 5% rates, just as it should, the uncertain negatives of negative 
interest rates will seem less so. They’re by my estimate a rough  
$1.5 billion quasi-tax on $75 billion of European bank earnings. Bad 
but overblown!

Oil? I don’t know! But prices can’t fall forever. When they stabilize, 
energy earnings will, too—at low levels. Then, because nonenergy 
earnings are actually rising, year-over-year overall S&P 500 compari-
sons become easy-peasy positive. Hence: “earnings recession” uncer-
tainty fog fades.   

Could I be wrong about lots of this? Sure! But if so, that, too, 

AS THIS BULL MARKET  
RENEWS ITS VIGOR, SOME  
STOCKS WILL SHINE AGAIN 

reduces future uncertainty, just in other 
ways. What isn’t uncertain is that I like the 
five positions below for a year of decreasing 
uncertainty:

Regular readers know I’m big on big pharma 
for this bull market’s golden years. Switzer-
land-based ROCHE HOLDINGS (RHHBY, 33) fits fine. 
Product-diverse, it’s also a focused global lead-
er in critical categories for our aging Western 
demographic, such as oncology, arthritis and 
cardio. It ofers in-line pharma valuations—or a 
bit better. The dividend yield is 3.1%.  

Stock-market-sensitive stocks were pum-
meled this past year. But as this bull market 
renews vigor they should shine—albeit tough 
to tell which brightest. So try fashioning two 
normal stock positions from smaller stabs of 
three each out of any of these nine names: 
ABERDEEN ASSET MANAGEMENT (ABDNY, 7), AFFILIATED 

MANAGERS (AMG, 137), ARTISAN PARTNERS (APAM, 28), 

BLACKROCK (BLK, 314), GAMCO INVESTORS (GBL, 34), 

INVESCO (IVZ, 27), LEGG MASON (LM, 29), T. ROWE PRICE 

GROUP (TROW, 70), WISDOMTREE INVESTMENTS (WETF, 12). 

They’re all good and ofer varied shades of 
the equity management rainbow.

Sometime soon we’ll bypass our endless 
China fears. It may be early, but take a plunge 
on CHINA MOBILE (CHL, 54), the world’s largest 
wireless phone firm. Down 28% from $75, it 
ofers moderate growth at a reasonable price: 
2.2 times annual revenue, 12 times my 2016 
earnings estimate, 1.6 times book value—plus 
a 3.5% dividend yield.

For the overly cautious, Belgium-based 
ANHEUSER-BUSCH INBEV (BUD, 112) is as American 
as Vladimir Putin and almost as aggressive. 
It owns 25% of the global guzzler market and 
16 brands that sell over $1 billion each yearly. 
The stock should be relatively defensive but 
also rise nicely as this bull market’s party re-
intoxicates. It, too, has a 3.5% dividend yield. 
(Warning: Don’t drink while deciding on in-
vestments; no DUIs.) 
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MONEY MANAGER KEN FISHER’S LATEST BOOK IS BEAT THE CROWD (WILEY, 2015). VISIT HIS HOME PAGE AT WWW.FORBES.COM/FISHER.

F

WHY UNCERTAINTY 
IS GOOD FOR STOCKS

INVESTING KEN FISHER // PORTFOLIO STRATEGY



Whatever you’re building, it’s good to have someone who’s got your back. 
So when you invest in a managed portfolio from Amerivest with a qualifying 
deposit, if in the next year that model portfolio experiences two consecutive 

quarters of negative performance, the advisory fees for both quarters will 
automatically be refunded. Because this isn’t just about building a great portfolio. 

It’s about building your trust.

The best returns aren’t just measured in dollars.

Call an Investment Consultant at 800-440-8124 or go to
tdameritrade.com/rebate for details.

IF YOU’RE INVESTED,

WE ARE TOO.
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IN THE EARLY 1970S Neil Simon 
penned The  Prisoner of Second  Avenue. 
It was a dark comedy exploring the 
psychological breakdown and retreat 
of fired advertising executive Mel 
Edison into his Manhattan apartment, 
which becomes a metaphor for a state 
of incarceration. Investors in the 
Third Avenue Focused Credit Fund 
(TFCIX) probably felt like Mel this 
past December when the open-end 
mutual fund suspended redemptions. 

Like Mel, those investors lost their source of income and became 
trapped. 

At its peak Third Avenue Focused Credit Fund had more than  
$3 billion in assets. This was not a small-time, fly-by-night operation. 
The fund’s halting withdrawals rattled already nervous credit markets. 
Several credit-oriented hedge funds closed down during the ensuing 
months. Of course, on Wall Street memories tend to be fleeting. Recently 
investors have begun to pile back into junk bond funds, so I thought it 
might be appropriate to revisit five lessons I drew from the Third Av-
enue saga in an efort to mitigate the risk of being held hostage by funds 
invested in below-investment-grade corporate credit.

Don’t chase returns. A perennial temptation, reaching for yield has 
become even more prevalent in today’s low-yield environment. After 

posting good returns in 2012, TFCIX crushed it in 2013, returning 16.8% 
versus the 7.4% for the fund’s benchmark, the Barclays US Corporate 
High Yield index. The human reflex to chase recent past performance 
kicked into high gear. Assets in TFCIX rose from $965 billion at the end 
of 2012 to $3.5 billion by mid-2014. Then, as the fund started to sufer 
losses, investors ran even faster for the exits. TFCIX lost –6.0% in 2014 
and –30.1% in 2015.

Know your funds’ holdings. By fall 2014, 18% of TFCIX’s portfolio 
was invested in “Level 3” assets: securities traded so infrequently that 
pricing could only be estimated. In other words, a big slug of its portfolio 
was illiquid. Remember to read those reports printed on the flimsy paper 
booklets and to monitor the manager’s website. And if you don’t under-
stand the literature, call the investor relations department and ask. 

Consistency of results is far more important than absolute 
returns in any given year. Even superficial checks in 2013 or early 

2014 would have shown that TFCIX’s track 
record was relatively young, the fund having 
launched on Aug. 31, 2009. Good long-term 
track records are rare. Outsize returns in one 
or two years are more likely to be the product 
of a manager getting lucky or, worse, taking 
outsize risks. 

Don’t expect to diversify your stock port-
folio with junk bonds. The collective fortunes 
and misfortunes of high-yield corporate bonds 
have tended to coincide with those of stocks. 
Calendar year 2015 through January 2016 stands 
as yet another object lesson of this relationship. 
Late last year stocks appeared to be holding up 
despite a sellof in credit. This divergence led 
some equity cheerleaders to dismiss the histori-
cal positive correlation between riskier credit 
and stocks. But true to form, credit misery at last 
had company in the form of equity performance 
in early 2016.

Consider an active allocation to high 
yield. At times the debt of leveraged compa-
nies becomes attractively priced relative to 
the risk and merits a prudently proportioned 
allocation within a diversified portfolio. 
Look for managers with a long-term track 
record of knowing when to overweight or 
underweight diferent fixed-income sectors, 
including below-investment-grade. Pay par-
ticular attention to how the managers per-
formed during corporate credit sellofs such 
as in the second half of 2015 and Treasury 
rate spikes in the second half of 2013 and 
the first half of 2015. (For an e�cient passive 
index fund approach to high-yield bonds, see 
page 66.)

Leveraged investments may be headed into 
uncharted territory. High-yield bonds have 
never experienced a bear market dur-
ing rising Treasury rates. I believe this 
novel combination could be in our future. 
If this happens, the realized losses on 
below-investment-grade bonds likely will 
be much  deeper than in past down cycles. 
So stop chasing yield and instead focus 
on  diversification and good, risk-adjusted 
 returns. 

THE PRISONERS OF THIRD AVENUE

MONEY MANAGER BONNIE BAHA IS DIRECTOR OF GLOBAL DEVELOPED CREDIT AT DOUBLELINE CAPITAL 

LP IN LOS ANGELES.

BUYER BEWARE: JUNK MAY BE HEADED 

INTO UNCHARTED TERRITORY
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INVESTING BONNIE BAHA // BOND SENSE 



This past January, Forbes partnered with celebrity hot spot, The Kia Supper Suite by 
The Church Key to host a 3-day pop-up, feeding Hollywood’s brightest stars and top 
Indie filmmakers at the largest independent film festival in the U.S., held each year in Park 
City, Utah. The program welcomed back title sponsor Kia Motors America who provided 
a fleet of branded and chauffeur driven, turbocharged 2016 Sorento CUVs to transport 
guests to and from the events, while new sponsor Stella & Dot dazzled guests with their 
selection of jewelry.

Chef Steven Fretz of Los Angeles’ famed The Church Key served as the culinary host 
and chef, preparing unique menus for each of the hosted dinners, and treating guests to 
Chef Fretz’s signature brown butter brioche donuts. Wine pairings included Johndrow 
Vineyards’ 2013 Clarity Sauvignon Blanc and 2011 Reserve Cabernet Sauvignon. The 
Church Key’s mixologist greeted guests with delicious cocktails made with Maestro Dobel 
Tequila, including The Church Key’s signature frozen Otter Pops, the “Dobel Church-Key-
Rita” and the “Dobel Ginger-Dance.” The Blue Moon Brewing Company also offered 
beer selections, while Icelandic Glacial kept guests hydrated in the high altitude.

Actor and The Creative Coalition President, Tim Daly,
hosts the TCC Spotlight Initiative Gala Dinner.

Actress AnnaLynne McCord picks up
some gifts from Stella & Dot.

Director Ira Sachs and Actor Greg Kinnear attend
l`]�[Ykl�\aff]j�^gj�l`]aj�Úde$�
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Late night snacks served up courtesy of The Church Key.
Actor, Jason Mews teams up with Kevin Smith once
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Actor Nate Parker gets the TCC Spotlight Initiative 
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BRINGING
 THE HEAT

The Spring Fashion Lineup
with Matt Harvey and Jacob deGrom 
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PEAK PERFORMERS 
A pair of New York Mets aces—Matt Harvey and Jacob deGrom—
ire up the best peak lapel suits and sport jackets for spring. 

PHOTOGRAPHS BY DAVID NEEDLEMAN 

CREATIVE STYLE DIRECTOR: JOSEPH DEACETIS 
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If you want to know the secret of Jacob 
 deGrom’s power on the mound, you won’t 
ind it in his famously long hair. Like so many 
major leaguers, the 27-year-old Mets right-
hander credits his father for his success. After 
all, it was Tony deGrom who built a batting 
cage in the family’s ten-acre backyard in De-
Land, Fla. so young Jacob could practice. “To 
this day, when I go home in the of-season,” 
deGrom says, “that is who I play catch with 
to get ready for the season.” And 2016 will 
be an important campaign for deGrom, who 
received a modest $607,000 contract from 
the Mets this year, despite winning 14 games 
last year, being named an All-Star and being 
dominant in the postseason. But there’s no 
playing hardball with the team until 2018, 
when he’ll be eligible for arbitration. Instead 
deGrom plans to let his pitching speak for it-
self. “Both my parents were hardworking 
people—both had jobs when I was growing 
up,” he says. “I saw how hard they worked 
to provide for the family and take care of us 
very well—that was the motivation. I think 
that’s where I got my work ethic.” But just in 
case, he’s got a Samsonian superstition about 
that hair. “I can’t mess with it now because 
I prefer to stick with what’s working,” he ad-
mits. “And I am kind of scared to cut it now.”

A peak lapel is considered more formal than a 
traditional notch lapel—which is why the classic 
tuxedo is single-breasted with a peak lapel. 

OPENING PAGE: MATT HARVEY WEARS A SILK SHANTUNG SUIT 

WITH PEAK LAPELS BY DOLCE & GABBANA ($5,075), A COTTON 

TWILL SHIRT BY ETON ($275), BRUSHED CALFSKIN OXFORDS BY 

A. TESTONI ($1,235), SUNGLASSES BY SALT OPTICS ($400) AND A 

CLASSIC FUSION ULTRATHIN WATCH BY HUBLOT ($24,100).  

THIS PAGE: JACOB DEGROM WEARS A PEAK LAPEL LINEN SPORT 

JACKET ($2,195) AND COTTON TROUSERS ($725) BY ERMENEGILDO 

ZEGNA, COTTON TWILL SHIRT BY ETON ($275), LEATHER BELT BY 

PAUL & SHARK ($225) AND WW1-97 HERITAGE WATCH BY BELL 

& ROSS ($4,500). OPPOSITE PAGE: CASHMERE SPORT JACKET 

WITH PEAK LAPELS BY BRIONI ($4,995), COTTON SHIRT ($720) 

AND COTTON TROUSERS ($800) BY LOUIS VUITTON AND BUGATTI 

AEROLITHE WATCH BY PARMIGIANI FLEURIER ($26,000).
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With its upward slope, the peak lapel gives the illusion of height, making it ideal for a man  
who wants to add an inch or two. The peak lapel also makes a larger man appear slimmer. 

THIS PAGE: MATT HARVEY WEARS A LINEN SPORT JACKET WITH A PEAK LAPEL ($500) AND LINEN TROUSERS ($195) BY JOSEPH ABBOUD, SILK V-NECK 
SHIRT BY DOLCE & GABBANA ($745), BEAVER-FELT HAT BY HERMÈS ($1,075) AND RADIOMIR BLACK SEAL 8 DAYS ACCIAIO WATCH BY PANERAI ($6,800).  
OPPOSITE PAGE: WOOL SPORT JACKET WITH PEAK LAPELS ($2,295) AND ULTRALIGHT DENIM JEANS ($775) BY BRUNELLO CUCINELLI, LINEN SHIRT BY 
PAUL & SHARK ($320), INDIAN HORSE SILK POCKET SQUARE BY HERMÈS ($145) AND CLASSIC FUSION ULTRATHIN WATCH BY HUBLOT ($24,100). 



New York’s Dark Knight had 
a dark year in 2014. After an as-
tonishing 2013 season with the 
Mets—including being named 
the National League’s starting 
pitcher in the All-Star Game—
Matt Harvey underwent Tommy 
John surgery, which kept him 
sidelined until 2015. With the 
6’4” right-hander back on the 
mound last year and an arsenal 
of other arms in the bullpen, the 
Mets made it to the World Se-
ries. The 27-year-old ace says 
he’s fully healed now and is 
looking forward to 2016’s Har-
vey Days (as fans call his starts), 
expecting some again in late Oc-
tober. “I watched a lot of the 
Yankee games growing up,” he 
says, “and they got to the World 
Series year after year, and that is 
what we are here to do.” 

Away from the game, Har-
vey clearly enjoys the perks 
that come with being one of the 
kings of Queens baseball. At 
New York Fashion Week earlier 
this year he was named a mens-
wear ambassador (along with 
New York Giants wide receiv-
er Victor Cruz and the Jets’ Eric 
Decker) and embraces being 
considered a fashion all-star. “I 
have a couple of Dior Homme 
suits that I love,” he says. “And 
I like Rag & Bone, Prada and 
Dolce & Gabbana.” And when 
he rolls into spring training, it’s 
equally stylish—his Batmobile 
is a Maserati Granturismo. And, 
yes, he embraces that Goth-
am City nickname. “I think the 
most fun that I have with it is 
with my niece and nephews,” he 
admits. “They love putting the 
mask on when I pitch. And they 
come to every game and say, 
‘Oh, my uncle is Batman.’ ”
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In a world of notch 
lapels, a peak lapel will 
make you stand out. And 
if you’re bold enough to 
wear one extra-wide, 
that’s just outstanding. 
JACOB DEGROM WEARS A WOOL 

SPORT JACKET WITH PEAK LAPELS 

BY TOM FORD ($4,030), COTTON 

SHIRT ($325), COTTON TROUSERS 

($595) AND WOVEN TIE ($295) 

BY CANALI AND CHRONOMAT 44 

WATCH BY BREITLING ($9,060). 



LEARN MORE. CALL 866.467.7651 OR VISIT WWW.OUTWARDBOUND.ORG

EDUCATION FOR LIFE
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GABRIELA HASBUN FOR FORBES

An early prototype 
processor made 

by Canadian 
firm D-Wave, 

which markets 
its technology as 

the world’s first 
commercially 

available quantum 
computer. “It 

engages parallel 
universes to do its 

computations—
that’s its 

competitive 
advantage,” says 
venture capitalist 
Steve Jurvetson, 

whose successful 
investments in 

D-Wave and firms 
like Tesla land  
him at No. 97  
on this year’s  

Midas List  
of tech’s  

top investors.  
PAGE 96 
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Innovation Factory ASHTON KUTCHER
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Actor Ashton 
Kutcher became 

iconic playing 
vapid pretty 

boys.  But along 
with Madonna 
manager Guy 

Oseary, he’s been 
backed by some of 

the world’s best-
known billionaires 

(Ron Burkle, Eric 
Schmidt, Mark 
Cuban, David 
Ge� en, Marc 

Benio� ). And he’s 
helped fund some 

of the greatest tech 
deals ever (Uber, 

Airbnb, Skype, 
Pinterest, Spotify). 
After turning $30 

million into a 
quarter-billion, 

he’s going bigger—
and crafting 

one of the most 
unusual stories 

in modern money 
management.

Eight And 
A Half X

Innovation Factory

BY ZACK O’MALLEY GREENBURG
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Innovation Factory ASHTON KUTCHER AND GUY OSEARY As a public company Liberty Media must live and 
die by its numbers. And that’s precisely what makes 
Kutcher and Oseary so compelling. They opened their 
books to FORBES, and the numbers are a lot more im-
pressive than Dude, Where’s My Car? Over six years 
they’ve turned their $30 million fund into a cool  
$250 million. The guy who until recently starred in 
Two and a Half Men has generated almost 8.5x.

“If you can routinely return 3x, you’re considered 
one of the best VCs,” says Marc Andreessen, a Midas 
List regular who’s raised more than $4 billion over the 
years with his firm, Andreessen Horowitz. “If you can 
return 5x, it’s considered to be a home run. I took my 
math classes: 8x is seriously higher than 5x.”

Andreessen isn’t alone in his appreciation. Talk pri-
vately with the heavies in Silicon Valley who have spent 
time with Kutcher and Oseary and watched them in ac-
tion, and you hear and see the same story: These guys 
are legitimately smart. No “for Hollywood types” cave-
ats. Their surprising success underscores two univer-
sal truths: how simple it is to manage other people’s 
money and how hard it is to do it well. 

THE STRANGE ROAD OF ASHTON KUTCHER, ven-
ture capitalist, starts with a now bankrupt rapper: Curtis 
“50 Cent” Jackson. A decade ago 50 Cent took an equi-
ty stake in Vitaminwater parent Glaceau in exchange for 
becoming the face of the beverage—and earned an esti-

mated $100 million when 
Coca-Cola purchased the 
company in 2007.

“I had done a [tradition-
al endorsement] deal for 
Nikon at the time,” Kutch-
er recalls over a California 
breakfast of eggs and avoca-
dos at Oseary’s home. “I’m 
like, ‘Whoa, hold on, wait 
a second. I’ve got to figure 
out how to get in the equity 
game, because it just makes 
so much more sense.’ ”

Everything about Kutch-
er’s journey has been in-
tuitive. Born to middle-
class parents in Iowa, he 
didn’t grow up with any 
business know-how or les-

sons other than the most important: a strong work ethic. 
He was working construction with his dad by age 10; in 
high school he had a series of odd jobs, including janitor, 
butcher and factory worker at General Mills.

The brains were always there: When he enrolled at 
the University of Iowa, he planned to major in biochem-
ical engineering—until he won a modeling competition, 

A shton Kutcher, one 
of the world’s highest-paid TV actors, can obviously af-
ford that most essential of Los Angeles celebrity luxu-
ries: a car and driver. But he still prefers Uber. “We’re 
going to go to Warner Bros.,” he dictates, as we hop into 
a black Chevy Tahoe with Kutcher’s business partner, 
music manager Guy Oseary, in Beverly Hills. “So we’ll 
go to Moorpark and then hit the 101.”

There’s no need for directions. Our optimal route, 
from the gated enclave where Kutcher and Oseary live 
three doors apart to the lot in Burbank where the actor 
is filming his new Netflix series, is already programmed 
into the driver’s phone. But the ever confident Kutcher 
can’t help himself; in this car he’s the boss. Five years 
ago he and Oseary invested $500,000 in Uber—that 
stake is now worth 100 times what they paid. 

“You’re not even actually taking on the taxi compa-
nies—you’re taking on the notion of owning a car,” says 
Kutcher. “That’s crazy. And that’s why it has the veloc-
ity and potential that it has.”

It would be easy to chalk that up as one lucky bet. 
William Shatner, after all, never has to work again after 
hitting it big with Priceline, and no one’s going to con-
fuse Captain Kirk with Kirk Kerkorian. But Kutcher’s 
and  Oseary’s portfolios, which number more than 70 in-
vestments combined, include a roster of grand slams way 
past Uber—Skype, Airbnb, Spotify, Pinterest, Shazam, 
Warby Parker—with valuable startups like Zenefits and 
Flexport still gestating.

It would also be easy to write of Kutcher, 38, and 
Oseary, the 43-year-old manager of U2 and Madonna, as 
amateurs who trade coolness for deal flow. Except that 
a slew of self-made billionaires—including Ron Burkle, 
Eric Schmidt, Mark Cuban, David Gefen and Marc 
Ben i of—gave them millions from their personal stashes 
to invest. And while those five have all been known to 
enjoy the taste of fame and glitz, a decidedly more staid 
backer, Liberty Media, recently tossed them $100 mil-
lion to put to work—and to do so without Burkle, who 
until now has partnered actively with them. 

“You’re not 
even actually 
taking on 
the taxi 
companies—
you’re taking 
on the notion 
of owning a 
car. That’s 
crazy. And 
that’s why 
[Uber] has 
the velocity 
and potential 
that it has.” 
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started managing small-time hip-hop acts and mingling 
with the children of Hollywood power brokers like 
Freddie DeMann. The music manager hired a teenage 
Oseary to work for him at Maverick Records, the label 
he cofounded with Madonna. Through the mid-1990s 
Oseary rose from talent scout to chairman, overseeing a 
roster that included Muse and Alanis Morissette.

“A lot of what I do now is very similar,” he says, 
“which is trying to identify talent and then help them 
market their music [and] their vision.”

Bitten by the startup bug, Oseary developed a rela-
tionship with Bill Gross, who 
raised over $1 billion for his 
Pasadena incubator, Idea lab, 
in the late 1990s. But when 
the market cratered in 2000, 
it wiped out many of his bur-
geoning tech companies, 
along with plans for an IPO—
and millions from Oseary, 
who’d gone all-in on Idea lab. 
To add salt to the wounds, 
when former CAA agent Seth 
Rodsky ofered him a chance 
to invest in the same Vitamin-
water deal that would enrich 
50 Cent and inspire Kutcher, 
Oseary declined.

Around the same time, he 
befriended Burkle, who told him the Idealab debacle was 
a blessing in disguise: He’d learned a valuable lesson at age 
27. Oseary soon took over as Madonna’s manager, guiding 
her to back-to-back world tours that grossed a combined 
$600 million. When Rodsky came to him in 2008 with a 
chance to invest in Vita Coco, Oseary wrote a check for 
$1.2 million; the company’s valuation has increased from 
$28 million to $664 million since 2007. Next he scored 
big again with Groupon. As he began delving deeper into 
startup funding, he found the entertainment business 
heavily underrepresented in Silicon Valley.

“There was only one guy from our community that 
was not just doing it but even kicking my ass and get-
ting in all the right deals,” says Oseary. “It was Ashton.” 
When Oseary proposed joining forces, Kutcher agreed.  

KUTCHER AND OSEARY JOINED WITH Burkle to 
form A-Grade Investments in 2010 (the first three let-
ters of the fund represent each founder’s first name). 
The billionaire contributed $8 million and the use of 
his back oice, while Kutcher and Oseary added $1 mil-
lion each of their own. A-Grade’s early checks started 
out in the $50,000 to $100,000 range, gradually push-
ing into seven- figure territory. The trio targeted start-
ups with three traits: appealing founders with whom 
they actively wanted to work; a problem-solving mis-

dropped out and moved to New York, then Los Angeles.
His big break came in 1998 with That 70s Show, 

where he starred as dopey hunk Michael Kelso, fol-
lowed by a string of similar film roles. But while he was 
being typecast for stupidity, he began honing his chops. 
In 2003 he created and hosted a hidden-camera prac-
tical-joke show for MTV, Punk’d. By the time his Vita-
minwater inspiration struck, he’d founded a full-blown 
production company, Katalyst. His digital chief, Sarah 
Ross, whom he’d poached from TechCrunch, began in-
troducing him to Silicon Valley elites, including Ron 
Conway and Michael Arrington. “I spent 90% of my 
time just listening,” says Kutcher.

“There was definitely a period there in which very, 
very few people outside the Valley were taking any of 
this stuf seriously,” says Andreessen. “He started doing 
it when it really wasn’t cool.” 

He learned his lessons well. Kutcher is fluent in the 
language of tech startups, and it isn’t just token jargon. 
At a private dinner at the Forbes Under 30 Summit last 
year, Kutcher spent a half-hour leading a vigorous de-
bate with a bunch of media heavies on the correct ratio 
to optimize Web traic and digital advertising revenue. 
He is, in essence, the football jock who started hanging 
out with the math nerds and eventually demonstrated 
that he was one of them. “Once you learn how to iden-

tify a snow leopard,” says Kutcher, “it’s pretty easy to 
see a snow leopard coming along.”

Andreessen invited him to plow $1 million into 
Skype in 2009. When Microsoft bought the company 
18 months later, Kutcher’s outlay quadrupled in value. 
He was hooked. More important, he impressed his new 
friends in San Francisco, who were still recovering 
from the Great Recession. 

Oseary, meanwhile, was undergoing a similar meta-
morphosis. Born in Israel, he moved to Los Angeles at 
8 and ended up at Beverly Hills High School, where he 
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“There was 
only one guy 
from our 
community 
that was not 
just doing 
it but even 
kicking 
my ass and 
getting in 
all the right 
deals. It was 
Ashton.”  

C
B
S

Usually cast as the dumb hunk (here, in Two and a Half Men), Ashton 
Kutcher regularly catches people by surprise with his tech smarts.
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Best Employers 

BASF 

By 2050, estimates suggest our planet must 

feed, clothe and shelter 9 billion people. 

With this anticipated population increase 

over the coming decades, chemistry and 

the chemical industry are key solution pro-

viders to enable and drive future growth. 

BASF understands the challenges and 

KU�ƂPFKPI�CPUYGTU�VQ�VJG�MG[�KUUWGU�HCEKPI�

society: What will the cities of the future 

look like? Where will we source the energy 

needed to power the future? How will there 

be enough healthy food for everyone? 

At BASF, chemistry is the ultimate 

enabler to solve the challenges we face. 

The science the company brings is just 

one part of the equation; equally impor-

tant is the chemistry between people.

Celebrating its 150th anniversary in 

2015, BASF added another dimension 

to its ef for ts to create chemistry and 

spark powerful connections with Creator 

Space™, a co-creation effort that brings 

thought leaders and other stakeholders 

together to develop marketable solutions 

to address global issues. 

“When we combine the expertise from 

chemistry and other industries, we are 

closer to finding answers for the chal-

lenges of today and tomorrow,” says Judy 

Zagorski, senior vice president of human 

resources for BASF in North America. 

“The collaborative connections we form 

with our customers and other stakehold-

ers spark ideas, innovation, excitement 

and engagement, and deepen our com-

mitment to what we do every day.”

Feedback Guides Wellness,  
Flexible Work Programs 
Similar innovation guides the process of 

offering new solutions to help employees 

create work-life balance and an environment 

in which great people can do great work.

“Our Total Offer strategy starts with listen-

ing to employees,” says Zagorski. “We have 

C�ENGCTN[�FGƂPGF�XCNWG�RTQRQUKVKQP��HQEWUGF�

on creating a caring, connected environment 

YKVJKP�$#5(��1WT�UVTCVGI[��UKORN[�FGƂPGF��KU�

to be a great place to work, and our programs 

CTG�ƂPG�VWPGF�DCUGF�QP�DWUKPGUU�PGGFU�CPF�

the employee experience.” 

&GEKUKQPU�QP�YJKEJ�DGPGƂVU�RTQITCOU�

to invest in are influenced by employee 

feedback, the external talent market, 

the culture of BASF and the company it 

aspires to be, and cost implications. In the 

OQUV�TGEGPV�DGPGƂVU�UWTXG[��$#5(�PQV�QPN[�

asked employees what they like, but also 

what they would be willing to trade to gain 

more of something else. 

“The study gave us powerful data,” 

says Zagorski. “Our employees value time 

along with money. Many of our employees 

are dual-career, multi-wage-earner fami-

lies, which creates challenges balancing 

time both in and out of work.” 

To acknowledge the time constraints 

and other challenges working families face, 

$#5(�QHHGTU�C�ƃGZKDNG�YQTM�RTQITCO�ECNNGF�

“Designed to Fit,” which is a set of guiding 

principles for managers and employees.

“It is innovative in that it is an absence 

of a policy, per se,” says Zagorski. “We 

encourage our people to find solutions 

tailored to individual and company needs 

and the type of job they do.” 

$#5(�WUGF�KVU�UWTXG[�ƂPFKPIU�VQ�NCWPEJ�

HealthyYOU, a program addressing physi-
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the company, employees engage in many 

types of health-focused competition, track-

KPI�VJGKT�ƂVPGUU�ICKPU�CICKPUV�VJQUG�QH�VJGKT�

colleagues and with their families at home 

who join in the quest for healthier living. 

“For BASF, it is about creating powerful 

chemistry to connect great people inside 

and outside our company,” Zagorski con-

cludes. “BASF is a great place to be as we 

work to deliver on our purpose to create 

chemistry for a sustainable future.”

PROMOTION

BASF employees, thought leaders and community members reimagined sustainable building  
solutions during BASF’s Creator Space™ tour, part of the company’s 150th anniversary celebration.

creating chemistry with employees, customers

Insights and 
Breakthroughs

“For BASF, it is  

about creating  

powerful chemistry  

to connect great  

people inside  

and outside  

our company.” 

— JUDY ZAGORSKI,  
Senior Vice President 

of Human Resources, 

BASF North America 





Kutcher, Oseary and Burkle put $2.5 million into Airbnb, 
a stake now worth about $90 million. They also placed 
$500,000 in Uber—one chunk via Sacca’s Lowercase Cap-

ital, which got in at seed stage, and an-
other directly in later rounds—now 
worth north of $60 million. 

There were missteps aplen-
ty. Kutcher poured cash into—and 
briefl y became creative director of—
Web-based phone service Ooma, 
which cratered after its IPO; he also 

took a bath on 
Uber-for-planes 
app BlackJet. A-

Grade invested in online fashion 
hub Fab.com, watching its 
value soar to $1 billion on 
paper, then plummet to a 
rumored scrap-heap sale 
price of $15 million. 

But like Hollywood and 
music, venture capital is a hits busi-
ness. And even if you take away the 
Uber and Airbnb jackpots, A-Grade’s 
performance remains a solid 3.3x, 
thanks to other winners, includ-
ing a $3 million investment in Spoti-
fy in 2010 (up at least 3x), $300,000 
in Warby Parker two years later (up 
7x) and $1.5 million in Houzz in 2014 
(up 6x).

In 2012 Kutcher, Oseary and 
Burkle decided to raise more money 
for A-Grade and found a veritable 
conga line of billionaires willing to 
put money in. “Tech startups are hit-
and-miss, and I trusted these guys to 
have more hits,” Gef en tells FORBES. 
Adds Cuban: “They both have a great 
feel for what works with consumers.” 
And while there was clearly a cool 
factor at play, Kutcher and Oseary 
also of ered a dif erent kind of ac-
cess—the possibility of getting in on 
future Uber and Airbnb rounds.

“Whether they were betting on us 
or betting on the portfolio, there was 
already upside to be realized,” says 
Kutcher.

Fame can be smart money when 
used properly. When New York 
City tried to restrict Uber’s growth 
through stifl ing regulation, Kutcher 
used his social media reach to pub-
licly blast Mayor Bill De Blasio, who 
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sion statement oriented around saving or enriching 
time; and, fi nally, a business model 
that could be boosted by their in-
volvement.

One of them was the lyrics-and-lit-
erature site Genius, formerly known 
as Rap Genius. A-Grade 
was the fi rst major in-
vestor after the compa-
ny graduated from incu-
bator Y Combinator in 2011. Says co-
founder Ilan Zechory: “Any-
one who’s ever fundraised 
knows how big of a deal that 
is, and how much investors 
tend to wait and see what 
other investors are doing.” 
Kutcher leveraged his 
massive social media in-
fl uence—he holds the dis-
tinction of having the fi rst 
Twitter account ever to top 1 million 
followers—to drive viewers to the site. 
As user numbers surged, Andreessen 
Horowitz invested $15 million in 2012; 
A-Grade had gotten in at a $10 million 
valuation, a number that has since in-
creased by a double-digit multiple.

Kutcher’s career turn began attract-
ing attention, albeit as a novelty. (The 
New York Times dubbed him a “hand-
some ditz” who “mastered the utopian 
lingo of Silicon Valley.”) He was most 
often lumped in with other celebrity 
investors, the likes of Justin Bieber and 
Lady Gaga, who knew enough to listen 
to their managers but not much more. 
“There are a lot of celebrity ‘tourists’ 
in our industry these days,” says bil-
lionaire investor Chris Sacca, who 
graced the cover of last year’s Midas 
List issue. “Famous people lurking 
around trying to get a piece of the pie 
but without bringing any value to the 
table. For Ashton in particular it’s been 
a daily commitment to tech for at least 
eight years now.”

Kutcher represents a fi rst: the celeb-
rity who doesn’t merely take equity for 
an endorsement or even use his fame 
to access deals but actually manages 
money for other people. The A-Grade 
track record let him do that: In 2011 
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A-GRADE REPORT CARD
Kutcher and Oseary have made dozens of invest-
ments over the past decade, both by themselves 
and with their funds. Here’s a comprehensive 
look at where they’ve placed signifi cant bets.

Year Company Entity Outcome

2007 Ooma Kutcher IPOW

2008 Vita Coco Oseary +

2009 Skype Kutcher $VU

2010 Fashism A-Grade x 

2010 Flipboard A-Grade +

2010 Spotify A-Grade U

2010 Turntable.fm A-Grade x

2011 Airbnb A-Grade U

2011 Amen A-Grade $

2011 Duolingo A-Grade +

2011 Fab A-Grade $W

2011 Goatapp A-Grade +

2011 StyleSeat A-Grade +

2011 Tinychat A-Grade $

2011 Uber A-Grade U

2011 Genius A-Grade +

2011 Pinterest A-Grade U

2012 abo hii A-Grade $V

2012 Balanced A-Grade x

2012 BlackJet Kutcher x

2012 Couple A-Grade $

2012 Getaround A-Grade +

2012 Gidsy Kutcher $

2012 MemSQL A-Grade +

2012 Shazam A-Grade U

2012 Signal360 A-Grade +

2012 SmartThings A-Grade $V

2012 Summly A-Grade $V

2012 Votizen A-Grade $

2012 Warby Parker A-Grade U

2012 YourMechanic A-Grade +

2013 Casetext A-Grade +

2013 Citymaps A-Grade +

2013 InteraXon A-Grade +

2013 invi A-Grade +

2013 Panorama Education A-Grade +

2013 Pickwick & Weller A-Grade +

2013 Propeller A-Grade $

2013 taptalk A-Grade +

2013 The Hunt A-Grade $

2013 YPlan A-Grade +

2014 BitGo A-Grade +

2014 BloomThat A-Grade +

2014 Casper Sleep A-Grade +

2014 Change.org A-Grade +

2014 Digitour Media Oseary +

2014 Houzz A-Grade U

2014 Product Hunt A-Grade +

2014 Resy Network A-Grade +

2014 Secret A-Grade x

2014 Timeful A-Grade $

2014 Vicarious A-Grade +

2014 Victorious A-Grade +

2014 Washio A-Grade +

2014 Wit.ai A-Grade $

2015 8i Sound Ventures +

2015 Acorns Sound Ventures +

2015 Airtable Kutcher +

2015 Binti Sound Ventures +

2015 Emerald Therapeutics Sound Ventures +

2015 EquipmentShare Sound Ventures +

2015 Flexport A-Grade +

2015 Fundbox Sound Ventures +

2015 Gigster Sound Ventures +

2015 GitLab  Sound Ventures +

2015 GoButler Sound Ventures +

2015 Handy Sound Ventures +

2015 Moovit Sound Ventures +

2015 Neighborly Sound Ventures +

2015 OpenGov Sound Ventures +

2015 Pager Sound Ventures +

2015 Pocket Sound Ventures +

2015 PubNub Sound Ventures +

2015 Rubicon Global Oseary +

2015 Zenefi ts Sound Ventures U

+: active x: dead/on life support $: sold U: unicorn

SOURCES: FORBES ESTIMATES; CRUNCHBASE; PITCHBOOK.V CON-

NOTES A SALE FOR MORE THAN TOTAL RAISED; W CONNOTES LESS.

At Marc Andreessen’s 
behest, Kutcher invested 
$1 million—and quickly 
quadrupled his money.

The fashion 
retailer is 
so last year: 
After falling 
from unicorn 
status, it sold 
for a rumored 
$15 million.

Kutcher was one of 
many angels whose 
wings were clipped on 
the ill-fated private-
plane-sharing service.

Oseary and Kutcher turned a 
$2.5 million outlay in the lodging 
giant into $90 million on paper.

Disrupting the 
cab industry—
and the notion 
of owning a 
car—drove A-
Grade’s $500k 
investment north 
of $60 million.
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quickly reversed himself. Oseary had his clients, in-
cluding Madonna, publicly use mobile app Flipboard, 
another A-Grade investment. Kutcher even earned a 
scolding from the FTC in 2011 after he plugged a hand-
ful of A-Grade holdings in an online issue of now de-
funct Details magazine that he guest-edited.

This high-touch attitude keeps the opportunities 
flowing. “When you have a reputation for being pro-
ductive and for being a contributor,” says Andreessen, 
“then you tend to get invited to a lot of things.”

THE NEXT CHAPTER OF THE Ashton Kutcher ven-
ture capital journey can be found at the edge of San 
Francisco’s tech-friendly SoMa district in a sun-
drenched loft recently vacated by AngelList. This is the 
new home of Neighborly, a municipal bond crowdfund-
ing startup, fresh of a $5.5 million seed round. Peel-
ing paint greets you when you exit the elevator—Angel-
List ripped out a bicycle-size peace sign and took it to 
its new digs. In its place, says Neighborly founder Jase 
Wilson, a 33-year-old MIT grad, will be a framed quote 
from Ashton Kutcher: “Make bonds sexy again.”

Kutcher and Oseary will manage Liberty’s $100 mil-
lion in a new vehicle, Sound Ventures. Neighborly is 

one of its first investments. “They see things from a 
worldview that we simply, other than them, don’t have 
many people thinking about,” says Wilson of Kutch-
er and Oseary. “It’s not just entertainment, it’s not just 
media. It’s the global connectivity of people.”

“Every single person in our portfolio has our per-
sonal phone numbers,” says Kutcher. “They can call us 
at any point in time, 24 hours a day, whatever it is.” 

Sound Ventures is a big step up: more money, other 
people’s money—Liberty specifically rebufed Kutch-
er and Oseary’s ofers to put in their own millions—
and no grown-up. While Burkle wouldn’t sit down with 
FORBES, his take on the breakup, by e-mail, reads like 
this: “We are as close as we’ve ever been and our teams 
continue to look at deals together.” Adds Kutcher: “Be-
cause we’re such good friends, we never wanted difer-
ent perspectives on the potential market to come into 
conflict.” 

More likely, Burkle, who hasn’t had a boss in years, 
didn’t want to be told what to do. Liberty has veto 
power over major investments and will provide back-
oice support through concert giant Live Nation, in 
which it is the largest shareholder. It was Live Na-
tion’s chief, Michael Rapino, who introduced Kutcher 
and Oseary to Liberty CEO Greg Mafei. Kutcher and 
 Oseary confirm that they’re taking a “typical carry”—
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figure 2% of cash invested and 20% of profits—plus 
performance bonuses.

So why would Liberty place this money with Kutch-
er and Oseary instead of a more established player like 
Greylock or Sequoia? “They would not have agreed, 
maybe, to some of the terms,” says Mafei. “But I think, 
frankly, what is so important is they have a diferent 
way, a diferent world than those other firms.”

Neighborly epitomizes this new way. With Sound Ven-

tures Kutcher and Oseary want to focus on decidedly dull 
fields. Besides crowdsourcing munis (“Making bonds 
sexy again”), they’re already invested in human re sources 
automation (Zenefits), financial transparency for local 
governments (OpenGov) and household service (Handy).

All told they expect to fund 60 to 70 companies 
over the next few years. To pop that $100 million base, 
they’ll need to make larger bets at later stages. “Four 

of them, if we’re lucky, are going to be supernovas, and 
50% are going to break even,” says Kutcher. “And 25% 
of them are going to fall to the wayside. We didn’t have 
to explain that to Liberty.”

The deal could get bigger. They’ve lined up TPG Cap-
ital to provide additional cash if a portfolio company is 
looking for a bigger infusion. And Liberty’s wallet seems 
open, too. “They can always come back and ask for 
more,” says Mafei. Heady stuf for Kutcher and Oseary, 
as they sit in the former’s Burbank dressing room, which 
he’s packed with Chicago Bears memorabilia, brain-
storming about an incubator they might start. Just then 
a stagehand ducks in and asks if Kutcher is ready to start 
shooting. He nods. “I’ll be there in two minutes.”

That interruption ofers helpful perspective. Kutch-
er made $20 million in the last season of Two and a 
Half Men. For Oseary, between recently concluded con-
cert tours of U2 and Madonna, which grossed $152 mil-
lion and $305 million, respectively, he’ll probably take 
home $15 million. This is a passion for these guys. It’s 
not life-and-death.

“If we don’t make a dollar, but we change the world 
in a meaningful way because we solve real problems 
and we support great people and do our best to help, 
the returns are going to be the exhaust of that,” says 
Kutcher. Spoken like a true Silicon Valley veteran.

“When you have a reputation 
for being productive and  
for being a contributor, then 
you tend to get invited to  
a lot of things.”

F

Places farther 

than three 

feet away.

workday.com



Steve Anderson paints 
his toenails blue and 
works alone out of a 

former children’s photo 
studio. By i lling the gap 
between angels and big 
i rms, he’s also become 

the second-best venture 
capitalist in the world. 

The Midas List
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A
fter yet an-
other 12-hour 
day of cod-
ing Kevin Sys-
trom’s nerves 
were frayed. 
It was June 
2010, and he 
had spent seven 

months working on a Foursquare-like so-
cial check-in app that was going absolute-

ly nowhere. Desperate, he 
and his  cofounder, Mike 
Krieger,  decided to chuck 
the app and make a pho-
to-sharing tool instead. 
Now they had to convince 
their founding investor—
a guy named Steve An-
derson, who wrote their 
fi rst check, for $250,000, 
four months earlier. The 
young entrepreneurs 
slumped across the street 
into the appropriately 
named Crossroads Cafe, 

a cheapo San Francisco establishment 
staf ed by  ex-convicts.

Anderson knew the numbers were bad. 
They’d been talking about it for weeks. 
The young founders told him their plan 

to start fresh, not sure 
if their backer would be 
irate, disappointed or 
sympathetic. Anderson 
rubbed the ginger stub-
ble on his chin and stared 
at the table. It didn’t 
take him long, howev-
er, to look up with a grin: 
“Well, what the hell took 
you so long?”

A billion dollars later 
Instagram’s cofounders 

can laugh about that meeting, but Ander-
son’s facetious question told Systrom and 
Krieger all they needed to know. “I meet 
too many people who care too much about 
money in the Valley,” says Systrom. “I 
never felt like Steve was ever worried that 
we were going to screw up. He may have 
been worried, but he showed confi dence.”

That kind of split-second verdict is typi-
cal Anderson, the 47-year-old brain behind 
one of Silicon Valley’s most successful—
and smallest—investment fi rms. As the 
second-highest-ranking member on the 
Midas List, FORBES’ annual tally of the 
world’s top 100 tech investors, he could 
easily join an elite VC fi rm. But his Base-
line Ventures has only one decision maker, 
with an uncanny ability to fi nd and fund 
entrepreneurs with germs of possibly big 
ideas. Instagram, of which his fund owned 
12% when Facebook acquired it for $1 bil-
lion, put Anderson on the radar, coupled 
with other massive scores like Twitter and 
Heroku, which sold to Salesforce for about 
$250 million in 2010. His next crop of po-
tential exits looks just as promising and in-
cludes fi ntech fi rm Social Finance (val-
ued at $4 billion), women’s fashion phe-
nomenon Stitch Fix (on its way to unicorn 
 status) and multiplayer-game publisher 
Machine Zone, the company behind Game 
of War (reportedly raising funds at a valua-
tion of at least $6 billion). With a net worth 
FORBES fi gures is at least $150 million, 
why work for—or with—anyone else?

To underscore his lone-wolf status, 
 Anderson has exiled himself from San 
Francisco’s fi nancial district and the VC 

The Midas List STEVE ANDERSON
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1 Jim Goetz/1
SEQUOIA CAPITAL
WhatsApp

2 Steve Anderson/5
BASELINE VENTURES
Instagram

3 Chris Sacca/3
LOWERCASE CAPITAL
Uber

4 Peter Fenton/2
BENCHMARK
Twitter

5 Mary Meeker/15
KLEINER PERKINS CAUFIELD & BYERS
Facebook

6 Josh Kopelman/4
FIRST ROUND CAPITAL
LinkedIn

7 Neil Shen/8
SEQUOIA CAPITAL
Alibaba

8 Bill Gurley/9
BENCHMARK
Uber

9 Doug Leone/6
SEQUOIA CAPITAL
FireEye

10 Peter Thiel/12
FOUNDERS FUND
Facebook

11 Jim Breyer/13
BREYER CAPITAL
Facebook

12 Paul Madera/7
MERITECH CAPITAL PARTNERS
Facebook

13 Sameer Gandhi/37
ACCEL PARTNERS
Flipkart

14 Scott Sandell/11
NEW ENTERPRISE ASSOCIATES
Bloom Energy

15 Marc Andreessen/19
ANDREESSEN HOROWITZ
Facebook

16 Robert Nelsen/Returnee
ARCH VENTURE PARTNERS
Ikaria

2016 RANK Name /2015 Rank
FIRM
Notable Deal

BILL GURLEY
The NextDoor and 

Uber investor’s 
warnings that startups 

are spending too 
much money looked 

prescient in early 
2016 as tech stocks 

struggled. He helped 
Benchmark hire a 

sixth partner, Scott 
Belsky, in February.

ROBERT NELSEN
The highest-ranking 
health care investor 
on the list has big 
hopes for Illumina 

spinout Grail, which 
plans to create a 

single blood test for 
most types of cancer.

Special thanks to TrueBridge 
Capital Partners of Chapel Hill, 
N.C. for its wisdom and hard 
work in coproducing the 
Midas List.

LEAD REPORTER: Alex Konrad
ADDITIONAL REPORTING:

Steven Bertoni, Shelby Carpenter, 
Kathleen Chaykowski, Matt 
Drange, Miguel Helft, Ryan Mac, 
Brian Solomon, Aaron Tilley, 
Abigail Tracy
LIST EDITOR: Bruce Upbin
DATA SOURCE: Dow Jones 
Venture Source.

Go to forbes.com/midas for 
complete coverage, videos and 
interviews.

“What the 
hell took you 
so long?”: 
Instagram’s Mike 
Krieger and 
Kevin Systrom 
(in this 2011 
photo) scrapped 
an earlier app 
on Anderson’s 
blessing.  



mafiosi on Sand Hill Road in Menlo 
Park, Calif., cutting a dozen deals a 
year out of a former children’s pho-
tography studio in San Francisco’s 
Cow Hollow, a neighborhood better 
known for brunch and Bikram yoga 
than for tech talent. “Someone once 
asked me, ‘How do you do 10 or 12 
deals a year?’ ” says Anderson. “I said, 
‘Remember the next time you’re in 
a Monday morning partner meeting 
talking about deals that your partner 

wants to do or when you’re bickering 
in your oice about the politics of the 
firm. All that time I’m just meeting 
with companies.’ ”

Anderson says the one-man-
band thing is more about freedom 
than ego. He can sign a $500,000 
check within 30 minutes of meeting 
a founder without consulting anoth-

“I never felt like 
Steve was ever 
worried that we 
were going  
to screw up.”

hpe.com/value

© 2016 HPED LP. Numbers based on internal testing. Results may vary. 

Accelerating  
time to value

Stand up infrastructure for new workloads 

in as little as 3 minutes. That’s the power of Hewlett Packard 

Enterprise Composable Infrastructure.



100     |     FORBES     APRIL 19, 2016

er soul. He blasts electronic dance music 
while fi elding calls and meets with suit-
and-tie investors in a hoodie and jeans. 

He paints his toenails 
blue when he dances at 
raves. He’ll skip to Las 
Vegas on a Thursday to 
party with DJs like Dead-
mau5 and Kaskade a few 
times a year or disappear 
for three days on a solo 
bike ride to Lake Tahoe, 
an annual tradition. He’s 
earned this right with 
his stunning returns. An-
derson turned $70 mil-
lion raised across his fi rst 

three funds into $700 million and says he 
has written of  only one-fourth of his port-
folio companies, an enviable batting aver-
age. Twenty of his deals have had exits of 

more than $100 million. 
“My partnership meet-
ings are really short,” he 
says. “Me, myself and I 
have a long debate.”

Baseline’s emergence 
in 2006 helped pioneer 
a new category in ven-
ture: investments that 
lie between the $25,000 
angel-stage sums often 
raised from wealthy in-
dividuals and the $1 

million or more that usually came from 
traditional VC fi rms in the so-called Series 
A round. Baseline’s $250,000 to $1 million 
checks take anywhere from a 5% to a 15% 

stake while giving found-
ers a year to 18 months to 
develop a product with 
minimal pressure. An-
derson has remained true 
to that approach, even if 
that’s led to some painful 
misses. Anderson bowed 
out of joining Dropbox’s 
seed round when its 
founders raised the price 
by just a couple million. 
He also whif ed badly on 

Uber (twice), even after Travis Kalanick 
stood in his oi  ce, gesticulated wildly and 
explained how he as CEO would kill the 

taxi industry. “I just couldn’t see past black 
cars,” Anderson says.

The startups he picks, though, gain a 
valuable ally. Weebly CEO David Rusen-
ko calls him the “best investor you could 
hope for,” one who coached him weekly on 
hiring and dealing with corporate clients 
in the early years. SoFi CEO Mike Cag-
ney says without Anderson his company 
wouldn’t be alive, as the investor stepped 
up to lead a $80 million round after Soft-
Bank had backed out of an earlier $100 
million commitment in the summer of 
2012. SoFi had counted on that money and 
approved some $60 million worth of loans 
with no underlying backing if the fi nanc-
ing fell through. “He didn’t use his position 
to extract a lot of bad stuf  when he had a 
lot of leverage because we needed a deal 
done,” says Cagney. Fellow investor and 
friend Chris Sacca puts it more bluntly: 
“This can be a nasty business, and people 
get screwed over all the time, but you’re 
never going to get Steve to say a harsh 
word about anybody.”

STEVE ANDERSON’S roundabout way to 
Silicon Valley began in a double-wide trail-
er parked in his grandparents’ backyard in 
the Seattle exurb of Issaquah. He and his 
sister lived there with a single mom (his 
father had abandoned the family when An-
derson was 5; Anderson never got to see 
him before he died). His mom was a sec-
retary—at times the family lived on food 
stamps—so Anderson took whatever me-
nial job he could fi nd to earn spending 
money. He was a paperboy, a dishwasher, 
a jeans model, an Alaska cruise tour direc-
tor and one half of a traveling DJ duo that 
spun Duran Duran and Culture Club at 
high school dances.

With the mentorship of a surrogate fa-
ther that he found through a United Way 
Big Brothers program, Anderson got into 
the University of Washington, where he 
studied physics and business. His mom 
wanted him to be a Boeing engineer. That 
didn’t pan out—Anderson’s moneymaking 
extracurriculars turned into him a B stu-
dent. He tried selling minicomputers but 
became obsessed with an idea he had for 
Starbucks. He approached Howard Behar, 
the father of one of his college fraterni-
ty brothers and Starbucks CEO Howard 
Schultz’ right-hand man, with a plan to sell 

17 Yuri Milner/20
DIGITAL SKY TECHNOLOGIES
Facebook

18 Reid Hof man/34
GREYLOCK PARTNERS
Airbnb

19 Mike Maples/14
FLOODGATE
Twitter

20 Carl Gordon/89
ORBIMED ADVISORS
Acerta Pharma

21 Hans Tung/43
GGV CAPITAL
Xiaomi

22 John Doerr/30
KLEINER PERKINS CAUFIELD & BYERS
Uber

23 Jeremy Levine/28
BESSEMER VENTURE PARTNERS
Pinterest

24 Danny Rimer/33
INDEX VENTURES
Facebook

25 Neeraj Agrawal/58
BATTERY VENTURES
Wayfair

26 Jef rey Jordan/82
ANDREESSEN HOROWITZ
Airbnb

27 Rob Hayes/45
FIRST ROUND CAPITAL
Uber

28 Michael Moritz/16
SEQUOIA CAPITAL
LinkedIn

29 Fred Wilson/18
UNION SQUARE VENTURES
Twitter

30 Kui Zhou/61
SEQUOIA CAPITAL
Ourpalm

31 David Sze/27
GREYLOCK PARTNERS
Facebook

32 Xiaojun Li/47
IDG CAPITAL PARTNERS
Xiaomi

33 Gaurav Garg/38
WING VENTURE CAPITAL
FireEye

34 Aneel Bhusri/17
GREYLOCK PARTNERS
Pure Storage

35 Roelof Botha/21
SEQUOIA CAPITAL
Square

36 Brian Singerman/44
FOUNDERS FUND
Stemcentrx

37 Joel Cutler/55
GENERAL CATALYST PARTNERS
Kayak

38 JP Gan/New
QIMING VENTURE PARTNERS
China Internet Plus

2016 RANK Name /2015 Rank
FIRM
Notable Deal
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HANS TUNG
The early investor in 
smartphone maker 
Xiaomi (currently 

valued at $45 
billion) splits his 

time between China 
and Silicon Valley. 

He invested in three 
startups linked to 
Xiaomi last year.

JOEL CUTLER
Cutler met his 

General Catalyst 
cofounder David 

Fialkow when they 
were 8 years old. His 
hits include Airbnb, 

Kayak, Warby Parker 
and Oscar.

FIRMS WITH THE 
MOST MIDAS 

MEMBERS

Sequoia Capital
9

Accel Partners
6

Benchmark

 4
Kleiner Perkins 

Caufi eld & Byers
4

Andreessen Horowitz
4

Greylock Partners
4



beverages via cofee carts. Behar ap-
preciated the enthusiasm and ofered 
Anderson a job as a store manager. 
Within four years Anderson had be-
come a general manager for the Seat-
tle region.

Anderson got into Stanford’s 
Graduate School of Business and 
moved down to Palo Alto in 1997. 
That summer he took a product-
management internship at a blos-
soming online marketplace called 
eBay and earned himself a job ofer. 
Though eBay was about to go pub-
lic, he consulted with then-CEO 
Meg Whitman and eventually de-
clined the ofer in order to return to 

school, missing out on the opportu-
nity to become an overnight million-
aire. He’d have to start the process all 
over again after graduation at Klein-
er Perkins Caufield & Byers, where 
partner John Doerr had been angling 
to hire him.

He arrived at KPCB in the dot-com 
spring of 1999, when the firm was at 
its peak. Its partners sat on the boards 
of powerful companies such as AOL 
and Compaq. Anderson was initial-
ly paired with Doerr, who had just 
scored with the Amazon.com IPO. 
One of his first jobs was to put pa-
perwork together for a deal with two 
Stanford computer science students 
who had a startup with no immedi-
ate plans to make money, only an in-
genious way to change online search. 
“With Google I asked John, ‘Where is 
the spreadsheet that  justifies this in-
vestment?’ ” says  Anderson. “This is 
more art than spreadsheet,” he recalls 
Doerr saying. Kleiner ended up in-
vesting about $12.5 million at a  
$99 million valuation. 

Though Anderson was an unlike-
ly hire for Kleiner Perkins, he quick-
ly made an impression on the veter-

“My partnership 
meetings are 
really short. Me, 
myself and I have 
a long debate.”

Accelerating 
analysis
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ans. Former Oracle president Ray Lane, 
who joined the fi rm in 2000, recalls that 

he was “better at dili-
gence than others” be-
cause CEOs opened up to 
him. Anderson’s legwork 
helped the fi rm avoid a 
disastrous investment in 
last-minute-delivery fi rm 
Kozmo, which eventually 
went belly-up. “Our bud-
dies at Amazon did invest 
at the time,” says Doerr, 
who was originally set on 
the idea. “He was with us 
through the start of the 

boom, and he also saw the worst of times.”
Kleiner provided a solid foundation, 

but, like many venture fi rms of the period, 
it wasn’t designed to promote from within. 

“The program was, 
you’ll work here and 
get experience, but 
you probably can’t 
stay,” says Aileen 
Lee, a fellow asso-
ciate partner who 
has since founded 
Cowboy Ventures. 
Told investors need-
ed more operating 
experience inside a 
big tech company in 
order to make part-
ner, Anderson con-

sidered stalwarts like Cisco and 
Salesforce before accepting a gig 

as a senior mar-
keting director at 
Micro soft. “Steve 
always had a real-
ly good personal 
true north,” says 
Lee. “He’s not 
bothered or dis-
tracted by what 
seems attractive 
to other people.”

ANDERSON 

DIDN’T STAY

away for long. He left Seattle to 
return to the Valley in early 2006 
with the stock market in full re-

39 Todd Chaf ee/31
IVP
Twitter

40 Jenny Lee/10
GGV CAPITAL
Didi Kuaidi

41 Benjamin Horowitz/25
ANDREESSEN HOROWITZ
Twitter

42 Richard Wong/66
ACCEL PARTNERS
Atlassian

43 Aydin Senkut/39
FELICIS VENTURES
Shopify

44 Quan Zhou/Returnee
IDG CAPITAL PARTNERS
CreditEase

45 Alfred Lin/29
SEQUOIA CAPITAL
Airbnb

46 Matt Cohler/63
BENCHMARK
Instagram

47 Navin Chaddha/42
MAYFIELD FUND
Lyft

48 Bryan Roberts/54
VENROCK
Ikaria

49 Ryan Sweeney/51
ACCEL PARTNERS
Groupon

50 Hurst Lin/32
DCM
Tuniu

51 George Zachary/72
CRV
Twitter

52 Promod Haque/26
NORWEST VENTURE PARTNERS
Health Catalyst

53 Salil Deshpande/24
BAIN CAPITAL VENTURES
Lending Club

54 Jim Tananbaum/80
FORESITE VENTURES
Intarcia

55 Lee Fixel/46
TIGER GLOBAL
Facebook

56 Eric Paley/New
FOUNDER COLLECTIVE
Uber

57 Asheem Chandna/36
GREYLOCK PARTNERS
Palo Alto Networks

58 Andrew Braccia/88
ACCEL PARTNERS
Cloudera

59 Mitch Lasky/70
BENCHMARK
Snapchat

60 Bill Trenchard/New
FIRST ROUND CAPITAL
Uber

2016 RANK Name /2015 Rank
FIRM
Notable Deal
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JENNY LEE
The former 

aerospace engineer 
and high school 

kayaking champion 
has spent 15 years 
investing in China, 

backing social 
platform YY in 2010 
before it went public 

in the U.S. in 2012.

ERIC PALEY
Paley makes his 

Midas debut thanks 
to early investments 
in Uber and Cruise 

Automation, an 
autonomous-car 
startup that GM 

acquired in March for 
a reported price tag 

above $1 billion.

covery and talent fl ooding back into tech. 
Mobile was a new continent to colonize, 
and Amazon had just begun renting cheap 
access to its vast computing infrastruc-
ture to startups, eliminating an expen-
sive hurdle for them. Anderson persuad-
ed a couple of Microsoft buddies to de-
fect and start their own cybersecurity fi rm 
that he would invest in, but he couldn’t 
fi nd any other VCs willing to kick in the 
kind of money he wanted, a fi rst check of 
$250,000 or so. Wealthy individuals were 
still happy to put in a few thousand dol-
lars each, but the number of institution-
al funds of $150 million or less, the kind 
most willing to invest a single dose like 
that, had dropped from 178 at the peak of 
the dot-com bubble in 2000 to just 55 in 
2004, according to Thomson Reuters. 

Jettisoning the cybersecurity play, An-
derson decided instead to exploit this gap 
and raise a fund of his own from which he 

WHO’S BEEN 
ON THE LIST 
MOST OFTEN

John Doerr

15
Michael Moritz

15
Jim Breyer 

14
Promod Haque

12
Danny Rimer

10
David Chao

10
Scott Sandell

10

ACTIVE FIRMS

2003 2004 2005 2006 2007 2008 2009

191

153
160

190

211
214

182

RISE OF THE SUPER ANGELS
Ten other Midas Listers got into the same 
game as Steve Anderson, being fi rst funders 
with a $250,000 check and loads of advice for 
founders. The niche got crowded quickly.  

JOSH 
KOPELMAN 
AND ROB 

HAYES, 
FIRST 

ROUND 
CAPITAL

MIDAS #6 
AND #27

AYDIN 
SENKUT, 
FELICIS 

VENTURES
MIDAS #43

MIKE 
MAPLES, 

FLOODGATE
MIDAS #19

STEVE 
ANDERSON, 

BASELINE
MIDAS #2

JEFF 
CLAVIER, 

SOFTTECH 
VC

MIDAS #77

MICHAEL 
DEARING, 
HARRISON 

METAL
MIDAS  #99

CHRIS 
SACCA, 

LOWERCASE 
CAPITAL
MIDAS #3

1 DATA SHOWN ARE ONLY SEED/EARLY-STAGES FUNDS BETWEEN $10 MILLION AND $150 MILLION; ACTIVE 
DEFINED AS FUNDS RAISING MONEY IN ANY OF THE LAST THREE YEARS. SOURCE: THOMSON ONE.

1



would write checks for $250,000 or 
so at a time, more than an individu-
al “angel” would want to risk but too 
small for a VC firm with $500 mil-
lion in funds to manage. The big VC 
firms such as Kleiner or Sequoia rely 

on multibillion-dollar exits to gener-
ate their hoped-for eight or ten times 
returns on $10 million to $50 million 
investments. Anderson could make 
a similar-size return hitting doubles 
and singles, as long as he could get 

“I started 
Baseline with 
the idea that I’m 
playing for the 
$100 million 
outcome.”

2010 2011 2012 2013 2014 2015

144

124
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224

2003 2007 2011 2015
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AMOUNT RAISED
IN RANGE ($BIL)

RON 
CONWAY,  
SV ANGEL
MIDAS #70

BOB XU, 
ZHENFUND
MIDAS #94

DAVE 
MCCLURE, 

500 
STARTUPS
MIDAS #96

© 2016 HPED LP. Source: Fortune Global 2015; HPE Customers 2013 Q3 - 2015 Q2.
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into good startups early. “I started Baseline 
with the idea that I’m playing for the $100 
million outcome,” says Anderson. “And if 
you get a couple of the big ones, your re-
turns will go through the roof.”

This new class of 
“super angels” were no 
hobbyists. They had real 
operating experience  
and could open doors 
at big tech companies. 
The old guard called it a 
fad and criticized super 
angels over the size of 
their investments. “My 
partner Rob [Hayes] 
would get told, ‘Isn’t that 
cute?’ ” says Josh Kopel-

man, who’d exited three startups before 
founding First Round Capital. “We were 
the outside kids, the rebels,” says Aydin 
Senkut, a Google veteran who launched 
Felicis Ventures.

By the late spring of 
2006 Anderson had his 
pitch deck ready to pres-
ent to potential limited 
partners but lacked one 
big thing: deal fl ow. One of 
the fi rst people he called 
was Ron Conway, a legend-
ary angel investor who saw 
most ideas that came along. 
He backed Google and Pay-
Pal and had been a men-

tor from Anderson’s Kleiner days. Con-
way, who had taken a break from active in-
vesting, more than obliged Anderson’s re-
quest for deal fl ow. He was a key investor 
in Baseline Ventures’ fi rst fund and intro-

duced Anderson to Ev 
Williams and Jack Dorsey 
of Twitter, which became 
a big win for the fi rm. 
Conway also brought An-
derson two eventual staf -
ers, David Lee and Brian 
 Pokorny, to help with sift-
ing through ideas. With-
out much of a reputa-
tion, Baseline struggled 
to raise its fi rst $10 mil-
lion fund. Things got eas-
ier after Baseline had its 

fi rst quick score, selling portfolio company 
Parakey to Facebook. This was Mark Zuck-
erberg’s fi rst acquisition, and Baseline had 
seeded Parakey only a year earlier. 

But as Anderson’s stature increased, 
his partnership with Conway began to 
fray over a disagreement on investing phi-
losophy. Conway was getting increasing-
ly excited about social media and want-
ed to focus on it the same way he’d found 
his earlier big wins—backing dozens of 
fl edgling fi rms at once and doubling down 
as winners emerge. Anderson typically 
backed ten companies a year, a much slow-
er pace, across lots of categories. “Steve 
wanted to stay true to his approach,” says 
Lee, who worked with them both at Base-
line. They decided to part ways, with Con-
way taking Lee and Pokorny to start a new 
fi rm, SV Angel.

The irony: Conway went of  to focus on 
social media but missed Baseline’s great-
est social media play ever. Anderson, fresh 
from raising a new $55 million fund in the 
depths of the recession, seeded Instagram’s 
Systrom in February 2010. By April 2012 his 
photo app was a clear winner, and Zuck-
erberg was constantly messaging Systrom 
with overtures to join the Facebook empire. 
Anderson told his young CEO to be wary: 
Instagram had the potential to be at least 
a $5 billion company. But Systrom want-
ed to do a deal at roughly $1 billion in cash 
and stock. Anderson could have blocked the 
deal as a director, but he never even threat-
ened to undermine what his CEO wanted. 
“Even at the number we sold at, that was 
life-changing,” says Anderson. “I didn’t in-
vest to maximize my return. I invested be-
cause I  believed in Kevin.”

ON A DRIZZLY MONDAY in March three 
more entrepreneurs have made the trek 
to Cow Hollow. Anderson has set the day 
aside for investor meetings, but he’s been 

61 David Chao/50
DCM
Renren

62 Steven Ji/22
SEQUOIA CAPITAL
China Internet Plus

63 Jonathan Silverstein/53
ORBIMED ADVISORS
Glaukos

64 Ping Li/67
ACCEL PARTNERS
Cloudera

65 Allen Zhu/New
GSR VENTURES
Didi Kuaidi

66 Bijan Sabet/59
SPARK CAPITAL
Twitter

67 Rebecca Lynn/23
CANVAS VENTURES
Lending Club

68 Scott Shleifer/48
TIGER GLOBAL
Alibaba

69 Deven Parekh/57
INSIGHT VENTURE PARTNERS
Twitter

70 Ron Conway/40
SV ANGEL
Airbnb

71 Jef  Crowe/98
NORWEST VENTURE PARTNERS
RetailMeNot

72 Sandy Miller/71
IVP
Zynga

73 Jeremy Liew/Returnee
LIGHTSPEED VENTURE PARTNERS
Snapchat

74 David Weiden/68
KHOSLA VENTURES
RingCentral

75 Bryan Schreier/83
SEQUOIA CAPITAL
Dropbox

76 Mamoon Hamid/94
SOCIAL CAPITAL
Slack Technologies

77 Jef  Clavier/New
SOFTTECH VC
Fitbit

78 Charles Moldow/56
FOUNDATION CAPITAL
Lending Club

79 Kevin Efrusy/62
ACCEL PARTNERS
Facebook

80 Ted Schlein/99
KLEINER PERKINS CAUFIELD & BYERS
AppDynamics

81 Ken Howery/64
FOUNDERS FUND
Zocdoc

82 Ben Holmes/New
INDEX VENTURES
King Digital Entertainment
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SCOTT SHLEIFER
Shleifer runs the 

public-equity and 
China-focused 

venture deals for 
Tiger Global. His bet 

on JD.com turned 
$200 million into 
about $5 billion.

BEN HOLMES
Holmes is new to the 
list but a veteran at 

Index, helping open its 
London oi  ce in 2002. 

He returned more 
than $700 million to 

Index after 2014 IPO of 
meal-delivery fi rm Just 

Eat and discovered 
gamemakers King and 
Supercell for the fi rm.

Ron Conway split 
from Baseline to 
focus on social 
media but missed 
the � rm’s biggest 
social media play
ever: Instagram.
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new way to assign people into groups.
No matter how successful startups be-

come, they always have a crisis or ten. In 
late 2012 Stitch Fix CEO Katrina Lake was 
getting perilously close to not making pay-
roll and had been turned down by 20 ven-
ture fi rms. Anderson, who had written her 
fi rst check, told her to take a vacation over 
Christmas and gave her $250,000 more to 
keep the business afl oat. Earlier this year 
Manik Singh, the CEO of Threadfl ip, a 
used-clothing marketplace that had raised 
$22 million, came to Anderson to tell him 
he was shutting down the service. Ander-
son, an investor in Threadfl ip, said do it. 
“‘You’re not working for me so I can have 
some large exit,’ ” Singh recalls Anderson 
telling him. Threadfl ip’s closure wiped out 
millions of dollars in capital, including ap-
proximately $1 million from Anderson. Of 
such  situations, Anderson shrugs. “I don’t 
want them feeling they’re working for me 
to get back ten cents on the dollar,” he says. 
“I’m a big boy, and I’m in this business to 
lose money, too.”

Anderson has made a lot of money for 
his backers because there have been more 

able to slot in a few minutes for founders 
who need some coaching. He so zealously 
guards his time that his assistant will inter-
rupt every meeting with ten minutes left to 
ensure he doesn’t run over. When the en-
trepreneurs from small business schedul-
ing software company Homebase go over 
their latest numbers and wonder aloud 
why customer sign-ups have slowed down, 
Anderson looks at the stats before giving 
simple advice. Let’s hire an internal p.r. 

person to generate buzz 
to attract new users, he 
says, and they nod. In an 
earlier meeting Sidharth 
 Kakkar, the CEO of edu-
cational technology com-
pany Front Row, asks An-
derson for the best way 
to fi re inei  cient workers 
and streamline the teams 
reporting to him. After a 
small discussion Ander-
son takes to his white-
board and diagrams a 

83 Peter Levine/New
ANDREESSEN HOROWITZ
GitHub

84 Anton Levy/69
GENERAL ATLANTIC
Alibaba

85 Forest Baskett/Returnee
NEW ENTERPRISE ASSOCIATES
Tableau Software

86 Shervin Pishevar/81
SHERPA VENTURES
Uber

87 Izhar Armony/85
CRV
RPX

88 Jef rey Lieberman/New
INSIGHT VENTURE PARTNERS
Delivery Hero

89 Ben Nye/96
BAIN CAPITAL VENTURES
LinkedIn

90 Richard Liu/74
MORNINGSIDE GROUP
Xiaomi

91 James Topper/New
FRAZIER HEALTHCARE VENTURES
Acerta Pharma

92 Theresia Gouw/Returnee
ASPECT VENTURES
Prosper
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THERESIA GOUW
Gouw cofounded 
Aspect Ventures 

two years ago with 
Jennifer Fonstad 
after 15 years at 

Accel. She focuses 
on e-commerce and 
security tech such 
as Cato Networks, 

which of ers network 
security as a service.
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say that Baseline has to live on beyond my 
interest in it,” he says. “I don’t have that 
need to build an institution.” He’s even giv-
ing up the Cow Hollow place. Rents are too 
high for him in San Francisco, so he’s going 
to set up in cheaper digs at a co-working 
space downtown. 

For now Anderson is having too much 
fun to slow down. At 
this story’s photo shoot 
he gleefully goes along 
with the photographer’s 
idea to cover his hands in 
gold paint, a not-so-sub-
tle metaphor for his high 
placement on the Midas 
List. After modeling for 
the better part of three 
hours, Anderson goes of  
to clean up before a phone 
call with an entrepre-
neur. The soap and hot 
water slowly wash away 
the gold sheen from Anderson’s freckled 
hands. Is it a sign?

“I damn well hope not,” he says with a 
smile.

Stitch Fixes than Threadfl ips. The startup 
economy has gotten far tighter lately, and 
Anderson is prepping his companies for 
another correction, the third of his career. 
“I’m not sure if it’s going to be a blood-
bath or just some heavy vein bleeding,” 

he says. He made only two investments 
in the last quarter of 2015—not a trage-
dy but a sign of being even more choosy. 
If there is an even bigger crash in early-
stage funding, Anderson says he is open 
to changing his playbook to invest beyond 
the seed stage.

There’s also nothing stopping Anderson 
from walking away. He’s already made a 
fortune and played a role in some of the big 
tech companies of his era, and unlike the 
bigger fi rms, there’s no one to answer to if 
he’s ready to call it quits. “My ego doesn’t 

93 Satish Dharmaraj/90
REDPOINT VENTURES
Pure Storage

94 Bob Xu/New
ZHENFUND
Meicai

95 Harry Weller/41
NEW ENTERPRISE ASSOCIATES
MongoDB

96 Dave McClure/New
500 STARTUPS
Credit Karma

97 Steve Jurvetson/Returnee
DRAPER FISHER JURVETSON
SpaceX

98 Beth Seidenberg/91
KLEINER PERKINS CAUFIELD & BYERS
Flexus Biosciences

99 Michael Dearing/100
HARRISON METAL
Thumbtack

100 Joe Lonsdale/New
8VC
Oculus VR

T O P  1 0 0  V E N T U R E  C A P I TA L I S T S
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JOE LONSDALE
The youngest (age 33) 
Midas Lister launched 

a new fi rm called 
8VC to capitalize on 
his earlier successes 
in Oculus VR, which 
Facebook acquired 

in 2014 for $2 billion, 
and reported unicorns 
such as Illumio, Wish 

and Oscar.

Anderson made only 
two investments at 
the end of 2015 and is 
prepping his portfolio 
for a correction. 
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METHODOLOGY
We rank VCs on the number and size 
of exits over the past fi ve years, with 
a premium on early-stage deals. We 
count only exits above $200 million, 
or private rounds valuing companies 
at $400 million or more.F
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THE
WORLD’S MOST 
AUDACIOUS
REAL ESTATE

PROJECT

F
lying in the back of a black helicopter 700 feet above the Panama Canal, with the side 
door flung wide open, Colombian billionaire Jaime Gilinski peers down at what was, 
until 1999, a U.S. military airfield. “From here to the water is all ours,” he says through 
the chopper’s headset, pointing at a patch of land the size of a small city. “It was a 
white canvas to develop from the beginning.” 

We look out over dozens of stores, oice buildings and warehouses with names such as Dell, 
3M and Caterpillar emblazoned on their sides. Scanning the 4,450-acre expanse, Gilinski points 
out a university campus, hundreds of new homes, a basketball court, schools, parks and even an 
airport. Construction sites are everywhere: Here will be an amphitheater, there a golf course, 
here a shopping mall, there a hospital.  

It is the world’s most audacious real estate project, which started as nothing more 
than the harebrained idea of the man in the helicopter. The son of a serial entrepreneur 
who tried his hand at several businesses before hitting it big manufacturing hand tools,  
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HOWARD AIR FORCE BASE WAS ONCE AN IMPOSING 

MILITARY INSTALLATION ALONGSIDE THE PANAMA 

CANAL FROM WHICH THE UNITED STATES FOUGHT 

GUERRILLAS AND HUNTED DOWN DRUG DEALERS. 

SIXTEEN YEARS AFTER THE AMERICANS LEFT, THERE 

IS A NEW MAN IN CHARGE: COLOMBIAN BUSINESSMAN 

JAIME GILINSKI, WHO IS TURNING THE BASE INTO 

A BRAND-NEW CITY. HE HAS ALREADY MADE $1.4 

BILLION—AND THERE ARE BILLIONS MORE TO COME. 

BY DAN ALEXANDER
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Gilinski, 58, turned around the largest bank in Colom-
bia in 1994, merged it with a rival in 1998 and then began 
scouring the globe for his next big deal. After U.S. troops 
pulled out of Howard in 1999, he began dreaming of ways 
to redevelop the base, which covers an area more than five 
times the size of Central Park.  

There was only one problem: He had zero real estate 
experience. So Gilinski contacted Ian Livingstone, a 
neighbor down the street in England (where Gilinski 
lives today, having fled his native Colombia in 1998 amid 
an increase in kidnappings by the guerrilla group FARC). 
Livingstone and his brother Richard became billionaires 
developing real estate in Europe but had never before 
invested in Latin America. When Ian was on a vacation 
in the Bahamas in 2004 Gilinski persuaded him to stop 
by Panama and take a look. They rented a helicopter and 
from the sky surveyed the land, framed by the Panama 
Canal, the Pacific Ocean and the Pan-American Highway, 
which stretches from Canada to Argentina. Together they 
concocted a grandiose plan: to buy the wasteland of bunkers 

and barracks, rename it Panama Pacifico and build an en-
tirely new city from scratch.  

“We’ve built a lot of big developments in many parts of the 
world,” Livingstone says. “I’ve not personally visited or seen 
anything that was bigger or so full of opportunity.” 

The two men made natural partners, with Livingstone’s 
real estate chops complementing Gilinski’s local fluency 
and financing expertise. In an early meeting Ian grabbed a 
piece of paper and a marker and started drawing up a new 
city—complete with a logistics hub, plus enough houses 
for 70,000 people. Gilinski’s job was to secure money, 
convince government oicials of the plan’s worthiness and 
make the sketch a reality. 

“It looked at the time like a pipe dream,” says Augusto 
Arosemena, Panama’s minister of commerce and industry. 
“Panama didn’t know what to do with all of the land that was 
used by the Americans, the Army and the Air Force. We need-
ed someone with [Gilinski’s] vision, his drive and his connec-
tions to make a project like this feasible.”

Twelve years after the initial helicopter ride, the 

JAIME GILINSKI
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Sitting at the nexus of global trade, Gilinski’s project has lured corporate giants like BASF, Grainger and Heinz to the shores of the Panama Canal.
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new city is coming to life, and that means big money for 
Gilinski. The entire property is now worth an estimated 
$3.6 billion, with land selling at more than 25 times its 
original price. Gilinski has personally made $1.4 billion 
from the project. And even though he has already con-
structed close to 1,000 buildings, 85% of Panama Paci-
fico remains undeveloped land. That means there is a lot 

of work to do—and billions 
upon billions more to make. 

AFTER A DAY OF TOURING 
the grounds Gilinski heads to 
the airstrip, where his private 
jet is waiting. We climb aboard 
the Dassault Falcon 7X, a fan-
tasy plane with padded floors, 
steamed towels and luxurious 
leather seats. The jet speeds 
down the old Air Force runway 
and takes of for Bogotá. The 
billionaire kicks of his shoes, 
unhooks a few buttons on his 
Oxford and begins recounting 
his life story. 

When he was 11 years old 
he stole his parents’ car, taking 
it out for a ride and totaling it. 
His father, Isaac, an entrepre-
neur who owned a midsize tool 
manufacturing company at the 
time, didn’t yell or scream. “He 
only said, ‘Now you have to pay 
to fix the car,’ ” Gilinski recalls. “I 
had to work every Saturday for 
four years.” 

The work ethic stuck. At 
16 Gilinski graduated from 
high school and applied to 11 
American colleges, even though 
he spoke limited English. He 
received acceptance letters 
from only two. So he packed his 
bags for Georgia Tech but soon 
began dreaming of Harvard. 
Three years later, at 19, he was 
accepted into Harvard Busi-
ness School’s Class of 1980. 
Upon graduation he took a job 
at Morgan Stanley for one year, 
then returned home with a new 
goal: to take everything he had 
learned in the States and use 
it to become one of the most 

prominent businessmen in Latin America. 
In 1993 the government of Colombia announced it was 

privatizing Banco de Colombia. Neither Jaime nor his father 
had anywhere near enough money to buy it, but Gilinski per-
suaded his dad to become a 50-50 partner in a wild scheme. 
“There is a moment in life,” he says, “when you have to take 
all of the risk, just put all of the cards on the table.” 

JAIME GILINSKI
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Central American Truman Show: Panama Pacifico’s endless rows of cookie-cutter homes.
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Jaime set out to raise money from 100 international inves-
tors, including George Soros, leveraging hundreds of mil-
lions in debt without putting down a single dollar of his own. 
“This is a true story,” Gilinski says. “I was able to raise $376 
million, and that was my bid. I didn’t have any more money. I 
bid what I had, divided by the shares. And then I left $2 or $3 
million to pay the legal fees and the bankers, because if I had 
lost, I would still have to pay those guys.” 

He won and turned the bank around, paying down the 
debt by selling noncore assets like a fertilizer company and a 
steel business. Annual profits went from $10 million to $50 
million in three years, as he got rid of 10,000 of the bank’s 
14,000 employees through a combination of divestitures and 
layofs. Gilinski merged Banco de Colombia with one of its 
top rivals in 1998, and after selling of their stakes, he and his 
father walked away with $400 million apiece. The deal pro-
vided Gilinski with not only the seed capital for the Panama 
project but also the model: Buy a huge government asset, 
invest as little money out-of-pocket as possible, start churn-

ing profits, sell for a fortune and—most critically—do it all 
alongside world-class partners.

“Soros, he liked me immediately,” Gilinski says. “He saw 
my eyes, he saw myself and he said, ‘What do you need?’ In 
life you need those moments. With Livingstone we were on 
a helicopter. We were not partners. He came here, he saw it 
and said, ‘I’m in. Whatever you want to do, we’ll go with it.’ ” 

Today Gilinski, who is worth an estimated $3.9 billion, 
doesn’t have to cobble together groups of 100 investors 
for his projects anymore, but he hasn’t stopped hustling 
around the world to forge relationships. He claims London 
as his home, but he also has houses in New York, Panama, 
Miami and Colombia. He spends more time traveling than 
he does living at his U.K. address, hitting the road 200 
days a year with three cellphones at his side to talk with 
businessmen and government leaders everywhere. He dis-
regards time zones and sleeps six hours a day, eats at odd 
hours and holds meetings at any time of the day. 

We deplane, and two black SUVs are waiting for us. I hop 
into one and head to the hotel after a long day. Jaime isn’t 
done working. He climbs into the other car and speeds away, 
with a fleet of armed bodyguards trailing him, to a dinner 
with an old friend from Harvard, Juan Manuel Santos, the 
president of Colombia. 

“I have a lot of good friends who are now in important po-
sitions,” Gilinski says. “The human part is the key.”

GILINSKI’S POLITICAL CONNECTIONS have been criti-
cal in Panama as well. His wife was born into a prominent 
Panamanian family, and Gilinski has owned a small bank on 
the isthmus since 1994. His ties with the country have only 
strengthened over time. Today he serves as a political afairs 
attaché at the Panamanian embassy in London. 

 Without such deep roots in Panama he would have never 
even found out about the old Air Force base. Back when the 
Americans still controlled the land, he and his wife would 
stop at the supermarket near Howard to pick up American 
goods like bubblegum and potato chips. The base itself was 
of limits. 

In 1977 President Jimmy Carter signed a deal with dicta-
tor Omar Torrijos, abolishing the Canal Zone and promising 
to hand over the canal itself by the end of the century. Over 
the ensuing two decades the United States kept a strong 
presence at Howard, using it to fight in the war against drugs 
and to carry out missions in Honduras, El Salvador and even 
Panama itself. 

In 1989 George H.W. Bush ordered 
an invasion of Panama to oust Manuel 
Noriega, the narco-dictator who was in 
cahoots with Pablo Escobar’s Medellín 
drug cartel. On the night of Jan. 3, 1990 
Noriega turned himself in to U.S. au-
thorities, who brought him to Howard, 
where Drug Enforcement Administra-

tion agents arrested him. Ultimately convicted of racketeer-
ing and cocaine traicking, Noriega sat in a Miami prison 
until 2010, when he was shipped to France and thrown in a 
Paris jail for money laundering, before authorities extradited 
him to his home country to serve more time for murder.

The U.S. invasion that deposed Noriega was painful. Hun-
dreds of civilians died, and the General Assembly of the Unit-
ed Nations condemned the act as a violation of international 
law. In 1999 the last of the U.S. troops shipped out, nearly 90 
years after they had first arrived during the construction of 
the canal. 

The Panamanian government took over the Air Force 
base and began casting about, searching for ways to sell of 
small chunks to various developers. For five years the land 
remained vacant. Then in 2003 Gilinski and Livingstone ap-
proached oicials with an idea the government hadn’t yet 
considered: selling all of the land at once to a single group, 
which would develop a master plan for the site. The partners 
hired designers to pin down the details of Livingstone’s initial 
sketch—where exactly to put the warehouses, retail shops 
and homes. Everything was carefully spaced so residents 
wouldn’t constantly hear planes flying overhead or semi-
trucks rolling by. Gilinski and Livingstone said they would 
invest hundreds of millions of dollars and asked for a litany of 
government concessions in return. 

The government came back with a mixed response. The 

JAIME GILINSKI

JAIME RAISED $376 MILLION FROM 100  
INTERNATIONAL INVESTORS, INCLUDING 
GEORGE SOROS, WITHOUT PUTTING DOWN  
A SINGLE DOLLAR OF HIS OWN. 
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JAIME GILINSKI

good news: It would turn the old Air Force base into a corpo-
rate dreamland, where many companies would pay virtually 
no taxes, could stay open on Sundays and holidays, would 
pay a fixed rate for overtime and would get expedited visas 
for all of their employees. If they needed anything else from 
the state, they could go straight to a newly created govern-
ment agency, Agencia Panamá Pacífico, whose job was to cut 

through red tape elsewhere in government. 
The bad news: The oicials were going to steal their 

idea for a master plan, pitch it to competing develop-
ers and hold an auction for rights to the base. Seventeen 
groups submitted proposals for the projects, but only four 
made it past the prequalification process, which required 
adequate financing and development experience. Ulti-

FRIENDS IN HIGH PLACES
Jaime Gilinski relied on two billionaire partners, developers Ian and Richard Livingstone, to build Panama Pacifico.  

But the Livingstone brothers are just two of the ten-figure friends in Gilinski’s Rolodex.

John Paulson
SOURCE OF WEALTH: Hedge funds
NET WORTH: $9.8 billion
Studied with Gilinski at Harvard Business School; 
the two have been friends ever since. “If I need a 
contact, I just make a phone call and say I need 
to meet a guy,” says Gilinski.

George Soros
SOURCE OF WEALTH: Hedge funds
NET WORTH: $24.9 billion
Struck a back-of-the-napkin deal to invest  
$50 million in Gilinski’s plan to take over the 
 largest bank in Colombia in 1994.

Carlos Slim Helú
SOURCE OF WEALTH: Telecom
NET WORTH: $59.6 billion
Reportedly hosts a supersecretive convention 
each year with dozens of the richest people in 
Latin America, including Gilinski.

Norman Braman
SOURCE OF WEALTH: Art, car dealerships
NET WORTH: $1.8 billion
Close neighbor of Gilinski on Miami’s exclusive 
Indian Creek Island, a billionaires’ paradise with 
its own private police force. Investors Carl Icahn 
and Eddie Lampert also have houses nearby.

Isak Andic
SOURCE OF WEALTH: Clothing retail
NET WORTH: $3.7 billion
The Mango founder is also one of the largest 
individual shareholders of Spanish bank Banco 
Sabadell, alongside Gilinski.

Luis Carlos Sarmiento
SOURCE OF WEALTH: Banking
NET WORTH: $10.4 billion
The friends were rivals in the mid-1990s, when 
Gilinski was running Banco de Colombia, the top 
competitor of Sarmiento’s Banco de Bogotá.
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mately just two groups, the Gilinski-Livingstone partner-
ship and a consortium of the richest families in Panama, 
made final bids. 

The showdown had clear rules. Land prices were initially 
set at less than $5 per square foot, roughly half of the market 
value at the time, according to local real estate appraisers. 
(Each year the price of the land is ratcheted up with infla-
tion.) The property would come with a host of tax breaks and 
other government concessions. And the winner would be the 
group that was willing to guarantee the most investment over 
40 years. 

Gilinski and Livingstone submitted their ofer, promising 
$705 million in investment, which they said would generate 
40,000 new jobs. Those sorts of numbers would be signifi-
cant in any country but especially in Panama, where $705 
million represents 5% of estimated government spending 
today (15% in 2007) and 40,000 jobs is the equivalent of 2% 
of the nation’s workforce. Their bid only barely defeated a 
$702 million proposal from the rival group. 

Victory in hand, the partners sealed a contract with the 
administration of President Martín Torrijos (the democrati-
cally elected son of the dictator who had signed the 1977 
agreement with Jimmy Carter), put down a $20 million pay-
ment and took over the property. 

It was a steal. One year after the purchase, with barely any 
new construction on the site, Gilinski hired advisers from 
the Boston Consulting Group to value the project. Their 
conclusion: It was worth $1.2 billion to $1.6 billion, roughly 
twice what Gilinski and his partners had committed to invest 
over 40 years and more than 60 times their down payment. 
Gilinski took the valuation and started searching for buyers, 
figuring he could sell a huge tract of land in a dream location 
to foreign investors. 

In fall 2008 his plan spiraled downward. Global markets 
collapsed, and the last thing international investors wanted 
to buy was real estate. But according to the government con-
tract, Gilinski was required to keep investing in the project. 
He started putting up empty warehouses and laying out basic 
infrastructure for vacant lots. At the same time he was fortu-
nate enough to still be sitting on a pile of cash from the Banco 
de Colombia deal.

With American and European markets falling apart, Gil-
inski scanned the global economic landscape and headed to 
the one part of the world that was still riding high, the Middle 
East. In 2008 the price of oil peaked at $140 per barrel, nearly 

four times the price today. Arab rulers had more money than 
they knew how to invest. 

Still, it took Gilinski until 2010 to strike a deal. In the first 
three years after the partners acquired the property, they 
invested $80 million to lay out basic infrastructure, building 
roads, stop signs and streetlights, upgrading water pumps 
and electrical systems, and even cleaning up bunkers and un-
exploded bombs left by the U.S. military. Slowly, the govern-
ment concessions helped draw tenants, like 3M (2009), W.R. 
Grace (2010), and VF Corp. (2010). 

By August 2010, 40 businesses were renting small spaces 
at the project, and the property was turning a modest profit. 
It was enough to make managers of sovereign wealth funds 
in the Middle East take notice. The property was just the sort 
of flashy bet (a new city next to the Panama Canal!) that ap-
pealed to the petro nation of Qatar. In 2010 the nation’s real 
estate investment arm bought a 50% stake in Panama Pacifico 
for an estimated $1 billion. (Livingstone disputes this price.)

Ask around in Panama and you’ll hear that the Qataris 
overpaid. “It seems to me like [a] $2 
billion [valuation] is way, way of,” says 
William Herron, the president of Pana-
mericana de Avalúos, a Panama City-
based real estate valuation firm. “I don’t 
see $2 billion there at all. No. I don’t see 
it. Two billion? That’s a hell of a lot of 
money, especially by our standards.”

The sale instantly made Gilinski a billionaire. And 
even though he retained only a 25% stake in the project, 
he remains the chairman, and his brother-in-law is the 
CEO. Along with Gilinski and Livingstone, two Qataris 
now sit on the board of four. Gilinski and Livingstone 
talk every week to go over the details of the project, and 
the Qataris fly in for board meetings twice a year. (The 
Qataris didn’t respond to repeated requests to be inter-
viewed for this story.) 

At the same time as the Qatari transaction, Gilinski 
negotiated a side deal to buy a 5.8-million-square-foot lot 
from the project, a third of which he sold to SABMiller 
five years later. The beer giant is now clearing dirt for a 
$400 million brewery on that tract of land, which, if all 
goes as planned, will make it the most significant invest-
ment in the project so far. 

“[Gilinski] is certainly a very tough negotiator, on both 
sides of the table,” says Mark Rosen, the head of Latin-Amer-
ican investment banking at Bank of America Merrill Lynch, 
who has represented both Gilinski and his opponents in vari-
ous deals over the last 22 years. “I wouldn’t describe him as 
fearless but rather as cautious and calculating.”

SINCE 2010 NEITHER Gilinski nor his partners have in-
vested a single dollar out of their own pockets in the project. 
Instead, they’ve plowed massive cash flows, roughly $1 billion 

JAIME GILINSKI

THE PROPERTY WAS JUST THE SORT OF 
FLASHY BET (A NEW CITY NEXT TO THE  
PANAMA CANAL!) THAT APPEALED TO THE 
PETRO NATION OF QATAR.
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so far, back into new construction—already exceeding the 
$705 million they originally committed over 40 years. 

There is more to come. Investments the size of SAB-
Miller’s attract more companies, such as bottlers who want 
to locate near the factory, which in turn attracts additional 
residents who want to live near their workplaces, who attract 
retailers that want to be close to population centers. A lot of 
companies talk about creating eiciencies of scale, but very 
few can match the sorts of synergies that come from building 
an entire city from scratch. 

All of it plays directly into Gilinski’s hands. Of 
Panama Pacifico’s 194 million square feet of land, 118 
million square feet are slated to be developed, but only 
19 million have been so far. According to the 2007 deal 
with the government, Gilinski and his partners pay for 
the land as they develop it, and the land remains cheap, 
around $5 per square foot (or, in Panamanian terms, $50 
per square meter). Today land in downtown Panama 
City, just across the Panama Canal, sells for as much as 

$275 per square foot. 
Gilinski and his partners don’t sell land directly. In-

stead they buy a square foot of dirt, spend about $110 to 
build residential property on it and then turn around and 
sell houses for $220 per square foot. Even after account-
ing for a 20% margin on the construction of a house, Gil-
inski and his partners make roughly $90 per square foot. 
They could never sell all of the land at once for that much 
money, but their plan is instead to develop it slowly and 
sell of bits and pieces over time, hauling in piles of cash 
along the way. One hundred and eighteen million square 
feet, sold at an average profit of $90, adds up to more than 
$10 billion. 

“We are printing money here,” says Gilinski. “You go 
to Brooks Brothers, and you buy a shirt for $100. One 
square meter of fabric. How can you buy land at half the 
price of a shirt? There is no logic in that. It’s like a stupid 
joke.”

Part of what is driving the project’s success is a surging 
real estate market in the rest of Panama City. For evidence 
of the boom just look across the Panama Canal. The land-
strapped capital has more skyscrapers than any other city in 
the Western Hemisphere, except New York and Chicago. Of 
the 25 tallest buildings in Latin America, 16 are in Panama 
City, and all of them have been built in the last six years. 

Real estate developers are now so desperate for land that 
they are erecting skyscrapers on former swamplands and 
creating artificial islands in the sea.

The government is doing everything it can to keep the 
boom alive. In July it is scheduled to complete a more 
than $5 billion project to widen and deepen the Panama 
Canal. Workers dug the waterway over 100 years ago, 
and ships have been getting bigger ever since. About half 
of the world’s cargo vessels simply can’t fit through the 
canal anymore, meaning lost revenues for Panama, which 
charges about $90,000 per container ship. The new 
project will widen the canal’s locks by 70 feet and deepen 
its channel by 18 feet, allowing much larger ships to sail 
through. The expansion will double the amount of cargo 
that can pass through the canal on any given day. For 
Gilinski that translates into bigger rent checks from his 
warehouses, which already charge 50% more than others 
in the city. 

Two other massive infrastructure projects are even more 
critical for Panama Pacifico. With no 
traic the former Air Force base is just 
15 minutes away from downtown Pana-
ma City, but there are only two bridges, 
causing backups that can extend that 
commute to over an hour. To fix the 
problem, the government is spending 
a billion dollars to build an additional 
six-lane bridge and another $2.5 billion 

to $3 billion for a 14-stop metro line to connect the west side 
of the canal with downtown. The first stop on the metro: 
Panama Pacifico. 

In exchange for all of the concessions the government 
gets a piece of Gilinski’s profits. After deducting big expenses 
like infrastructure and construction, Gilinski and his part-
ners have to pay 25% of their profits back to the government. 

Bigger money will go straight to the developers. Over 
the next five years, Gilinski estimates, the whole proj-
ect will bring in $3 billion of revenues from commercial 
rents and residential sales. Even after plowing most of the 
money back into Panama Pacifico, the partners should be 
able to pay themselves a combined $1.1 billion in dividends 
by 2020. 

With that much cash pouring in, Gilinski is already 
hunting for new opportunities, in both banking and real 
estate. Armed with $500 million in cash after the Qatari 
deal, he took a 7.5% stake in Spanish bank Banco Sabadell 
and snapped up HSBC’s assets in Colombia, Peru and 
Paraguay. Now he and Livingstone are considering more 
real estate investments, making clandestine visits to big 
tracts of land near large cities in Latin America. Gilinski 
recognizes his first act will be tough to follow. “You could 
never get this site again,” he says. “But we really see the 
future in this part of the world.”

JAIME GILINSKI

F

JAIME GILINSKI

“WE ARE PRINTING MONEY HERE.  
YOU GO TO BROOKS BROTHERS AND YOU 
BUY A SHIRT FOR $100. ONE SQUARE METER 
OF FABRIC. HOW CAN YOU BUY LAND AT 
HALF THE PRICE OF A SHIRT?”
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FIRST, DON’T KILL 

IN 2013 MARATHON PETROLEUM paid $2.4 billion to BP for 
an oil refi nery near Galveston, Tex. The move raised eyebrows in 
the industry, because that plant has a tragic past. In 2005 an explo-
sion there killed 15 workers and injured 180. In the three dec ades 
before that 23 other workers had died on the job. And in the years 

AMERICA’S BEST EMPLOYER ISN’T A LEFT-COAST TECH FIRM WITH A CLIMBING 

WALL AND BEANBAG CHAIRS BUT AN OLD-LINE ENERGY GIANT FACING REAL 

PROBLEMS LIKE A DISGRUNTLED UNION AND FATAL PLANT ACCIDENTS.

BY CHRISTOPHER HELMAN
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FORBES

MARATHON

The company ranked at the top of our an-
nual survey of America’s Best Employers. 
Conducted by research fi rm Statista, the 
survey asked workers to rate their company 
on 30 attributes. Marathon ranked excep-
tionally well on Image and Diversity and 
very high on Wages and Workplace. But 
its acquisition of the BP plant gives a more 
concrete look at how Marathon is putting 
its Best Employer bona fi des into action. 

On the fi rst day Marathon took owner-
ship of the plant, longtime refi nery man-
ager Ray Brooks arrived to run it, and al-
most immediately he shut down a key unit 
that showed problems. Then Marathon put 
all the plant’s workers through personal re-
sponsibility training. “They have the au-
thority to stop work if they see something,” 
says Brooks. 

Some of the old BP hands weren’t im-
pressed. They were accustomed to hav-
ing changes proposed and  debated ad nau-
seam in committee. “We used to have par-
ticipation, but they’ve taken all that away,” 
says Burchfi eld. The new crop of Marathon 
managers, he complains, aren’t interested 
in feedback. “They want you to just leave 
your mind at the gate and do what you’re 
told.” 

Heminger is unapologetic. “The dif er-
ence in philosophy is this: Whoever is the 
plant manager, they are in charge. You don’t 
call the corporate oi  ce to make an oper-
ating decision. If maintenance needs to be 
done, you do it.”

Heminger’s confi dence comes from long 

after the 2005 disaster 4 more were killed. 
It’s almost as if Marathon had bought the 
world’s most expensive haunted house.

Federal investigators pointed to BP’s 
broken safety culture as the cause. Instead 
of keeping equipment maintained, it was 
“run to failure.” Managers had a “check the 
box” mentality, doing paperwork instead 
of actually improving safety. Workers per-
ceived managers as “too worried about seat 
belts” and not worried enough about out-
right catastrophes. The 2005 refi nery ex-
plosion wasn’t enough of a wake-up call for 
BP; in 2010 its Deepwater Horizon drill-
ing rig blew up in the Gulf of Mexico, kill-
ing 11, spilling more than 3 million barrels 
of oil and costing the company $54 billion 
and counting. 

Why would Marathon Petroleum, the 
nation’s third-biggest oil refi ner, want to 
take on the risk of owning such a disaster-
prone plant? Well, for one, there’s money 
to be made integrating the former BP plant 
with Marathon’s smaller refi nery literal-
ly across the street. Secondly, Marathon is 
confi dent that its own culture is more than 
strong enough to absorb and defl ect BP’s 
bad karma. “We’ve taken our culture into 
that refi nery,” says CEO Gary Heminger, 
62. “We’re going to operate it with the best 
safety and environmental skills available. 
We’re going to invest in maintenance.”

Easy to say. Harder to do, especially 
when a heavily unionized workforce has 
dif erent ideas of how things should be 
done. Last year workers at the plant went 
on strike for fi ve months. Among the com-
plaints, says Larry Burchfi eld, a 20-year 
veteran of the plant and vice president of 
the local United Steelworkers union, are 
“too much discipline” and “the managers 
have a prison-guard mentality.” 

Marathon hopes it can bring Burchfi eld 
around. Naturally, Rod Nichols, Marathon’s 
human resources director, describes com-
pany culture dif erently. “We have a really 
caring culture that breeds a lot of collabo-
ration,” he says. “People know each other, 
and they feel like a family at work.” 

It sounds like the typical dish of corpo-
rate platitudes and bromides, but lots of 
Marathon’s own employees seem to agree. 

Aerospace & Defense

1 HUNTINGTON INGALLS INDUSTRIES 74

2 ROCKWELL COLLINS 78

3 SIKORSKY 99

4 WOODWARD 139

5 BOEING 142

6 GULFSTREAM AEROSPACE 144

7 PRATT & WHITNEY 189

8 NORTHROP GRUMMAN 196

9 RAYTHEON 204

10 LOCKHEED MARTIN 273

11 GENERAL DYNAMICS 345

12 TEXTRON 349

13 B/E AEROSPACE 391

14 UTC AEROSPACE SYSTEMS 400

15 GENERAL ATOMICS 431

16 ORBITAL ATK 457

17 L-3 COMMUNICATIONS 464

18 BAE SYSTEMS 490

Automotive

1 HARLEY-DAVIDSON 21

2 FORD MOTOR 69

3 MICHELIN GROUP 73

4 BMW GROUP 111

5 DENSO 214

6 HONDA MOTOR 239

7 TOYOTA MOTOR 257

8 TENNECO 276

9 FEDERAL-MOGUL 322

10 NEXTEER AUTOMOTIVE 337

11 NISSAN MOTOR 405

12 BRIDGESTONE 432

13 OSHKOSH 434

14 COOPER TIRE & RUBBER 437

15 GENERAL MOTORS 441

16 VOLVO GROUP 445

17 CONTINENTAL 471

18 GOODYEAR 477

19 PACCAR 497

Banking & Financial Services

1 VANGUARD 54

2 THE HUNTINGTON NATIONAL BANK 121

3 COMERICA 122

4 NAVY FEDERAL CREDIT UNION 143

5 PRUDENTIAL 151

6 EDWARD JONES 155

7 JOHN HANCOCK FINANCIAL 172

8 FIDELITY INVESTMENTS 182

9 FIDELITY NATIONAL FINANCIAL 247

10 CHARLES SCHWAB 250

11 NOMURA 255

12 QUICKEN LOANS 274

13 SYNCHRONY FINANCIAL 299

14 RAYMOND JAMES FINANCIAL 305

15 BMO HARRIS BANK 316

16 TIAA  329

17 WESTERN UNION 340

18 BB&T 341

19 GOLDMAN SACHS GROUP 352

20 AMERICAN EXPRESS 369

21 T ROWE PRICE 381

22 NORTHERN TRUST 383

23 CAPITAL ONE FINANCIAL 394

24 WORLD BANK GROUP 403

25 PRINCIPAL FINANCIAL GROUP 424

26 VISA 428

Business Services & Supplies 

1 CBRE GROUP 15

2 CONIFER HEALTH SOLUTIONS 66

3 SERCO 137

4 COLDWELL BANKER 166

5 COLLIERS INTERNATIONAL 168

6 ECOLAB 175

7 EMCOR GROUP 200

8 CDW 206

9 WEICHERT REALTORS 219

10 BCD TRAVEL 231

11 NALCO 233

12 ADP 278

13 CENTURY 21 REAL ESTATE 335

14 YP 365

15 UNIVERSAL PROTECTION SERVICES 370

16 PAE 374

17 TOWERS WATSON 378

18 VEOLIA NORTH AMERICA 386

19 AEROTEK 399

20 ROBERT HALF INTERNATIONAL 411

21 CSRA 415

22 JLL 417

23 ALLIANCE DATA SYSTEMS 430

24 PITNEY BOWES 478

25 ALLEGIS GROUP 485

Clothing

1 NORDSTROM 124

2 J CREW GROUP 145

3 NIKE 160

4 HANESBRANDS 167

5 H&M 199

6 COLUMBIA SPORTSWEAR 355

7 MICHAEL KORS HOLDINGS 364

8 HOT TOPIC 373

9 MAURICES 379

10 VF CORP. 409

11 DRESSBARN 422

12 DSW DESIGNER SHOE WAREHOUSE 423
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PROMOTION

Best Employers 

The Astellas Way is our shared set of 

values that helps guide our actions and 

decisions, with a focus on patients, own-

ership, results, openness and integrity. 

We believe in embracing open commu-

nication, owning challenges and taking 

responsibility for all outcomes. 

The Astellas Way runs through every 

aspect of our business: our strategy, val-

ues, processes and beliefs, and our more 

than 17,000 employees. It takes every one 

of our employees, with their unique skills, 

experiences and contributions, to make 

the world a healthier place. 

Our teams are collaborative, engaged, 

EJCNNGPIGF�CPF�HWNƂNNGF��CPF�GPEQWTCIG�

each other to be creative and innova-

tive. To support them, we provide our 

employees with resources and opportu-

nities to help them succeed and advance 

their career growth. We know that our 

investments help us achieve more as a 

company. We care for our own people, 

and that care is ultimately reflected in 

our commitment to the thousands of 

patients around the world who rely on 

our medicines.

“This is an exciting time to be a part 

of Astellas,” says Jim Robinson, presi-

dent, Astellas Americas. “Our expertise, 

science and technology make us a phar-

maceutical company. Our culture is what 

makes us Astellas. By living the Astellas 

Way, we are changing tomorrow by doing 

better and impacting the lives of others.” 

 While we focus on bringing new medi-

cines to patients, we also have a strong 

desire to impact the communities in 

which we work and live. 

Each year, our employees participate 

in Changing Tomorrow Day and take part 

KP�XCTKQWU�XQNWPVGGT�CEVKXKVKGU�VJCV�DGPGƂV�

our communities. In addition, Astellas’ 

popular STARGiving program annually 

RTQXKFGU�GORNQ[GGU�YKVJ�ƂXG�FC[U�QH�RCKF�

volunteer time off, and matches employee 

contributions to selected charitable orga-

nizations. With seven employee resource 

groups and leading benefits programs 

that support employees and their families, 

we have received multiple awards for our 

inclusive culture. 

“There’s something special about work-

ing at Astellas,” says Robinson. “Our cul-

ture is unique and encourages us to work 

together to make the world a healthier 

place. Throughout our global locations, 

you can feel the passion we all have to be 

on the forefront of healthcare change and 

our commitment to turning innovative sci-

ence into value for patients.”  

As a global pharmaceutical company, Astellas is focused on the relentless pursuit of new science to 

ensure we are transforming lives and making a difference. All Astellas employees live “the Astellas Way” 

for our patients and for each other.

Astellas Way
The 

“Our expertise,  

science and  

technology make 

us a pharmaceutical 

company. Our  

culture is what  

makes us Astellas.” 

— JIM ROBINSON,  
President, Astellas 

Americas



That’s why we are fully committed to developing medicines 

that make a difference where they’re needed most, in 

areas like oncology, urology, cardiology and transplant. 

It’s also why we focus on bringing together a diverse 

group of people with a common goal: to help transform 

lives. Whether it’s in the offi ce, the laboratory or the 

community, we’re working together to change 

tomorrow. 

At Astellas, we believe we can make a real impact on the future. 

Changing Tomorrow, 
Together

@AstellasUS www.astellas.us
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came in at the highest level in three years 
at $2.9 billion. This year will be more chal-
lenging as the fuel glut has eroded refi n-

ing margins. Most notable: Since the com-
panies’ separation, shares of Marathon Oil 
have fallen 77%, while Marathon Petroleum 
is up 102% to a recent $38.

The union workers aren’t impressed 
with the history or the vision. In Febru-
ary 2015 the United Steelworkers went on 
strike; at 15 sites nationwide more than 
5,000 workers walked the picket lines. 
One by one new contracts were negotiat-
ed, and workers returned to their jobs, ex-

experience. He is a lifelong Marathon man 
who started at the company as a records 
storage clerk 41 years ago. In recent years 
he led the company through its amicable 
divorce from Marathon Oil, which kept all 
the oil and gas fi elds and the Houston head-
quarters; Marathon Petroleum took the re-
fi neries and stuck to its small-town roots in 
Findlay, Ohio (about 50 miles south of To-
ledo), where a century ago the whole busi-
ness was part of John D. Rockefeller’s Stan-
dard Oil. Since the spinout  Marathon Petro-
leum has spent $2.8 billion to acquire 1,245 
fi lling stations and convenience stores from 
Hess Corp. and added them to its Speed-
way chain. Then last year it paid $14 billion 
to absorb MarkWest, a fast-growing pipe-
line operator. To hear Marathon executives 
describe it, their mission is all about build-
ing the best integrated network to get 1.8 
million barrels per day of crude oil through 
their seven refi neries and into America’s 
fuel tanks.

You can’t argue with the results. Since the 
2011 spinout Marathon has bought back 
over $7 billion in shares and tripled its an-
nual dividend (to $1.28 a share) even while 
making big acquisitions. In 2015 Marathon 
saw revenues dip 26% to $72 billion be-
cause of slumping oil prices, but net income 

FORBES

MARATHON
13 PVH (TOMMY HILFIGER, CALVIN KLEIN) 446

14 BEALL’S 448

15 LANE BRYANT 456

16 URBAN OUTFITTERS 481

17 COACH 482

Construction, Oil & Gas Operations, 
Mining & Chemicals

1 MARATHON PETROLEUM 1

2 SKANSKA 42

3 BASF 84

4 ASHLAND 110

5 WILLIAMS 116

6 CHEVRON 156

7 PRAXAIR 165

8 CONOCOPHILLIPS 173

9 DUPONT 176

10 PPG INDUSTRIES 184

11 SHERWIN-WILLIAMS 232

12 KINDER MORGAN 244

13 BLACK & VEATCH 286

14 CH2M HILL 288

15 CLAYTON HOMES 292

16 LUBRIZOL 295

17 HDR 315

18 TURNER INDUSTRIES GROUP 319

19 KIEWIT CORP. 328

20 AIR PRODUCTS & CHEMICALS 338

21 PHILLIPS 66 342

22 EXXONMOBIL 346

23 DOW CHEMICAL 361

24 ROYAL DUTCH SHELL 397

Drugs & Biotechnology 

1 ROCHE 41

2 GENENTECH 65

3 BAXTER INTERNATIONAL 98

4 ABBVIE 126

5 NOVARTIS 129

6 JOHNSON & JOHNSON 153

7 BRISTOL-MYERS SQUIBB 198

8 GILEAD SCIENCES 327

9 BAYER  351

10 TAKEDA PHARMACEUTICAL 357

11 THERMO FISHER SCIENTIFIC 358

12 GLAXOSMITHKLINE 366

13 MERCK 385

14 MYLAN 390

15 LILLY 438

16 AMGEN 463

17 BAXALTA 467

18 PAREXEL 469

19 HOSPIRA 476

Education

1 MASSACHUSETTS INSTITUTE OF 

 TECHNOLOGY 12

2 DUKE UNIVERSITY 14

3 UNIVERSITY OF PITTSBURGH 29

4 MONTGOMERY COUNTY PUBLIC SCHOOLS 31

5 UNIVERSITY OF UTAH 32

6 FLORIDA INTERNATIONAL UNIVERSITY 34

7 JOHNS HOPKINS UNIVERSITY 36

8 U. OF NORTH CAROLINA AT CHAPEL HILL 40

9 STANFORD UNIVERSITY 44

10 HARVARD UNIVERSITY 45

11 WASHINGTON UNIVERSITY IN SAINT LOUIS 46

12 CORNELL UNIVERSITY 47

13 OHIO STATE UNIVERSITY, COLUMBUS 53

14 UNIVERSITY OF CALIFORNIA, IRVINE 55

15 NEW YORK UNIVERSITY 56

16 UNIVERSITY OF CALIFORNIA, LOS ANGELES 63

17 U. OF CALIFORNIA, SAN FRANCISCO 64

18 PALM BEACH COUNTY SCHOOL DISTRICT 70

19 UNIVERSITY OF VIRGINIA 71

20 NORTHWESTERN UNIVERSITY 72

21 VIRGINIA COMMONWEALTH UNIVERSITY 79

22 UNIVERSITY OF TENNESSEE, KNOXVILLE 83

23 UNIVERSITY OF OKLAHOMA, NORMAN 86

24 UNIVERSITY OF FLORIDA 90

25 CHERRY CREEK SCHOOLS 92

Engineering, Manufacturing

1 JOHN DEERE 19

2 CUMMINS 23

3 NUCOR 26

4 WL GORE & ASSOCIATES 43

5 OWENS CORNING 138

6 AMSTEAD INDUSTRIES 149

7 BEMIS 170

8 MOHAWK INDUSTRIES 188

9 SIEMENS 202

10 JOHNSON CONTROLS 207

11 CORNING 216

12 GENERAL ELECTRIC 228

13 FLOWSERVE 245

14 NATIONAL OILWELL VARCO 264

15 TIMKEN 267

16 USG CORP. 269

17 ILLINOIS TOOL WORKS (ITW) 272

18 SHAW INDUSTRIES 282

19 PENTAIR 291

20 WESTROCK 294

21 ROLLS-ROYCE HOLDINGS 308

22 CATERPILLAR 313

23 THOMAS & BETTS 317

24 SEALED AIR 343

  Food,   Soft Beverages,   Alcohol & Tobacco 

1 CARGILL 133

2 GENERAL MILLS 134

3 SCHREIBER FOODS 213

4 KRAFT HEINZ COMPANY 279

5 MARS 311

Best Employers 2016

John Deere /OVERALL RANK 19

Work here for six 
months and you’ll be 
eligible for tuition 
reimbursement. 

BEST EMPLOYERS

GE /OVERALL RANK 228

Employees get 
up to 40% o�  
goods and services 
like electronics, 
restaurants and hotels.

BEST EMPLOYERS
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CEO Gary Heminger (right) with 2 of his 45,000 workers: “I believe in challenging our employees to do their best.”





eight decades of retail success hinges on culture, engagement

maurices
Authenticity Matters Most

Now a billion-dollar brand of the Ascena 

Retail Group, maurices has over 950 stores 

in 46 U.S. states and three Canadian prov-

inces. As the Duluth-based retailer grows, 

it maintains a strong culture. 

“The maurices brand has been around 

for 85 years,” says Stern. “We’ve stayed 

true to our values. Employees are highly 

engaged in the organization.

“A core part of our population has ten-

ure with us,” she explains. “Tenured people 

can carry culture. They carry the heart of 

the company with them. Whether you have 

tenure here or just joined the team, you can 

make a difference—and that is so reward-

ing. That’s the power of our culture.”

Understanding the Customer Story
+VoU�TGHTGUJKPI�VQ�ƂPF�C�TGVCKN�DTCPF�YKVJ�

such clarity about its customer, Stern 

says. “We celebrate our customer for 

exactly the montage of women she is,” 

she explains. “She’s ageless—20s, 30s 

and older. We love that we see moms 

and daughters shopping together. Our 

customer is increasingly diverse in every 

way—size, shape, wealth, race—and we 

welcome that.

“We believe that while cities may be 

known for their fashion, great style can be 

found in every corner of America,” Stern 

adds. “And we continue to work to offer 

great, competitive fashion and an innova-

tive, omni-channel retail environment for 

our customers.”

Beyond Fashion, Giving Back  
to Their Communities 
Maurices goes above and beyond being 

good to people, and actually does good 

for people beyond its own fashion busi-

ness. From clothing donations to crisis 

relief and employee matching programs, 

maurices donates more than $8 million 

back to its local communities annually.

According to Stern, “This ‘do right, 

give back’ philosophy is as old as mau-

rices is, so it is anything but a market-

ing strategy. It’s simply who we are as 

a company—and one of the reasons 

why people love working and shopping 

with us.” 

True to People and the Brand
Clarity, resilience and authenticity keep 

maurices on a steady growth track. 

“We’re growing the maurices’ way,” says 

Stern. “We’re committed to great people 

and a strong culture. The people we hire 

want to make a difference. They listen. 

They want to be a part of the evolution of 

a long-standing brand. At maurices, they 

can grow personally, they can help craft 

process and product, and they can help 

build the future of the brand.”

PROMOTION

For more information about maurices, 

visit maurices.com.

Best Employers 

The culture of maurices first drew Erin Stern to her role as the company’s chief merchant officer.  

“Having a work culture that is in balance with my life and that allows me to be the best version of myself  

is key,” she says. “People who work here find they don’t have to separate their personal and professional  

lives. The culture values authenticity and connection to the communities we serve.”

“We’re committed to great people and a strong culture. The people we 

hire want to make a difference. They listen. They want to be a part of 

the evolution of a long-standing brand.” 

 —ERIN STERN, Chief Merchant O�cer



your day. your style. you.

#discovermaurices

 maurices.tumblr.com
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cept for the 1,000 walking the picket lines 
outside the former BP plant. “The contract 
had worked between USW and BP, but it 
didn’t work between USW and Marathon,” 
says Ray Brooks. The union wanted more of 
a say on worker scheduling and how to im-
plement operational changes at the plant. 
Marathon wanted to make it crystal clear 
who ran the show. For weeks the two sides 
were at  loggerheads. 

To keep the plant operating Marathon 
brought in nonunion managers and special-
ists from other refi neries. The replacement 
team worked grueling hours to show the 
union it could be done. According to nu-
merous executives, they achieved plant rec-
ords. “We operated phenomenally during 
that period,” says Brooks. 

Union leader Burchfi eld isn’t convinced: 
“Prior companies always separated the fi nan-
cials out by site. Marathon doesn’t do that at 
all. They’ve shared no fi nancial data from the 
site,” so there’s no way to prove they ran it so 
well without the union workers. 

No one’s going to get that information. 
Most refi ning companies set up each re-
fi nery as its own business unit. Marathon 
believes this creates unnecessary inter-
nal competition, where each refi nery is just 
working to do what’s best for that refi n-
ery—not for the company as a whole. The 
company used to do it that way years ago, 
but Heminger says he has torn down those 
silos. “I want everybody to work together,” 
he says. It used to be that managers of indi-
vidual refi neries would make their own de-
cisions on what kind of crude oil to buy and 
what kind of products to make, in order to 
maximize their profi ts. But because Mara-
thon’s assets are scattered across the Mid-
west and South, connected by pipelines, 
it makes more sense to manage them ho-
listically. “Every day the refi ners, market-
ers, crude supply, pipeline people all have 
a staf  meeting so they all know what the 
others are doing,” says Heminger. “Because 
some days we might decide we want to run 
more crude at a refi nery in the Midwest 
rather than on the Gulf Coast.” 

“We collaborate; we do not compete,” 
says Connie Bradley, manager of the small-
er Marathon refi nery next to the old BP 
plant. The outcome is that key manag-

ers get to understand the other parts of 
the business and people don’t get short-
changed because they happen to work at 
what might appear to be less of a profi t cen-
ter. Rather than profi tability, the metrics 
for employee performance instead include 
safety and mechanical availability—what 
percentage of the time equipment is ready 
to run. “This leads you to a culture of pre-
ventative maintenance and of really looking 
after your assets,” says Heminger. 

His other passion, he says, is groom-
ing his employees. When Heminger fi rst 
walked in the door of Marathon at age 21, 
his interviewer asked him why he had only 
a two-year associate’s degree. Heminger 
said he came from a large family with six 
siblings, and he just couldn’t af ord more 
education. “So he said, ‘I’ll hire you on one 
condition: that you go back to night school 
and get a bachelor’s degree, and Mara-
thon will pay for it.’ And I thought, There’s 
a company I want to work for.” Heminger 
went on to get his M.B.A., again on Mara-
thon’s dime, and went to work in the audit 
group. “We went all over,” he says, “and re-
ally learned the company. That’s the assign-
ment that broadened my horizons.”

Heminger has baked that into poli-
cy. Temporary assignments are common at 
Marathon. When someone goes on vacation, 
“we will bring someone in from another 
plant to take a look at their job,” says refi n-
ery manager Bradley. “The intent is to give 
them the opportunity to look at something 
dif erent.”

During the strike, one of the replace-
ment workers was Richard Bright, who 
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MARATHON

6 COCA-COLA 334
7 US FOODS 350
8 FRITO-LAY 384
9 ALTRIA GROUP 398
10 KELLOGG 416
11 NESTLÉ 451
12 REYES HOLDINGS 459
13 DANNON COMPANY 460
14 ANHEUSER-BUSCH INBEV 461
15 DOLE FOOD 472

Government Services

1 CITY OF AUSTIN 22
2 NASA 28
3 NEW YORK CITY FIRE DEPARTMENT 38
4 LOS ANGELES COUNTY 39
5 MIAMI-DADE COUNTY 48
6 FEDERAL RESERVE SYSTEM 50
7 SUFFOLK COUNTY 52
8 DEPARTMENT OF STATE 59
9 STATE OF OREGON 67
10 STATE OF CONNECTICUT 76
11 CITY OF LOS ANGELES 93
12 LAWRENCE LIVERMORE NATIONAL 
 LABORATORY 102
13 STATE OF NEVADA 103
14 DEFENSE LOGISTICS AGENCY (DOD) 113
15 AIR FORCE 114
16 STATE OF MINNESOTA 119
17 NEW YORK STATE UNIFIED COURT SYSTEM 181
18 KING COUNTY 192
19 STATE OF COLORADO 197
20 DEFENSE INTELLIGENCE AGENCY 212
21 CITY OF PHOENIX 217
22 PORT AUTHORITY OF NEW YORK &
 NEW JERSEY 221
23 U.S. COURTS 223
24 U.S. NAVY 224
25 PIMA COUNTY 230

Health Care Equipment & Services

1 MEDTRONIC 97
2 STRYKER 193
3 AGILENT TECHNOLOGIES 227
4 ST JUDE MEDICAL 235
5 PHILIPS HEALTHCARE 283
6 CERNER 307
7 ABBOTT LABORATORIES 318
8 HENRY SCHEIN 333
9 PATTERSON 404
10 MCKESSON 407
11 MEDLINE INDUSTRIES 414
12 CARDINAL HEALTH 433
13 BOSTON SCIENTIFIC 470
14 MEDNAX 487
15 HOLOGIC 494

Health Care & Social

1 UNIVERSITY OF IOWA HOSPITALS &CLINICS 7
2 MAYO CLINIC 9
3 SEATTLE CHILDREN’S HOSPITAL 10

4 SHARP HEALTHCARE 16

5 NORTHSIDE HOSPITAL 18

6 PARTNERS HEALTHCARE SYSTEM 24

7 ATLANTIC HEALTH SYSTEM 25

8 YALE NEW HAVEN HEALTH 27

9 HOUSTON METHODIST 33

10 FAIRVIEW HEALTH SERVICES 60

11 PENN MEDICINE 61

12 BAYCARE 75

13 MAIN LINE HEALTH 85

14 CEDARS-SINAI HEALTH SYSTEM 87

15 MEMORIAL HEALTHCARE SYSTEM 88

16 UF HEALTH 89

17 CHILDREN’S HOSPITAL OF PHILADELPHIA 94

18 INTERMOUNTAIN HEALTHCARE 95

19 KAISER PERMANENTE 96

20 VANDERBILT UNIVERSITY MEDICAL CENTER 100

21 MD ANDERSON CANCER CENTER 105

22 PARK NICOLLET HEALTHPARTNERS 106

23 MERCY 108

24 MEMORIAL HERMANN - TEXAS MEDICAL

 CENTER (HOUSTON) 120

25 BAPTIST HEALTH SYSTEM 131

Insurance

1 UNITED SERVICES AUTO ASSOC 5

2 NORTHWESTERN MUTUAL 118

3 UNUM 159

4 BLUE CROSS & BLUE SHIELD OF MICHIGAN 187

5 ZURICH INSURANCE GROUP 265

6 ALLSTATE 270

7 FM GLOBAL 275

8 METLIFE 277

9 HEALTH CARE SERVICE CORP. 284

10 BLUE CROSS & BLUE SHIELD OF

 TENNESSEE 312

11 CHUBB 325

12 STATE FARM 359

13 CIGNA 375

14 ALLIANZ 377

15 BLUE CROSS & BLUE SHIELD OF SOUTH

 CAROLINA 380

16 LOCKTON COMPANIES 387

17 ANTHEM 393

18 PROGRESSIVE 396

19 WR BERKLEY 418

20 TRAVELERS 419

21 UNITEDHEALTHCARE 421

22 WILLIS GROUP HOLDINGS 429

23 MASSACHUSETTS MUTUAL LIFE INSURANCE 435

24 AETNA 440

25 HUMANA 450

Best Employers 2016

Coca-Cola /OVERALL RANK 334

Work here and get 
your charitable 
gifts matched up to 
$10,000.

BEST EMPLOYERS

BEST EMPLOYERS

Yale-New Haven Health /OVERALL RANK 27

Take up to 16 weeks 
a year for parental 
leave or to care for a 
sick friend or family 
member.



What makes us one of Forbes’ 
Best Employers of 2016? Heart.

From our operations on the ground to positions at 35,000 feet, everything our 

Employees do, they do with Heart. Because to us it’s more than a career, it’s a cause. 

That’s why Southwest® was named one of Forbes’ Best Employers in 2016. 

Discover what makes your Heart beat at Southwest.com/careers.



PROMOTION

Best Employers 

Learn more about our careers at 

HanesBrands Inc. www.hanes.com/corporate

The atmosphere at HanesBrands is collaborative, 

data-driven and results-oriented, says Elizabeth 

.��$WTIGT��EJKGH�JWOCP�TGUQWTEGU�QHƂ�EGT��p+V�TGNKGU�

JGCXKN[�QP�ENGCT�UVTCVGIKE�FKTGEVKQP��HTGG�ƃ�QYKPI�

communication and disciplined execution. These 

behaviors are key to executing our Sell More, 

Spend Less, Make Acquisitions strategy. 

p9JGP�+�ECOG�QP�DQCTF�KP�������KV�YCU�ENGCT�

VQ�OG�VJCV�KV�YCU�DWKNV�YKVJ�GPVJWUKCUVKE�RGQ�

RNGtRGQRNG�YJQ�YGTG�EQOOKVVGF�VQ�FGNKXGT�

KPI�TGUWNVU�q�UC[U�$WTIGT��p+�YCU�CNUQ�KORTGUUGF�

YKVJ�VJG�ENGCT�UVTCVGI[�VJCV�YCU�KP�RNCEG�VQ�ETGCVG�

XCNWG�INQDCNN[�CPF�VJG�FGFKECVKQP�YG�JCXG�VQ�VJG�

EQOOWPKVKGU�KP�YJKEJ�YG�QRGTCVG�q

$CUGF�KP�9KPUVQP�5CNGO��0%��*CPGU$TCPFU�JCU�

OQTG�VJCP��������GORNQ[GGU�KP����EQWPVTKGU��+V�KU�

a leading marketer in the Americas, Europe and 

#UKC�YKVJ�UQOG�QH�VJG�YQTNFoU�UVTQPIGUV�CRRCTGN�

DTCPFU��KPENWFKPI�*CPGU��%JCORKQP��2NC[VGZ��&+/��

Bali, Maidenform and Gear for Sports. 

Support for Personal, Professional 
Growth
+PPQXCVKXG�RTQITCOU�HQT�JGCNVJ�CPF�YGNN�DGKPI�

and professional development are among 

VJG�EQORCP[oU�UVTQPI�DGPGHKVU�QHHGTKPIU��#P�

CYCTF�YKPPKPI�YGNNPGUU�RTQITCO�EQODKPGU�CP�

QP�ECORWU�JGCFSWCTVGTU�OGFKECN�ENKPKE�YKVJ�

VTCXGNKPI�JGCNVJ�EQCEJGU�YJQ�TGIWNCTN[�RTQXKFG�

JGCNVJ�UETGGPKPIU�CPF�YGNNPGUU�EQWPUGNKPI�CV�

VJG�EQORCP[oU�HCEKNKVKGU�

*CPGU�TGEGPVN[�RKNQVGF�C�PGY�EQTRQTCVG�RGTHQT�

OCPEG�OCPCIGOGPV�RTQITCO��p9JCVoU�FKHHGTGPV�

CDQWV�KV�KU�VJCV�KV�GNKOKPCVGU�DCEMYCTF�NQQMKPI�

TGXKGYU�CPF�TGRNCEGU�VJGO�YKVJ�EQPVKPWQWU�TGCN�

time feedback and a future-focused performance 

and development conversation,” says Burger. 

p+P�VJG�#/2NKH[�RTQITCO��EQPXGTUCVKQPU�TGXQNXG�

around creating employee Accountability, skill 

Mastery and exceptional Performance.”  

'ORNQ[GGU�NQIIGF�OQTG�VJCP�����OKNNKQP�VTCKP�

KPI�JQWTU�VJTQWIJ�VJG�EQORCP[oU�NGCTPKPI�CPF�

development center, HanesBrands University, in 

������*CPGU$TCPFU�7PKXGTUKV[�RTQXKFGU�NGCTPKPI�

opportunities via the classroom and virtually.   

Passion and Energy
6JG�EQORCP[�QRGTCVGU�YKVJ�C�UVTQPI�EQOOKV�

OGPV�VQ�UQEKCN�TGURQPUKDKNKV[��p1WT�GORNQ[GGU�

VCMG�ITGCV�RTKFG�KP�QWT�CYCTF�YKPPKPI�%54�

KPKVKCVKXGU�CTQWPF�VJG�YQTNF��CPF�KVoU�RCTV�QH�QWT�

culture,” Burger says. 

*CPGU�HQT�)QQF��VJG�EQORCP[oU�INQDCN�RJKNCP�

thropic program, combines environmentalism, 

employee voluntarism and community improve-

OGPV��9G�JCXG�VCMGP�OKNNKQPU�QH�FQNNCTU�KP�RTQ�

ceeds from cost-saving environmental practices 

such as recycling and energy efficiency, and 

funded over 75 community improvement projects 

in such areas as education, healthcare, infrastruc-

ture development and disaster relief.  

.CUV�[GCT��*CPGU�DGECOG�VJG�Ƃ�TUV�CRRCTGN�

producer to be honored by the Great Place 

VQ�9QTM� +PUVKVWVG� KP�.CVKP�#OGTKEC� HQT� KVU�

YQTMRNCEG�RTCEVKEGU�KP�KVU�'N�5CNXCFQT��*QP�

FWTCU�CPF�&QOKPKECP�4GRWDNKE�OCPWHCEVWT�

KPI�RNCPVU��YJKEJ�GORNQ[�OQTG�VJCP��������

RGQRNG��6JG�EQORCP[�YCU�CNUQ�TGEQIPK\GF�CU�

C�2NCVKPWO�.GXGN�(KV�(TKGPFN[�%QORCP[�D[�VJG�

American Heart Association for the last four 

consecutive years.  

Meeting Growth Challenges
Over the past three years, Hanes has added 

CDQWV��������GORNQ[GGU��/WEJ�QH�VJG�ITQYVJ�KU�

CESWKUKVKQP�TGNCVGF��EQOKPI�HTQO�PGY�RTQFWEV�

NKPGU��IGQITCRJKE�GZRCPUKQP�CPF�ITQYVJ�QH�KVU�

INQDCN�UWRRN[�EJCKP��YJKEJ��WPNKMG�OQUV�CRRCTGN�

EQORCPKGU��KU�RTKOCTKN[�EQORCP[�QYPGF��

p6JCV�DTKPIU� KP�PGY�KFGCU��RTQXKFGU�PGY�

opportunities, and requires understanding the 

CESWKTGF�EQORCPKGUo�DWUKPGUU�OQFGNU��EWNVWTG�

CPF�DTCPF�JGTKVCIG�q�UC[U�$WTIGT��p9KVJ�VJKU�

WPFGTUVCPFKPI��YG�ECP�CRRN[�DGUV�RTCEVKEGU�QH�

both companies and also take advantage of the 

scale HanesBrands offers.” 

6Q�MGGR�KVU�INQDCN�YQTMHQTEG�EQPPGEVGF��

Hanes relies heavily on its leaders to engage 

YKVJ�GORNQ[GGU�CPF�VJG�GCIGTPGUU�CPF�EQOOKV�

OGPV�QH�KVU�GORNQ[GGU�VQ�NGCTP��ITQY�CPF�VCEMNG�

EJCNNGPIGU��p+�VJKPM�VJCVoU�QWT�UVTQPIGUV�EQOOW�

PKECVKQP�EJCPPGN�q�$WTIGT�UC[U��p6JG�HCEG�VQ�HCEG�

EQPXGTUCVKQPU�EQPXG[�VJG�EQORCP[oU�OGUUCIGU�

CDQWV�QWT�XCNWGU��VJG�DGJCXKQTU�YG�GZRGEV�CPF�

the direction of the corporation.” 

HanesBrands
Committed to Business and Employee Growth

“Our employees take 

great pride in our 

award-winning CSR 

initiatives around the 

world, and it’s part of 

our culture.” 

— ELIZABETH BURGER, 
Chief Human 

Resources O�  cer
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usually works 
at Marathon’s 
plant across 
the street. He 
worked on the 
alkylation unit, 
which makes 
high-octane gasoline components and contains about one 
million gallons of hydrofl uoric acid—the biggest unit of its 
kind in the nation (“It’s a sweet unit, top-notch,” he says). 
After nine years at Marathon he’s a lifer. “Yeah, they’re gonna 
have to drag me out,” he says. His dedication comes from 
being given opportunity after opportunity. “I’m not held back 
because I didn’t go and get a chemical engineering degree,” 
he says. In recent years Bright headed up a project to auto-
mate the refi nery’s fl are stacks to burn up 99% of bad stuf  
(like hydrocar-
bons and vola-
tile organic com-
pounds) before 
it can get into 
the air. Even the 
EPA called Mar-
athon’s ef orts 
“unique” and “a 
fi rst for the industry.” The new tech has reduced emissions by 
almost 5,500 tons per year. “People aren’t  pigeonholed into 
one thing or another,” says Bright. “These doors just keep 
opening. They say, ‘Hey, would you like to do that?’ And I say, 
‘Yes. Yes, I would.’ ”

These are the guys who kept the plant going during the 155-
day strike. Although the steelworkers and Marathon eventu-
ally agreed on a contract, the union still isn’t happy. Too much 
forced overtime. Schedules that don’t allow much work-life bal-
ance. Too much discipline. And yet even union honcho Burch-
fi eld has to admit: “They are good jobs. Some of the best in the 
community.” 

Marathon 
says it is happy 
to have the steel-
workers back 
on the job. “We 
missed them. We 
were truly glad 
they were back,” 
says Brooks, who in February returned to Ohio to be Mara-
thon’s refi ning chief. 

He’ll be back to Texas a lot over the next two years as Mar-
athon invests $2 billion to combine its two Galveston refi n-
eries into a single behemoth processing 585,000 barrels of 
oil per day, the third biggest in the nation. Heminger has no 
doubt they’ll make it work: “In my career this is the best ac-
quisition the company’s ever made.” F
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MARATHON

20 MATTRESS FIRM 190

21 ALDI 208

22 DEMOULAS SUPER MARKETS 209

23 PERFORMANCE FOOD GROUP 236

24 TIFFANY & CO. 240

25 WILLIAMS-SONOMA 266

Semiconductors, Electronics, 
Electrical Engineering, Technology 
Hardware & Equipment 

1 APPLE 37

2 INTEL 115

3 ROCKWELL AUTOMATION 128

4 KONICA MINOLTA 132

5 BOSE 154

6 SUNEDISON 218

7 INGERSOLL-RAND 222

8 FREESCALE SEMICONDUCTOR 237

9 LAM RESEARCH 251

10 KEYSIGHT TECHNOLOGIES 259

11 NVIDIA 314

12 LINCOLN ELECTRIC 331

13 MICRON TECHNOLOGY 336

14 TEXAS INSTRUMENTS 339

15 ZEBRA TECHNOLOGIES 344

16 ABB 348

17 AMKOR TECHNOLOGY 368

18 LG ELECTRONICS 401

19 SCHNEIDER ELECTRIC 436

20 DELL 443

21 NCR 452

22 SEAGATE TECHNOLOGY 454

23 SAMSUNG ELECTRONICS 484

Telecommunications Services, 
Cable Supplier

1 QUALCOMM 127

2 BRIGHT HOUSE NETWORKS 203

3 TDS (TELEPHONE AND DATA SYSTEMS) 412

4 U.S. CELLULAR 453

5 VERIZON COMMUNICATIONS 465

6 T-MOBILE 474

7 AT&T 493

Transportation & Logistics   

1 JETBLUE AIRWAYS 8

2 SOUTHWEST AIRLINES 13

3 UNION PACIFIC 91

4 CSX TRANSPORTATION 112

5 METROPOLITAN TRANSPORTATION

 AUTHORITY (MTA) 125

6 NORFOLK SOUTHERN 135

7 RYDER SYSTEM 136

8 DELTA AIR LINES 161

9 ALASKA AIRLINES 194

10 XPO LOGISTICS 263

11 MASSACHUSETTS BAY TRANSPORTATION

 AUTHORITY 271

12 BNSF RAILWAY 280

13 AMTRAK 320

14 UNITED PARCEL SERVICE 362

15 CON-WAY 367

16 FEDEX 406

17 WASHINGTON METROPOLITAN AREA

 TRANSIT AUTHORITY (WMATA) 408

18 ARCBEST 449

19 MCLANE COMPANY 458

20 ESTES EXPRESS LINES 466

21 NEW JERSEY TRANSIT 488

Travel & Leisure

1 HYATT HOTELS 49

2 MARRIOTT INTERNATIONAL 117

3 FOUR SEASONS HOTELS & RESORTS 164

4 HILTON WORLDWIDE HOLDINGS 174

5 WYNN RESORTS 238

6 CARLSON 248

7 EXPEDIA 254

8 WALT DISNEY PARKS & RESORTS 261

9 CINEMARK USA 298

10 INTERCONTINENTAL HOTELS GROUP 309

11 MGM RESORTS INTERNATIONAL 310

12 STARWOOD HOTELS 321

13 EQUINOX CORPORATE 323

14 VAIL RESORTS 395

15 UNIVERSAL PARKS & RESORTS 402

16 SEAWORLD PARKS & ENTERTAINMENT 425

17 LANDRY’S 439
18 FAIRMONT HOTELS & RESORTS 455
19 KIMPTON HOTELS & RESTAURANTS 486
20 YOUNG MEN’S CHRISTIAN ASSOCIATION
       (YMCA) 489
21 NCL CORP. 495

Utilities

1 DUKE ENERGY 141
2 NISOURCE 146
3 FIRSTENERGY 163
4 DOMINION RESOURCES 201
5 SOUTHERN 211
6 PG&E (PACIFIC GAS & ELECTRIC) 229
7 NRG ENERGY 242
8 DTE ENERGY 249
9 CON EDISON 253
10 NEXTERA ENERGY 262
11 NATIONAL GRID USA 281
12 ARIZONA PUBLIC SERVICE (APS) 296
13 SEMPRA ENERGY 326
14 PSEG (PUBLIC SERVICE ENTERPRISE GROUP) 330
15 PPL 354
16 EVERSOURCE ENERGY 371
17 EDISON INTERNATIONAL 427
18 EXELON 492

IT, Internet, Software & Services

1 GOOGLE 2
2 SAS 6
3 FACEBOOK 11
4 INTUIT 35
5 RACKSPACE HOSTING 104
6 MICROSOFT 109
7 LINKEDIN 148
8 CITRIX SYSTEMS 179
9 PAYPAL 205
10 CISCO SYSTEMS 220
11 SALESFORCE.COM 225
12 AMDOCS 289
13 VMWARE 290
14 SAP 297
15 COGNIZANT TECHNOLOGY 300
16 EPIC 304
17 YAHOO 324
18 AUTODESK 332
19 SHI INTERNATIONAL 372
20 NETAPP 413
21 IBM 420
22 VERISK ANALYTICS 483
23 BMC SOFTWARE 491
24 ORACLE 500

Media & Advertising

1 WALT DISNEY 58
2 PENGUIN RANDOM HOUSE 171
3 OGILVY & MATHER WORLDWIDE 180
4 BLOOMBERG 195
5 DISCOVERY COMMUNICATIONS 226
6 NEWS CORP. 241
7 OMNICOM GROUP 243
8 NBCUNIVERSAL MEDIA 252
9 INTERPUBLIC GROUP (IPG) 258
10 TURNER BROADCASTING SYSTEM 303
11 EPSILON 306
12 STARCOM MEDIAVEST 347
13 THOMSON REUTERS 356
14 SONY 360
15 SCHOLASTIC 444 

Packaged Goods

1 3M 51
2 UNILEVER 72
3 KIMBERLY-CLARK 147
4 PROCTER & GAMBLE 178
5 LEGO GROUP 185
6 YANKEE CANDLE 234
7 SC JOHNSON & SON 246
8 GEORGIA-PACIFIC 268
9 AMERICAN GREETINGS 285
10 HENKEL 392
11 HALLMARK CARDS 426
12 L’ORÉAL 442
13 MATTEL 462
14 NEWELL RUBBERMAID 468
15 ESTÉE LAUDER 475

Professional Services

1 MARSH & MCLENNAN 140
2 MCKINSEY & CO. 152
3 BOSTON CONSULTING GROUP 186
4 PLEXUS 191
5 NIELSEN 210
6 MITRE CORP. 215
7 PRICEWATERHOUSECOOPERS 256
8 ERNST & YOUNG 287
9 QUINTILES 293
10 BAIN & CO. 301
11 DELOITTE 353
12 BATTELLE MEMORIAL INSTITUTE 363
13 PAYCHEX 376
14 GRANT THORNTON 389
15 ACCENTURE 410
16 KPMG 473
17 SAS RETAIL SERVICES 480
18 VOLT 496

Restaurants

1 IN-N-OUT BURGER 68
2 STARBUCKS 80
3 HARD ROCK INTERNATIONAL 101
4 TEXAS ROADHOUSE 260
5 GOLDEN CORRAL 302
6 BLOOMIN’ BRANDS 382
7 RAISING CANE’S CHICKEN FINGERS 388
8 THE CHEESECAKE FACTORY 447
9 RED ROBIN GOURMET BURGERS 479
10 CEC ENTERTAINMENT 498
11 RED LOBSTER 499

Retail

1 COSTCO WHOLESALE 3
2 WEGMANS FOOD MARKETS 4
3 PUBLIX SUPER MARKETS 17
4 TRADER JOE’S 20
5 KWIK TRIP/KWIK STAR 30
6 H-E-B GROCERY STORES 57
7 IKEA 62
8 QUIKTRIP 81
9 WHOLE FOODS MARKET 82
10 BOSCOV’S 107
11 WAWA 123
12 WINCO FOODS 130
13 VISIONWORKS 150
14 HY-VEE 157
15 SEPHORA 158
16 O’REILLY AUTO PARTS 162
17 RALEY’S 169
18 THE FRESH MARKET 177
19 HSN 183

Best Employers 2016est Emplest Empl

Facebook /OVERALL RANK 11

Free food court, 
a climbing wall and 
a band room.

BEST EMPLOYERS

Starbucks /OVERALL RANK 80

Helps pay tuition at 
Arizona State (online 
only) for full- and 
part-timers.

BEST EMPLOYERS

The Cheesecake Factory /OVERALL RANK 447

Part-time employees 
qualify for 
medical and dental 
coverage.

BEST EMPLOYERS



Give your health 
coverage wings.

Contact your Broker, local Afl ac Agent, 

or go to afl ac.com

70 percent of employees say 

they’d likely purchase voluntary 

insurance if it were offered by 

their employers. 1

1 2015 Afl ac WorkForces Report, a study conducted by Research Now on behalf of Afl ac, January 20 - February 10, 2015. Includes somewhat, very and extremely likely; of those employees who are not 

currently offered voluntary insurance benefi ts by their employers. 1One Day PaySM available for most properly-documented, individual claims submitted online through Afl ac SmartClaim® by 3 p.m. ET. Afl ac SmartClaim® 

not available on the following: Disability, Life, Vision, Dental, Medicare Supplement, Long-Term Care/Home Health Care, Afl ac Plus Rider, Specifi ed Disease Rider and Group policies. Afl ac processes most other claims 

in about four days.. Processing time is based on business days after all required documentation needed to render a decision is received and no further validation and/or research is required. Individual Company Statistic, 

2015. Individual coverage is underwritten by American Family Life Assurance Company of Columbus. In New York, coverage is underwritten by American Family Life Assurance 

Company of New York. Worldwide Headquarters | 1932 Wynnton Road | Columbus, GA 31999

Z160063 1/16

The question is, who will you choose?

You could opt for a voluntary option from another 

carrier, or you could offer coverage from Afl ac — the 

provider whose promise is to process and pay, not 

deny and delay. 

There’s no direct cost to employers for offering it, 

and our portfolio of coverage options are sure to 

complement any major medical plan. 

Just add a payroll deduction, notify your workforce 

and let it fl y.

Critical Illness Accident Hospital
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perless oice, but the resulting space is remarkably eicient 
and clutter-free.

The ideas might be 20 years old, but the tech is now ubiq-
uitous and reliable enough to make it work (mostly) seamless-
ly—and when it doesn’t, a roving IT assistant can be instantly 
summoned. Even better, it is cheaper than a traditional oice. 
When CBRE relocated its headquarters within L.A. in 2013, 
it was able to fit 245 people into 48,000 square feet versus 191 
folks in 61,000 square feet at its old digs. The company calcu-
lates that it is saving a half-million dollars (or $11 per square 
foot) just in this one location. And the employees seem to love 
it. In an internal survey 83% felt more productive, and 90% 
wouldn’t return to their previous oice format. 

“What we’re saying [to our clients],” says Lewis C. Horne, 
president of CBRE’s Los Angeles-Orange County region, “is 
‘Come and see how we live.’ ”

CBRE HAS BUILT an $11 billion (2015 revenues) business 
helping clients around the world buy, lease, manage and fi-
nance commercial real estate. The Los Angeles-based com-
pany has more than 70,000 employees in 400 oices in 68 
countries and ranks 15th on our annual list of America’s Best 
Employers. Its secret? Using cheap and reliable network-
ing technologies to (finally) implement some of the ideas that 
have been bouncing around corporate boardrooms since the 
first Internet bubble. 

There are no assigned desks at CBRE headquarters (and 
no private oices, though employees can log into an app to 
 reserve an “oice for a day”), and all personal efects—fam-
ily pictures or anything printed on paper—must be stashed 
in a  high-school-size locker at the end of the day. Workers 
are encouraged to store all records and notes digitally, which 
they can access from their smartphones. It’s not exactly a pa-

FORBES

BEST EMPLOYERS—CBRE

BETTER, FASTER, CHEAPER

BY KATHRYN DILL

BY SMARTLY DEPLOYING THE RIGHT TECHNOLOGIES, YOU  
CAN SAVE MONEY BY CRAMMING MORE EMPLOYEES INTO EVERY  
SQUARE FOOT—AND THEY WILL BE HAPPIER TO BOOT.

“Today, if you’re 
not talking about 
workplace strategy 
and incorporating 
technology into 
your space, you’re 
at a disadvantage,” 
says longtime CBRE 
exec Lewis C. Horne.



www.continental-automotive.com

We’re in the automated 
driver’s seat.

Through cutting-edge technologies, Continental Automotive is leading the 

way in automated driving. Someday soon, drivers will be able to activate highly 

automated driving on the highway, and take back control when approaching 

the exit—or anytime during the trip. Our developments are making vehicles 

safer and more comfortable than ever. Providing drivers with more freedom, 

while keeping them in full control.

One of America’s Best Large Employers 2016

Join our team and put The Future in Motion.
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s a marketer living within the 
world of talent acquisition tech-
nology, few trends excite me as 
much as seeing more and more 
people jump on the “recruit-

ment is like marketing” bandwagon. 
By today’s demands and standards, the 
modern recruiter’s toolkit must include 
an applicant tracking system (ATS) that 
functions as a full suite of talent acqui-
sition solutions, providing recruitment 
tools, engagement opportunities, com-
munication channels and, above all, data 
analytics. Now this also includes candi-
date relationship management (CRM) 
tools to boost connectivity and passive 
applicant attraction—a key recruitment 
marketing strategy. 

According to a recent recruitment 
marketing survey conducted by iCIMS 
Hire Expectations Institute™, 86% of 
HR professionals agree that recruitment 
is becoming more like marketing, and 
72% agree that CRM tools should live 
within a talent acquisition system. This 
is fantastic! Here’s why: Candidates are 
happy to see employers embrace this—a 
whopping 94% of job seekers are likely 
to apply to a job if the company actively 
manages its employer brand online, and 
nearly 80% of job seekers agree that the 
look and feel of a company’s career site is 
moderately to highly important to them 
when determining if they should apply 
for a job at the company.

The good news is that we see that both 
talent organizations and job seekers are 
interested in recruitment marketing. Even 
better, it works. When companies can get 
recruitment marketing and CRM going, 
they see the benefit. Per the survey, 76% of 
HR professionals felt their organizations 
received a strong ROI from using recruit-
ment marketing and/or CRM technology. 
The bad news is many talent acquisition 
teams can’t get a recruitment marketing 
program off the ground. Why? Our sur-
vey respondents cite lack of budget, lack 
of support from corporate marketing and 
inadequate technology as some of the 
challenges prohibiting a strong recruit-
ment marketing program. 

No matter how you look at it, under-
standing how and why candidates are 
looking for jobs is the key to developing 
effective recruitment marketing materi-
als. Even though HR professionals agree 
that recruitment marketing is a worth-
while investment, only 27% create reports 
to track pipeline trends or segment leads 
based on specific departments’ needs, and 
just 37% stay connected to passive candi-
dates through marketing communica-
tions. This points to a disconnect between 
the value placed on recruitment market-
ing and the tools that organizations are 
implementing to support it. 

Recruitment marketing is indeed a mul-
tifaceted process, and that means employ-
ers trying to find high-quality hires need 

their recruitment teams and tools to per-
form many different functions. iCIMS 
found that the HR department controls 
recruitment marketing investments at 61% 
of companies, yet only 44% actually feel 
equipped to own them. Organizations have 
to take a close look at their existing pro-
cesses and strategies and decide whether 
recruiters, marketers or a newly created 
partnership between talent acquisition 
and marketing will garner the best results. 

It has become increasingly clear that 
strong recruitment is about adapting to 
the evolving consumer technology land-
scape. When turning to new technology 
investments, businesses need to lever-
age a graceful, integrated approach to 
CRM and candidate tracking tools to get 
the full picture of their strategic hiring 
program. A marriage between applicant 
tracking and recruitment marketing data 
is simply the most dynamic and efficient 
way to reach the broadest scope of desir-
able talent in the current consumer-
focused job market. 

By Susan V i ta le,  CMO, iCIMS

RECRUITMENT 

MARKETING  

AND TODAY’S  

CONSUMER  

CANDIDATE

It has become 
increasingly clear that 
strong recruitment is 

about adapting to the 
evolving consumer 

technology landscape. 

PROMOTION



IT TAKES THE
RIGHT TOOLS TO 
MEET THE COMPLEX 
DEMANDS OF TALENT
ACQUISITION 
Finding and hiring the right candidate requires a highly specialized set of tools for every

aspect of talent acquisition. So iCIMS specifically designed software to proactively build

pools of talent, recruit and track new applicants, and onboard the next great, new hire.  

To learn more, visit iCIMS.com.

©2016 iCIMS, Inc. All rights reserved.
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UNASSIGNED ERGONOMIC 

WORKSTATIONS PREVENT 

CLUTTER AND CAN BE 

ADJUSTED FOR STANDING 

OR SITTING.

NO SQUATTING: THE FOUR 

PRIVATE OFFICES IN CBRE’S 

GLENDALE, CALIF. OUTPOST 

CAN BE RESERVED FOR ONLY 

A DAY AT A TIME. 

A CENTRAL BAR STOCKS 

COFFEE AND HEALTHFUL 

SNACKS.

THE OFFICE FEATURES THE 

ORIGINAL WOODEN TRUSSES 

DATING BACK TO 1929, 

WHEN THE SPACE WAS A 

MASONIC TEMPLE.
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WHEN CBRE’S BROKERS NEED TO HAVE A PRIVATE 

CONVERSATION THEY CAN RETREAT TO THESE “CONE OF 

SILENCE” TULIP CHAIRS, MAINTAINING DIALOGUE WITHOUT 

BEING OVERHEARD.

MORE THAN 1,000 PLANTS FLOURISH THROUGHOUT CBRE’S 

DOWNTOWN LOS ANGELES HEADQUARTERS.

A SEVEN-SCREEN “LIQUID GALAXY” WALL USES GOOGLE EARTH 

TO LET CLIENTS SWOOP DOWN FROM THE HEAVENS INTO 

PROSPECTIVE NEW OFFICE SPACES WITHOUT WEATHERING 

L.A.’S TRAFFIC.

MUSTY STACKS OF OLD CONTRACTS ARE VERBOTEN AT  

CBRE. DESKS MUST BE COMPLETELY CLEARED AND ITEMS  

MOVED TO LOCKERS AT THE END OF EACH WORKDAY.



What does it take to 
become America’s #1 
health care employer?

N E V E R  S T O P  A S K I N G  |  Forbes magazine has once again named University of 

Iowa Hospitals and Clinics the number one health care employer in the country, 

and we couldn’t be more proud. We’ve created a team culture in which our 9,000 

faculty, staf f, students and volunteers collaborate to develop groundbreaking 

research, educate tomorrow’s health care professionals, and provide the most 

advanced treatment and outstanding care to thousands of patients every year. 

U I H E A LT H C A R E . O R G / C A R E E R S



WINE
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sippers and there are drinkers. People who 
stir a salad around and sip a bit of Sauvignon 
Blanc are probably the same people who in 
the past would drink spritzers. They’re not 
wine drinkers, and I’m not in that business. I 
want people who love wine.” 

In leading both Richemont and his wine-
maker, Rupert innately understands the 
competition to capture discerning customers. 
Many wealthy men have been known to buy 
wineries as markers of success, much in the 
way they purchase sports teams or movie stu-
dios. What the trophy-vineyard set lacks and 
Rupert possesses is an intimate connection to 
his grapes: Winemaking is far more than an 
expensive hobby—it’s deeply personal. The 
original owner of Anthonij Rupert Wyne was 
his younger brother, Anthonij, who, in 2001, 
at age 50, died in a car crash. “He was my 
best friend,” says Rupert, “and I wanted to 
finish his dream.” 

Eager to bring his brother’s vision to its full 
fruition, Rupert has substantially expanded 
the winemaking operations, adding hundreds 
of acres of vineyards farther north and to the 
west—and next door, too, after purchasing land 
from Graham Beck, whose sparkling wine 
was reportedly used at both Nelson Mandela’s 
and Barack Obama’s inaugurations. Visitors to 

I
n Franschhoek, a village near South 
Africa’s Western Cape with 17th-
century charm and postcard views 
of the Drakenstein Mountains, is 
L’Ormarins, a 3,200-acre estate be-

longing to Johann Rupert; it’s the largest part 
of Anthonij Rupert Wyne, the South Afri-
can billionaire’s wine empire. Driving past 
a Rodin sculpture in the garden and equally 
statuesque stallions on the lawns, he arrives 
at the property early one February morning 
in a jovial mood, the harvest season under 
way. His comfortably appointed study is in 
one of the property’s newer buildings, its 
red wine cellar designed to resemble the 
inner workings of a watch (an appropriate 
metaphor for Rupert, who built his fortune 
as chairman of Richemont, the Swiss luxury 
goods and jewelry company with such brands 
as Cartier, Van Cleef & Arpels and Piaget). 

The 65-year-old Rupert belongs to that 
substratum of the stratospherically wealthy 
for whom silence is considered platinum. He 
rarely gives interviews but is undeniably gar-
rulous when the conversation is about wine. 
Visible through the study’s windows are rows 
of Chenin Blanc, a popular varietal in South 
Africa that rivals the Loire Valley’s. 

“Chenin Blanc is a wine that, if prop-
erly handled, is a really nice drinking wine,” 
says Rupert, deeply tanned and smoking his 
way through a pack of cigarettes. With a net 
worth of nearly $6 billion, he has never un-
derestimated the value of a good customer. 
“I look at people, and I would say there are 

His brother’s vineyard 
keeper: Johann Rupert 
is transforming what 
late sibling Anthonij 
started. 

Putting the 
Boer in  
Bordeaux

BY ABRAM BROWN 

How a family tragedy inspired 
Johann Rupert, billionaire founder  
of luxury goods company 
Richemont, to create one of the 
jewels of South African wine.

LIFE
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don’t have to worry about a drought, hail or 
some bug I’ve never heard of in my life. If you 
have any overconfidence, the wine industry 
will take that out of you quickly.” 

His estate’s greatest success fittingly car-
ries his brother’s name: the Anthonij Rupert 
2007, a Bordeaux-style blend of Cabernet 
Sauvignon, Cabernet Franc, Merlot and Petit 
Verdot. (It’s also priced like a Bordeaux, 
at $100-plus.) The vintage scored a 
95-point rating from the industry 
bible, Wine Spectator, in 2012—only 
the fifth South African wine to 
do so—and is, naturally, hard to find 
these days.

A surprise hit was a 2005 Petit Verdot 
originally produced as part of a blend (in 
keeping with Bordeaux custom). In its early 
stages it was powerfully tannic, but once 
left to age it improved immensely. Rupert’s 

staf decided to bottle and sell it as a 
stand-alone wine but didn’t consult 
with their boss. He wasn’t disap-
pointed. “People went crazy for it,” he 
says. “True wine lovers discovered it.” 
A French acquaintance tried a bottle 
and took a case to France to share 
among friends in the industry. “They 
said, ‘It’s not possible!’ They couldn’t 
believe it. Guess what? We’re starting 
to make it again this year, and we’re 
going to plant some more.” 

Rupert also enjoys a prosperous 
partnership with Baron Benjamin 
de Rothschild originally forged by 
Anthonij; Rupert & Rothschild wines 
include the highly rated Baroness 
Nadine Chardonnay. As for the billing 
on the bottle, Rupert recalls the baron 
saying simply that it “sounds better 
than Rothschild & Rupert.”

What you won’t find Rupert making much 
of is Pinotage, South Africa’s signature vari-
ety, first developed about a century ago. To 
many winemakers the cross between Pinot 
Noir and Cinsaut (also known as Hermitage) 
is an unpalatable, barnyard-evoking wine. “I 
just don’t have an ainity for Pinotage,” he 
says. “I’ve said to my colleagues, ‘We’ve got 
to make wine that I like, because if I can’t sell 
it at least I can drink it.’ ”

L’Ormarins and other nearby winer-
ies typically stay in one of the country 
hotels in Franschhoek; the luxe La Resi-
dence, starting at $530 a night, is the 
best of the bunch. Close to L’Ormarins, 
in neighboring Stellenbosch, is diamond 
billionaire Laurence Graf’s winery, 
the Delaire Graf Estate, which has 
ten lavish lodges, beginning at $800 a 
night. Nearby Babylonstoren, owned by 
billionaire Koos Bekker, costs a lot less 
(starting at $250) but is sumptuous, too.  

To reach a broad international cli-
entele, Rupert has insisted on export-
ing his goods in climate-controlled 
containers, a change from the usual 
shipping method—a slow boat through varied 
temperatures that can alter a wine’s charac-
ter. And among his winery’s new oferings is a 
line called Terra Del Capo, made from Italian 
vines, a tribute to Anthonij’s fondness for that 
country’s wines. More personally, he learned 
to accept that winemaking would never have 
the same level of predictability as, say, his 
watch business. “Once we’ve done our jobs 
properly,” he says of Richemont, “then we 
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PERSON

JERRY SEINFELD

In March the comedian 

auctioned of 17 rare 

cars from his collection 

for over $22 million, 

including a 1955 Porsche 

550 Spyder for  

$5.3 million.

COMPANY

LUNE + ASTER

Having sold her luxury 

beauty company, 

Bluemercury, to Macy’s 

for $210 million last year, 

Marla Malcolm Beck is 

now banking on Lune 

+ Aster, which makes 

vegan cosmetics and 

other natural products.

IDEA

REVOKING U.S. 
PASSPORTS

By 2020 airline 

passengers may 

require a passport for 

domestic travel, but tax 

delinquents beware: The 

IRS now has the power 

to revoke the passports 

of those who owe more 

than $50,000.

WHAT THE 70 MILLION  
FORBES.COM USERS  
ARE TALKING ABOUT.  

FOR A DEEPER DIVE GO TO 
FORBESLIFE.COM

TRENDING

“Wine makes all things possible.” —GEORGE R.R. MARTIN

FINAL THOUGHT

Holy terroir: 
Rupert’s most 

prized product—a 
Bordeaux-style 

blend.
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Laser Measured      
 FloorLiner™

Cargo/Trunk Liner Side Window Deflector

Order Now: 800-441-6287
Canadian Customers
WeatherTech.ca

American Customers
WeatherTech.com

European Customers
WeatherTechEurope.com

© 2015 by MacNeil IP LLC

Acura · Audi · BMW · Buick · Cadillac · Chevrolet · Chrysler · Dodge · Ferrari · Ford · GMC · Honda · Hummer · Hyundai · Infiniti  
Isuzu · Jeep · Kia · Land Rover · Lexus · Lincoln · Maserati · Mazda · Mercedes-Benz · Mercury · Mini · Mitsubishi · Nissan 
Oldsmobile ·  Plymouth · Pontiac · Porsche · Saab · Saturn · Scion · Subaru · Suzuki · Toyota · Volkswagen · Volvo · and more!

Accessories Available for 

Designed in USA - 

Handcrafted in Germany

American Manufacturing Done Right!

ANALYZE ANY STOCK FREE!
Visit www.VectorVest.com/FBS

Get FREE Reports Showing:
 What your stocks are really worth

 How safe they are

 Whether to buy, sell or hold

VectorVest analyzes, sorts, ranks and graphs over 23,000 stocks daily for 
sĂůƵĞ��^ĂĨĞƚǇ�ĂŶĚ�dŝŵŝŶŐ�ĂŶĚ�ŐŝǀĞƐ�Ă��ƵǇ��^Ğůů�Žƌ�,ŽůĚ�ƌĞĐŽŵŵĞŶĚĂƟŽŶ�
on every stock, every day.

kiawahisland.com/mw • 866.803.0306

Marsh Walk: 4 coastal home plans
alongside the front nine of 

Kiawah’s Ocean Course.

FOUR BY THE SHORE.
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If someone is trying 
to sell you an annuity, 
I urge you to call for 
your free report. If 
you have an annuity, 
my team can help you 
decide if it is right for 
you. And if it isn’t, we 
might be able to help 
you and even of set 
some of the annuity 
surrender fees.*

h is free report 
could be a life saver.

 

Ken Fisher

– Founder, CEO 
and Co-Chief 
Investment Oi  cer

– Forbes “Portfolio 
Strategy” columnist 
for 30 years

– Author of more 
than 10 i nancial 
books, including 
4 New York Times 
bestsellers

 Please hurry! h is of er contains timely information.

Call today for your FREE report!

Toll-free 1-888-522-2366 
Reference code AW57 when calling.

©2016 Fisher Investments. 5525 NW Fisher Creek Drive, Camas, WA 98607.
Investments in securities involve the risk of loss. 
Past performance is no guarantee of future returns.
* Rebates are for investors who liquidate an annuity with surrender penalties and fund 

a Private Client Group account. Average rebates from 8/1/2011 to 1/31/2015 were 
$12,795.14. Terms and conditions apply. Surrender costs will generally be reimbursed in 
the form of a credit to quarterly advisory fees, and payments will cease if the relationship 
is terminated before the end of the payment period.  Payment periods can last over ten 
calendar quarters or longer. See www.AnnuityAssist.com/Terms-and-Conditions for 
further information.  

**As of 12/31/2015.

What You Might Not Know about Annuities Could Haunt You
Before you put your hard-earned and carefully saved money into an annuity, 
please call 1-888-522-2366 for a special report, Annuity Insights. h e vast 
majority of annuities are really complicated insurance policies. Once you buy 
into an annuity, it can be a very dii  cult and potentially very costly investment 
decision to reverse. 

What You’ll Learn from this Free Report
?�E� (�$'9$17$*(6�$1'�',6$'9$17$*(6�2)�$118,7,(6
?� #+<�$118,7,(6�&$1�%(�&203/(;�72�81'(567$1'
?� #+$7�<28�1(('�72�$6.�$1�$118,7<�6$/(60$1�%()25(�<28�%8<
?�E� (�,1B�$7,21�5,6.��7$;�,03/,&$7,216�$1'�$118,7<�)((6

Don’t Be Lulled by the Soothing Sound of Guaranteed Income
Annuities are sold as safe investments, of ering dependable and predictable 
returns, no matter what the market does. And that sounds very appealing. 
So what’s the problem with annuities?

Stuck in An Annuity?
�,6+(5��19(670(176�+$6�+(/3('�0$1<�,19(67256�(;75$&7�7+(06(/9(6�)520�
annuities. If you have a portfolio of $500,000 or more, we may rebate some 
or all of your annuity surrender penalties. Rebates average nearly $13,000.* 
Please call for details and to see if you might qualify.

About Fisher Investments
Fisher Investments is a money management i rm serving successful individuals 
and large institutional investors. Fisher Investments and its subsidiaries use 
proprietary research to manage over $63 billion* in client assets and have a
35-year performance history in bull and bear markets.

What Your Annuity Salesman 
Doesn’t Want You to Know

® 



“TO BECOME PRESENCE MEANS ACCEPTING THE RISK OF ABSENCE.” 

—ANTOINE DE SAINT-EXUPÉRY 
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“THEY MOUNTED UP TO THE HEAVENS AND 

WENT DOWN TO THE DEPTHS; IN THEIR 

PERIL THEIR COURAGE MELTED AWAY.” 
—PSALM 107:26 

“Never was anything 
great achieved 
without danger.” 
—NICCOLÒ MACHIAVELLI 

“Who is the 
happier man: 
He who has 
braved the 
storm of life 
and lived, or 
he who has 
stayed securely 
on shore and 
merely existed?” 
—HUNTER S. THOMPSON 

“BEING SAFE 
DOESN’T MEAN YOU 
WON’T BE SORRY.” 
—KATERINA STOYKOVA KLEMER 

SOURCES: THE PROUD HIGHWAY: SAGA OF A DESPERATE SOUTHERN GENTLEMAN, BY HUNTER S. THOMPSON; GOODREADS.COM;  
PARADOX, BY DONALD GORMAN; THE TIMES BOOK OF QUOTATIONS; THE HITCHHIKER’S GUIDE TO THE GALAXY, BY DOUGLAS ADAMS. 

On Risk 

FINAL 
THOUGHT 

“Upheavals sieve 

the big men from 

the little.”  
—B.C. FORBES 

“We demand rigidly 
de�ned areas of doubt and 
uncertainty!” 
—DOUGLAS ADAMS 

THOUGHTS

“The fullness 
of life is in the 
hazards of life.” 
—EDITH HAMILTON 

“IN AMERICA, ANY  
BOY CAN BECOME 
PRESIDENT, AND I  
SUPPOSE IT’S JUST  
ONE OF THE RISKS  
HE TAKES.” 

—ADLAI STEVENSON 

“Where’s the fun 

in playing with 

knives if you 

can’t draw a little 

blood?” 
—DONALD GORMAN 

“We are pioneers, 

and the history 

of pioneers is not 

that good.” 
—JEFF BEZOS 
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“When 
models turn 
on, brains 
turn o�.” 
—TIL SCHUERMANN

“The only 
safe thing 
is to take 
a chance.” 
—ELAINE MAY 

“Even a correct 

decision is wrong when 

it was taken too late.” 
—LEE IACOCCA 



UNAV082910T. Rowe Price Investment Services, Inc., Distributor.

The principal value of the Retirement Funds is not guaranteed at any time, including at or after the target date, which is the 

approximate year an investor plans to retire (assumed to be age 65) and likely stop making new investments in the fund. If 

an investor plans to retire signifi cantly earlier or later than age 65, the funds may not be an appropriate investment even if 

the investor is retiring on or near the target date. The funds’ allocations among a broad range of underlying T. Rowe Price 

stock and bond funds will change over time. The funds emphasize potential capital appreciation during the early phases of 

retirement asset accumulation, balance the need for appreciation with the need for income as retirement approaches, and 

focus on supporting an income stream over a long-term postretirement withdrawal horizon. The funds are not designed for a 

lump-sum redemption at the target date and do not guarantee a particular level of income. The funds maintain a substantial 

allocation to equities both prior to and after the target date, which can result in greater volatility over shorter time horizons. 

*Based on cumulative total return, 34 of 36 (94%), 35 of 36 (97%), 35 of 36 (97%), and 20 of 20 of the Retirement Funds (including all share classes) 
outperformed their Lipper average for the 1-, 3-, 5-, and 10-year periods ended 12/31/15, respectively. Not all funds outperformed for all periods. (Source for data: 
Lipper Inc.)

**Keep in mind that an IRA may be subject to an annual fee, and a fee may be assessed if the IRA is closed. 
†Consider all available options, including remaining with your current retirement plan, rolling over into a new employer’s plan or IRA, or cashing out the 
account value.

HAVE YOU BEEN 
SETTLING FOR 
AVERAGE?

We have not. 100% of T. Rowe Price Retirement Funds have above-average returns for the 

10-year period and below-average costs.

•   100% of our Retirement Funds beat their 10-year Lipper average 

as of 12/31/15*

•  100% of our Retirement Funds have expenses below their Lipper 

average as of 12/31/15**

Results will vary for other periods. Past performance cannot guarantee future results.
Request a prospectus or summary prospectus; each includes investment objectives, 

risks, fees, expenses, and other information that you should read and consider 

carefully before investing. 

Call our Retirement Specialists to roll over your old 401(k).†

Rollover with Confi denceSM  troweprice.com/rollover | 800-541-5862 




