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Think
Brighter.

Plant what comes next in the world. 

Find purpose and direction for your career. Discover 
what can blossom from partnering with other creative 
minds to change business for the better.



In affiliation with

For more information, visit weatherhead.case.edu or call 216.368.2030.

Join the best leaders in management  
to transform healthcare. 

MSM-Healthcare at The Global Center for  
Health Innovation
 •  two-year, part-time*
 •   classes delivered one weekday night  

a week at The Global Center 
 •  for early- to mid-level healthcare professionals 
 *  also available as a one-year, full-time option beginning in fall 2016

Weatherhead offers two management programs designed to position working professionals for dynamic  
leadership and transformative change within the healthcare sector:

Weatherhead School of Management at Case Western Reserve University cultivates creativity, innovation, and  
purpose-driven leadership at every level—self, others, organizations, and society. Learn more about Weatherhead’s  
life-changing undergraduate, graduate, and doctoral degree programs. Weatherhead School of Management: think brighter.

Cleveland Clinic-Weatherhead Executive MBA
 •   21-month, 16 brief residencies 
 •   advance the next generation of technology, 

leadership, management and customer care 
 •   for professionals aspiring to leadership  

positions in healthcare 

Additional dual-degree programs available in  
Weatherhead’s healthcare suite:
 •  MBA/Master of Public Health
 •  MBA/Master of Science in Medical Physiology
 •  MBA/Master of Science in Biochemistry
 •  MD/MBA
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Work-Life	(Im)Balance
Work-life balance is the catchphrase of the day, but is it really possible in an age of blurred boundaries be-
tween home and office? The rise of mobile technology, an out-of-date ideal of workplace success and a 
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Programs held at the Dively Center on the campus of Case Western Reserve University in Cleveland, Ohio.

Talk to your organization about planning ahead to send you or another high-potential leader to one of these 
upcoming programs in 2016.

Plan Ahead to Lead in 2016
WEATHERHEAD EXECUTIVE EDUCATION OFFERS TWO INTENSIVE PROGRAMS DESIGNED TO CHANGE 
YOUR BUSINESS AND CHANGE YOUR LIFE:

LEADERSHIP LAB FOR WOMEN IN STEM

Make the most of your career in STEM in this  
seven-day leadership development experience that 
will help women in STEM fields lead and excel in a 
male-dominated workplace.

Three sessions:

Session 1:     Women in STEM: Bias, Barriers and  
Opportunities  I  September 13-15

Session 2:     High-impact Leadership for Women  
in STEM  I  October 25-27

Session 3:     Skills and Strategies for Leading the Way  
Forward in STEM   I  November 29-30

Visit weatherhead.case.edu/STEMwomen  
for more information.

LEADERSHIP DEEP DIVE

An intensive nine-day program designed for  
senior executives seeking new and innovative  
ways to advance their organizations.

Three 3-day sessions:

Session 1:   June 14-16
Session 2:   August 16-18
Session 3:   October 11-13

Visit weatherhead.case.edu/deepdive  
for more information.
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LUMILOR PAINT GETS HEARTS RACING
PLENTY OF CAR COMPANIES claim to deliver a 
heart-racing driving experience, but LumiLor electrolumi-
nescent paint helped Lexus prove it. ¶  The auto manufactur-
er’s Australian division used the paint, which lights up with electrical 

stimulation, to create a car that pulses light in time with the driver’s heart rate.  ¶  
“LumiLor turns any object into a light without changing the form or function of the ob-
ject,” says Shawn Mastrian, CEO of Darkside Scientific, the company behind LumiLor.  ¶  It all 
started in 2012 when Mastrian and his co-founder, the late Andy Zsinko, decked out a motor-
cycle with green LumiLor for Daytona Beach’s annual Bike Week. Parked outside a t-shirt shop, the 
bike quickly attracted attention. By the end of the week, the bike was featured on the main stage, and an 
article about it went viral.  ¶  For the Lexus project, Mastrian’s team utilized equipment at Sears think[box], a 
makerspace at Case Western Reserve University, to create the circuits that linked the paint to the driver’s biomet-
rics. The success of the Lexus Australia car and other projects — including a show at last month’s South by Southwest 
festival — is getting LumiLor noticed by advertising agencies and promotional companies.  ¶  Long term, Mastrian wants to 
see LumiLor used in the original manufacture of vehicles, aircraft, toys or just about anything. “That’s the market I’m interested 
in, where we can shine, no pun intended,” says Mastrian, “where we can be a feature in a product rather than being the product.” 
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Book 
Club
BOOKS@WORK BRINGS 
LITERATURE INTO 
THE WORKPLACE TO 
ENCOURAGE EMPLOYEES 
AT ALL LEVELS TO BE 
LIFELONG LEARNERS. 

BEYOND: How did the idea for 
Books@Work begin?
Smith: Six years ago, I was lead-
ing an initiative in Northeast Ohio 
called EducationWorks. The man-
date of EducationWorks was to 
look at education in a less siloed 
way. As we embarked on our re-
search, it struck me that we do 
a great deal for children but the 
second somebody leaves the [ed-
ucational] system it becomes very 
difficult for the average person to 
continue their own learning tra-
jectory. We thought, how can we 
expect kids to have educational 
attainment if they don’t see their 
parents learning? I said, “Let’s try 
bringing education to adults, rath-

er than expecting adults to come 
back to school.”
B: What did that look like on a 
practical level?
S: For our pilot program, we 
brought professors from Hiram 
College into the workplace of a 
food service provider based in 
Warren [near Youngstown, Ohio] 
and started doing literature semi-
nars. They read five books over 
the course of five months. We 
chose books from multiple genres 
that employees would never have 
picked up by themselves. What 
was fascinating was they got very 
excited about reading really hard 
literature. 

 It’s rare for employees in 
nonexecutive positions to get 
educational opportunities at work 
that go beyond basic job skills. 
But lifelong learning goes far 
beyond on-the-job software and 
leadership training. 

That’s the philosophy behind 
Books@Work, a program that 
brings professors into workplaces 
to facilitate discussions about lit-
erature. Much more than simple 
text studies, the program often 
leads to discussion of prejudice, 
world views and personal life 
stories. 

Started in 2009 and headquar-
tered in Cleveland, the program 
has since spread to seven states 
and the District of Columbia, 
and takes place in workplaces 
ranging from manufacturing 
facilities and hospitals to school 
districts and universities. Clients 
have included AVI Foodsystems, 
Cardinal Health and the Louis 
Stokes Cleveland VA Medical 
Center. 

Beyond talked with Books@
Work founder and executive 
director Ann Kowal Smith, a 
2010 graduate of the Weather-
head School of Management and 
Case Western Reserve Univer-
sity’s School of Law, about the 
program’s genesis, its impact and 
why employers are rushing to 
sign up.

B: How does Books@Work oper-
ate today?
S: We identify workplaces that 
are interested in investing in their 
employees. Once they sign on, we 
send out a survey to the work-
ers asking about their reading 
habits. We then identify a college 
that’s nearby and recruit profes-
sors. The professor will teach four 
sessions, usually on one book 
over the course of a month. The 
entire Books@Work program will 
last anywhere from three to five 
months. By the time the pro-
gram’s over, they’ve had four to 
five different professors and met 
anywhere from 12 to 25 times.
B: How do workers and profes-
sors respond to the program?
S: Employees are often surprised 
by what others in the group have 
to say. They had no idea that oth-
ers were so well-read or had in-
terest in similar things. The pro-
fessors also love the experience. 
When you teach a book that keys 
up interesting issues about hu-
manity with people who have a 
lot of life experience, you end up 
taking the conversation to a  
different level.
B: What benefits do companies 
get from bringing Books@Work 
into their workplace?
S: One of the things that compa-
nies struggle with is hiring people 
who have adequate “soft skills.” 
The hallmark of a good literature 
seminar is that it gets you talk-
ing, you learn to communicate 
your ideas, and you look and think 
more deeply about the texts. 
Supervisors have told us that 
Books@Work has resulted in  
employees asking better ques-
tions at work, speaking up more 
and having a greater sense of 
confidence.
B: What has been some of the 
best parts of the program for you 
personally?
S: It’s been really exciting to see 
how literature and the result-
ing conversations have opened 
up people’s minds. We had one 
group that read Isabel Wilkerson’s 
book “The Warmth of Other Suns,” 
which is about the African-Amer-
ican migration. One person in the 
group said he was really ignorant 
of the history of other cultures in 
the country, but the book — and 
the discussion — caused him to 
listen to people in a different way. 
That’s a story that’s near and 
dear to our hearts.

BOOKS@WORK TOP PICKS
“The Color of Water: A Black Man’s 
Tribute to His White Mother,” James 
McBride. “This enabled meaningful 
workplace conversations around race, 
identity and shared values — topics 
difficult to broach at work.”

“The Color Master,” Aimee Bender. 
“In a fanciful way, the story addresses 
issues of mastery, mentorship and skill 
... as the shop’s aging ‘color master’ 
passes the artistic torch to a nervous 
but earnest colleague.”

“Bartleby the Scrivener,” Herman 
Melville. “Tales of quirky workplace 
personalities in any era tee up oppor-
tunities to put oneself in the shoes of 
another, explore stylistic conflict and 
consider misaligned objectives.” 

Q & A  |  BY REBECCA MEISER
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Sticky
Leadership.

think brighter.

We have it.
Make your job matter. Learn the leadership  
concepts that will keep you and your employees  
engaged and purpose-driven. Become the  
buzz in business.
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IT’S NOT REALLY NEWS to say that most businesses fail. According to OnStartups.com, first-
time entrepreneurs have just an 18 percent success rate — not even a 2 in 10 chance. Want bet-
ter news? Business Insider’s Henry Blodget places the success rate of the companies coming out 
of one of the most successful start-up accelerators on the planet, Y Combinator, at a mere 10 
percent or less. If you are an entrepreneur or part of a startup, the odds are stacked against you. 

Product First? Really? The advice that comes out of the U.S. Small Business Administration 
is pretty predictable: The first step in starting a business is to develop a business plan, exploring 
elements such as “defining what you are selling” and “creating a sales and marketing plan.” If 
you search the thousands of different business plans on the web, they all look pretty much the 
same. Why do entrepreneurs go to market with their startup in the same way? Are we so devoid 
of creativity that we’ve accepted that there is only one way to start and grow a business?

A Better Way. In 2007, I left the corporate world to start a company. The product didn’t work 
— as the stats predicted — but luckily we were able to build an audience of loyal subscribers 
to our blog. Seven years later, our organization, Content Marketing Institute, was named the 
fastest-growing business media company in North America by Inc. Magazine. Through this 
process, we realized that we stumbled upon a better business model, and I now believe there is 
no better way to go to market. Our model? Build a loyal audience through consistent content, 
then launch your products or services. By focusing on building an audience first and defining 
products and services second, an entrepreneur can change the rules of the game and significant-

A Better Business Model: 
Audience First, Product Second

ly increase the odds of financial and personal 
success.Once a loyal audience is built, one 
that loves you and the information you send, 
you can likely sell your audience anything 
you want. 

Examples Everywhere. In 2014, I decided to 
write my fourth book, “Content Inc.,” based 
upon this “audience first, product second” 
model. In searching for cases around this 
concept, what we found was amazing. The 
“Content Inc.” model is rapidly growing all 
over the globe. A few examples: 

 • Rainmaker Digital: Brian Clark blogged 
for 19 months on the topic of online copy-
writing, building an audience of hundreds 
of thousands of subscribers. Today, Rain-
maker Digital (rainmakerplatform.com) is 
one of the fastest-growing software-as-a-
service companies.

 • Game Theory: Matthew Patrick left the 
acting business and says he struggled to 
find a “real job” in business. So he started 
a YouTube series called Game Theory (you-
tube.com/user/MatthewPatrick13) for 
video game fans. Today, Matthew has 
more than 5 million subscribers and runs a 
fast-growing, multimillion-dollar empire.

 • Oh Joy! Joy Cho started a simple interior 
and product design blog in 2005, building 
a loyal audience for years. When Pinter-
est launched, she grew her following to 
more than 13 million followers. Today, Oh 
Joy! (ohjoy.com) has designed and co-
produced products for such brands as Tar-
get and Microsoft, and she has developed 
stationery lines, wallpaper, bedding, diaper 
bags and even computer accessories. Joy’s 
revenues are diverse, from direct client-
engagement revenues and product sales to 
sponsorships and licensing deals.

Crazy Works. Today, any business in any 
industry can leverage a content-first strategy, 
building a loyal audience before any prod-
ucts and services are offered. Crazy, right? 
According to our research, this “crazy” model 
has the ability to minimize risk, increase the 
likelihood of success and enable significantly 
higher growth rates than “normal” compa-
nies. In the near future, some of the fastest 
global companies on the planet will use this 
approach. They’ve all found a better way.

Joe Pulizzi is the founder of the Content Marketing Institute. Joe’s fourth 
book, “Content Inc.: How Entrepreneurs Can Build Massive Audience and 
Build Remarkably Successful Businesses” is now available. @joepulizzi

COLUMN  |  JOE PULIZZI, FOUNDER, CONTENT MARKETING INSTITUTE

ISTO
CKPH

O
TO



Horizons

VOLUME 1 • ISSUE 1  BEYOND.CASE.EDU  9

HERE AND THERE  |  BY RON HILL

IN THIS  ISSUE … 
“Having 10 to 17 or more 
careers is not a sign of 
failure, lack of commitment 
or lack of self-discipline. 
What it reflects is the 
new economy and lifelong 
employment reality that all 
of our students are facing.”
— Ian Jukes, author, “Understanding 
the Digital Generation” Pg. 10

“It’s not an individual 
issue. It’s not like one 
family who can’t figure 
it out. It isn’t one person 
who is overwhelmed. 
[Work-life balance] is a 
systemic issue.”
— Brigid Schulte, author, 
“Overwhelmed: How to Work, Love 
and Play When No One Has the Time” 
Pg. 15

“Having sustainability 
goals is not a luxury, 
it’s an absolute 
necessity. But goals, 
to be effective, have 
to be short-term and 
long-term. You have 
to be celebrating 
small wins along the 
way.”
— Lee Fisher, executive director, 
CEOs for Cities Pg. 31

“Exit strategy? 
What’s the 
entrance strategy? 
… Successful 
entrepreneurs 
never say, ‘I just 
want to get rich.’ 
When you chase 
excellence, the 
money will follow.”
— Jeff Hoffman, co-founder,  
Priceline.com Pg. 39R
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 TODAY WE LIVE in a “Hunger Games” economy, where it’s everyone for themselves. This 
is an economy where the rules are constantly changing, where fundamental uncertainty and 
functional instability are the order of the day.

To put today's world into perspective, my father worked for the same company for more than 
40 years, pretty much doing the same thing year after year. He lived in a time where what you 
learned once in your youth was expected to sustain you for a lifetime. 

Today, the idea of a 40-year employee receiving the gold watch is a complete novelty. In fact, 
the cradle-to-grave security of the old company model is just a faint memory for most people in 
the new economy.

Today, the idea of having a single career for a lifetime is uncommon. Just look at what has 
happened to employment here in the United States in the last few years. Increasingly, the mes-
sage people get from both employers and employees is that if you want long-term loyalty, you’d 
better buy a dog, because you will not get a lifetime commitment from either the company or 
employees anymore.

Many of you may have heard the prediction that students today should anticipate they will 
have somewhere between four and seven careers in their lifetime. Current estimates from the 
U.S. Bureau of Labor Statistics suggest that this estimate is at least 20 years out of date. In 
today’s flat world, the new estimate is that this generation of students should not anticipate hav-
ing four to seven careers, but rather 10 to 17 or more careers — not jobs working in the same 
industry, but distinct careers — all by the time they are 38 years old.

In fact, today the average length of stay in any job for the digital generation is typically only 
about 1 1/2 to 3 years. My stepdaughter's experience is very typical of this. Both Shona and 
her partner Shane, who are both in their early 30s and very successful professionally, have each 
already had 10 distinct careers, and Shona has just been shortlisted for another job.

The Changing Workforce in 
Disruptive Times

Ian Jukes is an international consultant and speaker who has worked 
in more than 80 countries. He is the author of 16 books on educational 
change for the modern world. @ijukes

What we need to understand is that 
increasingly this type of experience is the 
new normal and not a one-off aberration. 
The challenge is that having 10 to 17 or more 
careers will require our students to replace 
almost their entire body of knowledge mul-
tiple times during their working life. Having 
a finite body of knowledge learned once when 
they are young just won’t cut it anymore. 

We must also understand that having 10 
to 17 or more careers is not a sign of failure, 
lack of commitment or lack of self-discipline 
on the part of workers. What it reflects is the 
new economy and lifelong employment reality 
that all of our students are facing, one where 
they will have to be constantly managing their 
careers and always be thinking: What’s my 
move? What’s going to happen next?

Today’s economy is increasingly built upon 
a global “people-cloud” that is rapidly trans-
forming the nature of work. Here in the U.S., 
we are quickly moving from companies with 
hundreds or thousands of permanent em-
ployees to companies that engage temporary 
workers for short-term work gigs. These are 
companies and individuals that come together 
in temporary networks to produce and sell 
goods and services; when the job is finished, 
the network dissolves and the members of the 
network become independent again, recircu-
lating through the economy looking for their 
next opportunity. 

As a result of this shift, the fundamental 
unit of the new economy is no longer the 
corporation. It is the individual worker. Even 
the location of the workplaces has changed. 
Instead of workers coming to the work, in-
creasingly the work now comes to the workers 
whenever and wherever in the world those 
workers are.

In the face of this new global reality, we 
face the monumental task of bringing our 
educational institutions into line with the 
realities of the modern world. No longer can 
we expect students to get everything they will 
need for their entire lives by attending our 
educational institutions once in their youth. 
In place of the old model of one-shot learn-
ing, we are now in a new age, where people 
must be learners for life. For today's students, 
constant, lifelong learning is mandatory, be-
cause it is the only insurance policy individu-
als and groups have against being blindsided 
by disruptive change.

Many of our postsecondary institutions are 
simply not aware of the current job landscape. 
Corporations and employers must send a clear 
message to colleges and universities that they 
must respond to this new global reality and 
must do this quickly if the U.S. economy is 
going to remain competitive.

COLUMN  |  IAN JUKES, AUTHOR, “UNDERSTANDING THE DIGITAL GENERATION”
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SELF-EMPLOYED 
(14.6 MILLION)

HIRED BY THE 
SELF-EMPLOYED

(29.4 MILLION)

NUMBERS GAME  |  JOB CREATION BY THE SELF-EMPLOYED 

On Their Own, 
But Not Alone
ABOUT 14.6 MILLION American 
workers are self-employed, ac-
counting for 10% of the nation’s  
workforce. But the jobs they’re 
creating are more than dou-
ble that — another 29.4 million 
workers or 20% of the workforce 
were hired by the self-employed. 
But with the overall number of 
self-employed workers down 
slightly — from 11.4% in 1990 to 
10% in 2014 — communities face 
a challenge in efforts to promote 
local entrepreneurship as a path 
to job creation. Here’s a snapshot 
of the workforce impact of the 
self-employed.  — Jennifer Keirn 

Who’s 
Creating 
the Jobs?

PERCENTAGE OF 
SELF-EMPLOYED WORKERS 

WITH AT LEAST ONE 
PAID EMPLOYEE

10%  
20%  

70% 
OTHER WORKERS
(102.4 MILLION)

28% 
MEN

ASIAN WHITE HISPANIC BLACK

31% 25% 18% 15%

16% 
WOMEN

41% 13% 

INCORPORATED UNINCORPORATED

U.S. BORN 24%
IMMIGRANT 22%

Source: Pew Research Center
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THE BOOKSHELF  |  BY LAURA ADILETTA

#AskGaryVee: 
One Entrepreneur’s Take 
on Leadership, Social 
Media & Self-Awareness
Gary Vaynerchuk
St. Martin’s Press 
$25.99

New York Times bestselling 
author Vaynerchuk — the 
unconventional entrepreneur, 
wine critic and social media 
guru who popularized the 
term “crush it” — seeks to 
distill his popular Q&A-style 
YouTube show #AskGary-
Vee into an easily digest-
ible collection of evergreen 
and practical marketing ad-
vice. With outrageous and 
sometimes painfully honest 
answers to questions about 
everything from using Twit-
ter efficiently to creating a 
personal brand, Vaynerchuk’s 
newest book may become 
the young professionals’ go-
to guide for getting things 
done while having fun.

Finding Time:  
The Economics of  
Work-Life Conflict
Heather Boushey
Harvard University Press 
$29.95

As employers demand more 
time and output from their 
workers, Washington Center 
for Equitable Growth execu-
tive director and chief econo-
mist Boushey argues that 
work-life conflict isn’t just 
disruptive for individuals and 
families, it’s also harming our 
nation’s productivity. By in-
sisting that health and fam-
ily matters be tended to only 
outside of the workplace, she 
says businesses are depend-
ing on a “hidden subsidy” that 
is quickly disappearing — the 
stay-at-home wife — and 
that a better solution lies in a 
more efficient and equitable 
vision.

Simple Sabotage:  
A Modern Field Manual for 
Detecting and Rooting Out 
Everyday Behaviors That 
Undermine Your Workplace
Robert M. Galford, Bob Frisch 
and Cary Greene
HarperOne
$23.99

More than 70 years ago, the 
organization that eventually 
evolved into the CIA issued a 
manual detailing techniques 
to demoralize enemies and 
derail their decision-making 
processes. Authors Galford, 
Frisch and Greene outline 
eight of these tactics that still 
plague modern organizations 
— making speeches, decid-
ing by committee, haggling 
over details and advocating 
caution, among others — as 
well as strategies to avoid 
these mistakes for great-
er productivity and stronger 
working relationships.

Everybody Matters:  
The Extraordinary Power 
of Caring for Your People 
Like Family
Bob Chapman and Raj Sisodia
Portfolio/Penguin 
$27.95

Children aren’t laid off when a 
parent loses a job. That’s the 
way Chapman, chairman and 
CEO of $2 billion manufac-
turing giant Barry-Wehmiller, 
describes his responsibility 
to his work family. Reject-
ing traditional employment 
models (and skepticism from 
his peers), Chapman and 
management professor Si-
sodia tell the story of what 
happens when leaders fos-
ter a work culture that puts 
its own people first, and of 
the ways in which high mo-
rale can translate to profits 
and growth even in a tough 
economy.

The Misfit Economy: 
Lessons in Creativity 
from Pirates, Hackers, 
Gangsters and Other 
Informal Entrepreneurs
Alexa Clay and Kyra Maya 
Phillips
Simon & Schuster
$26

Innovation can be found in 
the unlikeliest of places. Au-
thors and social entrepre-
neurship experts Clay and 
Phillips go beyond B-school 
case studies to draw lessons 
on disruptive innovation from 
the likes of Somali pirates, 
black market traders and 
street gangs. Using such pro-
vocative examples, the au-
thors suggest that the main-
stream economy does not 
have a monopoly on vision, 
ingenuity and salesmanship, 
and that the “teeming genius 
of the underground” can offer 
valuable insights into navi-
gating constraints and over-
coming barriers.
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WHEN GARY SHEEHAN joined 
Cape Medical Supply in the early 
2000s, he saw the company as a 
25-year-old startup. 

His parents, Mark and Nancy 
Sheehan, started the company 
in 1977 out of a rented home on 
Cape Cod, providing patients  
in that region with home oxygen 
equipment and other critical 
medical products. 

“They moved here to work at a 
similar company, but the owner 
was put in jail and my parents, 
who were newly married, had 
leased a home on the Cape for 
a year,” says Sheehan, who took 
over as president in 2006. The 
couple decided to go out on their 
own, and “it worked that way for 
the first eight years of business, 
with the two of them working 
24/7, as our business is always 
on-call,” he says.

They soon moved the fledgling 
business out of their rented home 
to the city the company still calls 
home, Sandwich, Massachusetts, 
and began to grow. The couple 
added hospital equipment and 
health care supplies used in the 
home to their product lines, 
opened a retail store and hired 
new staff. 

The company was thriving, 
but when it came time to join 
the family business, Sheehan saw 
even more scale-up potential in 
an industry that serves primar-
ily the exploding baby boomer 
generation. 

“There is such a significant 
runway of opportunity in front 
of us to expand, and I fell in love 
with the opportunity to grow the 
organization and take something 
my parents had worked really 
hard at getting to the point it was 
at,” he says. 

In addition to demographics, 
also in Cape Medical Supply’s 
favor is the push to deliver more 
health care at home in response 
to the skyrocketing cost of 
medical care. Boomers are living 
longer too, and want products 
that can help them be active even 
if they are dependent on oxygen. 

Last year alone, Cape Medi-
cal’s patient load increased by 

45 percent. The $13 million 
company has expanded from 
its home state into Maine, 
New Hampshire and Rhode 
Island. It now employs 75 — up 
from 15 in 2000 — and has a 
20,000-square-foot warehouse 
stocked with medical equipment. 

“We entered a deliberate and 
targeted growth phase of the 
organization with our first ac-
quisition in 2005,” Sheehan says, 
describing a local hospital system 
that operated a company similar 
to Cape Medical. “The hospital 
wanted to get out of the medical 
supply business, so we bought the 
company.” Six years later, Cape 
Medical expanded its footprint 
again by buying out a Maine-
based medical supply firm.  

In 2015 the firm was named to 
the Inc. 5000 list of the fastest-
growing private companies in 
the nation for the sixth time. In 
2013, it was named Best Home 

Medical Equipment Company 
in the U.S. by an industry trade 
magazine. Much of its recent 
growth has been driven by its 
leading product category — 
products used to manage sleep 
disorders such as sleep apnea. 

But while the demographics 
might make the home medical 
market seem like a profitability 
slam dunk, the reality isn’t com-
pletely rosy. Shrinking Medicare 
reimbursements and regulatory 
red tape have put the squeeze on 
mom-and-pop businesses like 
Cape Medical and have led to 
significant industry consolida-
tion, making success more chal-
lenging for such companies. 

Cape Medical’s growth is 
largely what’s made it sustainable. 
“We’re working now to stabilize 
the business after rapid growth,” 
Sheehan says of the coming year.

Mark and Nancy retired in 
2006, but the company is still 
a family affair, with Sheehan’s 
brothers, Kevin and Mike, also 
playing leadership roles.

“We are very competitive — 
we were athletes growing up,” he 
says. “We’re aligned strategically 
with our strengths and where we 
want to go in the business.”

Equipped for Growth
HEALTH CARE IN AMERICA IS HOMEWARD BOUND, AND CAPE MEDICAL SUPPLY IS PREPARED TO SNAG THE 
OPPORTUNITIES TO SERVE THE INFLUX OF AGING BABY BOOMERS.  BY KRISTEN HAMPSHIRE

“There is such a significant runway of opportunity 
in front of us to expand, and I fell in love with the 
opportunity to grow the organization and take 
something my parents had worked really hard at 
getting to the point it was at.”  — Gary Sheehan 

DISPATCH FROM MAIN STREET  |  CAPE MEDICAL SUPPLY
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RIGID	SCHULTE’S	DAYS	WERE	A	FRE-
NETIC	DASH	FROM	ONE	TO-DO	TO	
THE	NEXT. 

She worked a stressful, deadline-
driven job as a Washington Post journal-

ist while struggling to keep up with her two 
children’s schedules of soccer practices, field 
trips, dance lessons and doctor’s appoint-
ments. Her husband, NPR reporter Tom 
Bowman, was frequently on assignments that 
took him to Iraq or Afghanistan for months 
at a time. Schulte was underslept, perpetually 
behind and living every day in a state of what 
she calls “the overwhelm.”

“I felt as though I couldn’t even breathe,” 
she says. “I never slept enough. I never worked 
enough. I was never a good enough mom. The 
house was never clean enough.” 

She felt she was never able to focus on just 
one task. She conducted interviews for stories 
sitting on the floor outside her kid’s dentist 
office and on the sidelines of their soccer 
games. Along on a school field trip with her 
daughter, Schulte grabbed guilty glances at 
her BlackBerry and had to make up for that 
missed time by working until 4 a.m. after 
putting her daughter to bed.

“Even more than the physical busyness, 

it was the psychological demand that really 
weighed heavily on me all the time,” she says. 
“There was resentment toward my husband. 
I was doing all of the kid stuff and the house 
stuff. I felt really distant from my husband. 
It’s really hard.” 

So when the paper assigned her to a work-
ing group to study how to get more women to 
read the newspaper, she began studying the 
ways women like herself spent their time. Her 
research led her to a University of Maryland 
expert who studies time use, who encouraged 
her to begin using a time journal herself. She 
spent a year documenting days packed with 

IS	BALANCE	POSSIBLE	IN	AN	AGE	OF	BLURRED	WORK-LIFE	BOUNDARIES?

BY JENNIFER KEIRN 
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what she calls “time confetti” — little snatch-
es of time jumbled together in a multitasking 
mess.

Looking at her life in black and white in 
the Moleskine journals she used for a time 
journal made her decide to take this topic 
beyond just the internal working group re-
search. That University of Maryland expert 
insisted that she and other similar working 
mothers average 30 hours a week of leisure 
time, a claim she set out to disprove in an ar-
ticle she wrote for Washington Post Magazine. 

She was so bowled over by the reader re-
sponse that she decided to write the 2014 
book “Overwhelmed: How to Work, Love 
and Play When No One Has the Time.” She 
is now on staff at the think tank New Ameri-
ca, serving as director of its Breadwinning & 
Caregiving Program and the Good Life Ini-
tiative. She now spends her days studying the 
topic of work-life balance and advocating for 
policies that encourage the kind of balance 
that she found so elusive.

“It’s not an individual issue. It’s not like 
one family who can’t figure it out. It isn’t one 
person who is overwhelmed,” Schulte says. 
“This is a systemic issue … all of our work-
place policies, our government policies, our 
social policies and a large part of our cultural 
expectations and attitudes are still very stuck 
in a nostalgic time that didn’t really exist for 
a lot of people in the 1950s.” 

Questioning	the	ideal
Schulte calls it the myth of the “ideal 

worker” — a standard for employees that val-
ues a willingness to work 24/7 if that’s what 
it takes to get the job done. It’s a standard 
rooted in a time when a majority of women 
stayed home to take care of the family and 
a majority of men were the breadwinners. In 
1955, just over 35 percent of women 16 and 
older participated in the labor force. Today, 
57 percent of women participate in the work-
force overall, and among women with chil-
dren under the age of 18 that number is 70 
percent. Meanwhile, men are demonstrating 
a growing desire to be just as involved in their 
families as women are. 

“[Some] are thinking that mothers work-
ing is a temporary anomaly, that things will 
just go back to the way it was … there’s so 
much ambivalence,” says Schulte. “It’s time 
for us to see that the world is changing. There 
are benefits to having a more fluid and flex-
ible workplace for men and women. … We 
are so focused on work-life conflict, but there 
are real benefits to this.” 

But demographics — and the resistance 
among some employers to accept them — is 
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just one of factors driving the struggle that so 
many men and women experience today in 
balancing work and life. Schulte and others 
point to the fact that so few companies rec-
ognize the problem or offer such solutions as 
parental paid leave and workplace flexibility 
policies that sync with what their employees 
need. Unlike most other industrialized na-
tions, the United States does not mandate 
paid parental leave or paid vacation time. The 
globalization of the economy has heightened 
expectations that employees be available to 
their employers after work hours, on week-
ends and on vacations. And technology has 
made that 24/7 accessibility possible.

As a result, research by the think tank Cen-
ter for American Progress found that 90 per-
cent of American mothers and 95 percent of 
American fathers report experiencing conflict 
between work and life.

“When the term ‘work-life balance’ started 
to creep into the lexicon 25 or 30 years ago, it 
was, ‘What time can I get home from work?’” 
says Brad Harrington, executive director of 
the Boston College Center for Work & Fam-
ily. “Now the blurring of boundaries is the 
bigger issue. Companies have gone to great 
lengths to say, ‘How can we be more flexible 
and more accommodating to employees and 
their needs?’ … But the problem now is the 
issues around trying to create boundaries that 
aren’t permeable, where people can focus on 
one part of their lives or another.” 

In fact, research by the American Psycho-
logical Association found that nearly a third 
of men regularly bring work home, work dur-
ing vacations and allow work to interrupt 
time with family and friends. The results for 
women are lower, but not by much; about 20 
percent of women work on vacation and let 
work creep into personal time. 

Statistics from the 2015 Workplace Flex-
ibility Study by WorkplaceTrends.com and 
CareerArc told an even bleaker story: 65 per-

“[Some] are thinking 
that things will just go 
back to the way it was. … 
It’s time to see that the 
world is changing. There 
are benefits to a fluid 
and flexible workplace 
for men and women.” 
— Brigid Schulte

Brigid Schulte, author of 
“Overwhelmed: How to Work, Love 

and Play When No One Has the Time”
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cent of employees said their managers expect-
ed them to be reachable by phone or email 
outside the office, and about the same pro-
portion of HR managers said they expected 
that kind of accessibility from their employ-
ees. About 1 in 5 of the employees surveyed 
reported working more than 20 hours outside 
the office, during personal time, each week. 

Research by Gallup shows that 25 percent 
of salaried workers work 50 to 59 hours each 
week, and another 25 percent work 60 or 
more hours. 

“When you work 24/7 and create that de-
manding expectation in the workplace, you 
are setting yourself up to create an entire or-
ganization of burnt-out, disengaged, unhap-
py people,” says Schulte. They will be sicker, 
they won’t be as productive, they will be more 
likely to leave and will cost you more money.”

Indeed, according to the American Insti-
tute of Stress, 40 percent of workers say their 
jobs are very or extremely stressful. Nearly 
half blame heavy workload for that job stress, 
while another 20 percent rank juggling work 

life and personal life as the top cause. And the 
problem is escalating: the American Psycho-
logical Association reports that 42 percent of 
adults say their stress can increased over the 
past five years, and 36 percent say their stress 
increased in the past year.

Susan Cucuzza, a Cleveland-based pro-
fessional certified life coach, says nearly 100 
percent of her clients report struggling with 
work-life balance. She specializes in serving 
C-suite executives, many at large corpora-
tions and nonprofits nationwide.

“They are very successful, very good at 
what they do, highly valued by their organi-
zation and love what they do,” says Cucuzza 
of her typical clients. “But they struggle with 
what work-life balance should look like versus 
what they really want. … They don’t know 
where to start balancing.”

Not	just	a	mommy	issue
In many organizations, efforts to create a 

more family-friendly workplace fall under 
such titles as “women’s initiatives.” These 
might include opportunities to work from 
home, extended maternity leaves or pumping 
rooms. 

But a small but growing number of organi-
zations are recognizing the need for fathers to 
be able to benefit from family-friendly poli-
cies too. 

In 2010, Harrington’s center began a series 
of studies titled “The New Dad” to better un-
derstand the perceptions of work-life balance 
among men with children. They asked re-
spondents to look at their role along a contin-
uum of caregiving and breadwinning as their 
primary role as a father, “And 68 percent said 
it was equal between the two,” Harrington 
says. “It was a perfect bell-shaped curve … 
there was no bias toward breadwinning being 
more important than caregiving.” 

Harrington’s group also found that work-
ing fathers ranked flexible work arrangements 
higher in importance than career advance-

“Make sure that when 
you create leave policies 
that people not only feel 
that they can take it, 
but that both men and 
women can take it.” 
— Brigid Schulte
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ment opportunities or high income. Nearly 
90 percent of fathers believe that it’s impor-
tant for employers to offer paid paternity 
leave, with 74 percent of those advocating a 
length for leave of two to four weeks. Those 
who take paternity leave are much more likely 
to be involved in child care and play as their 
kids get older, leading to a better balance in 
household responsibilities between spouses.

“You might say they have an even greater 
sense of conflict inherently … because men 
are the people who tend to work more, work 
longer hours or travel on business, and are 
less likely to have extended periods of time 
at home with their children because of leave 
policies,” Harrington says. “If men are feel-
ing drawn toward being a more hands-on, in-
volved parent, it’s harder for them to do that.” 

Men also still experience a stigma against 
taking more time with their families or tak-
ing advantage of family-friendly leave poli-
cies, says Ken Matos, senior director of re-
search at the Families and Work Institute. 

“The men [who are involved at home] get 
hero status from women, but I don’t think 
they get hero status from other men,” says 
Matos. “From other men it’s, ‘Why isn’t your 
wife taking care of this?’ But men don’t talk 
about this in the same way women do. … So 
we’re both stuck.”

Even more pervasive is a perception that 
the need for work-life balance is only an issue 
for parents, with an underlying assumption 
that workers need an excuse — such as hav-
ing children — to permit them to seek bal-
ance between these two parts of their lives. 

Brad Harrington, 
executive director, 
Boston College Center 
for Work & Family

Rather than being a concern just for parents 
(men or women) Schulte calls work-life bal-
ance a “human rights” issue.

“We have to break out of this old, calcified 
thinking that when you talk about work-life 
balance, the only ones you’re talking about is 
middle-class white working mothers. You’re 
really talking about everybody,” she says. “We 
have to get away from the thinking that we 
need a reason [for work-life balance], we need 
an excuse … Everyone needs to work and live 
a good life.” 

The other factor often overlooked in the 
work-life balance debate is the burden of car-
ing for aging parents. The baby boomer pop-
ulation — ages 51 to 69 as defined by the Pew 
Research Center — now stands at approxi-
mately 75 million, with another 29 million 
in the silent generation, aged 70 to 87. Those 
104 million Americans stand in stark con-
trast to the 66 million Generation Xers (aged 
35 to 50), where many of their children land.

According to research by Harrington’s or-
ganization, 5 million Americans live an hour 
or more away from the person they care for, 
and the typical cost of full-time care in a nurs-
ing home ranges from $78,000 to $100,000 
per year. 

He finds that most companies his center 
works with respect employees’ rights to work-
life balance regardless of the reasons. 

“It’s not about the validity of the reason, it’s 
about the credibility to embed flexibility into 
the job. … Why they want flexibility is not 
our business,” Harrington says. “People don’t 
refer to it as work-family, it’s work-life. … If 
we can make it work for the job, then it’s up 
to you how you spend that time.” 

But many other companies still haven’t 
reached that level of fairness in their policies.

“Too often, managers don’t take the time 
to ask, ‘What’s important to you?’” says Cu-
cuzza. “They may say, ‘I’m a musician,’ or ‘I’m 
a cook,’ or ‘I want to take a class’ or ‘I make 
wedding cakes on the side.’ … It’s caused 
good people to leave companies [because] they 
aren’t being valued, they can’t live a life out-
side of work, and that’s not being honored.” 

USA	versus	the	world
“The U.S. is the only advanced economy 

without paid parental leave, and the only 
advanced economy with no paid vacation 
policy,” says Schulte. “One year of infant care 
costs more than one year of public university 

Susan Cucuzza, certified 
professional life coach 

“Ask the question, why do we have this [policy] 
in place? If we keep this practice in place, what 
might we lose? Or not stay competitive? Or lose 
good people?” — Susan Cucuzza

“The problem now is the issues around trying to 
create boundaries that aren’t permeable, where 
people can focus on one part of their lives or 
another.” — Brad Harrington
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in more than 30 states and the District of Co-
lumbia. And you don’t have 18 years to save 
up for it.”

The shining example of work-life balance 
that Schulte points to is Denmark, where only 
2 percent of adults report working very long 
hours (defined as 50 or more hours per week), 
as compared to 11.3 percent in the U.S. The 
standard work week is 37 hours, and female 
employment rates for 25 to 54 year olds stands 
at 79 percent, one of the highest among the 
34 countries measured by the nonprofit Or-
ganisation for Economic Co-operation and 
Development, which studies quality of life 
in its OECD Better Life Index. Schulte also 
points to time studies that show Danish men 
spend nearly as much time on housework and 
child care as Danish women do. 

The fact that leadership positions in U.S. 
corporations are dominated by men is an-
other demographic factor contributing to 
the work-life challenge in the U.S., says Har-
rington. Though they make up half of the na-
tion’s parents, men make up 85 percent of the 
executive-level leaders in the Fortune 1000 
and 95 percent of the CEOs. 

“The more men [in corporate leadership] 
embrace their role as equal or very important 
contributors to family life, the more likely 
it is that this issue will come front 
and center rather than being just 
an issue for working mothers,” 
he says. “If you are interested in 
women’s advancement and not 
interested in men’s roles in 
the home, then you are talk-
ing out of both sides of your 
mouth.” 

But we aren’t the only country to struggle 
with issues of work-life balance. Other coun-
tries work longer hours, including 40 percent 
in Turkey, nearly 30 percent in Mexico and 
22 percent in Japan, according to the OECD 
Better Life Index. There’s even a Japanese 
word for “death by overwork,” karoshi, and 
“suicide from overwork,” karojisatsu. Accord-
ing to the International Labor Organization, 
Japan compensated families for 121 cases of 
karoshi and 66 cases of karojisatsu in 2011.  

Changing	expectations
Matos prefers the terms “work-life fit” or 

“work-life integration” to “work-life balance.”
“[Work-life balance] makes people 

think they only have it if everything 
is equal — 50 percent work, 50 

percent home, 50 percent chil-
dren, 50 percent community 
… I’m suddenly stretched so 
thin that there isn’t enough 
of me to go around,” he says. 
“Work-life fit is them work-
ing seamlessly with each other 

rather than starting with the idea that they 
are in opposition with each other. … Your fit 
may not look like someone else’s fit.”

It’s not surprising that expectations of work-
life fit are rapidly changing. Younger people 
increasingly want it, and younger companies 
are offering it more. The most notable recent 
example was Facebook CEO Mark Zucker-
berg’s choice to take two months of paternal 
leave. It’s not just because he’s the boss: All 
parents in the company have access to four 
months of parental leave. 

Last year, Harrington’s organization re-
leased a study of millennials’ perceptions of 
work and life success titled “How Millennials 
Navigate Their Careers,” and found that, in 
general, millennials are ambitious and ready 
to work hard to help their company be suc-
cessful and advance in their careers.

“But only 20 percent said they would be 
willing to pursue these goals at the expense of 
their families,” Harrington says. “They have 
a more realistic sense of how you can be suc-
cessful and live a happy life.”

Of the respondents, says Harrington, 44 
percent of these millennials ranked work-life 
balance as “extremely important” in career 
success, followed by 43 percent giving this 
highest ranking to job satisfaction and 35 
percent selecting salary and salary growth. 

But there is a limit to how much flexibility 
employees should demand, advises Cucuzza. 
New, young employees who make requests 
for work-at-home or flexible hours right away 
can make an employer question the new hire 

“The men [who are 
involved at home] get hero 
status from women ... but 
from other men it’s, ‘Why 
isn’t your wife taking care 
of this?’ Men don’t talk 
about this in the same 
way women do.” — Ken Matos
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MATCH POLICIES WITH WHAT EMPLOYEES REALLY WANT. 
According to the 2015 Workplace Flexibility Study, 67 

percent of HR managers believe their employees have 
work-life balance. But employees tell a different 
story: 45 percent say they don’t have enough time 
for personal activities. Only half of managers ranked 

workplace flexibility as the benefit their employees 
most want, but 75 percent of employees named flex-

ibility as their top priority. “You have to get to know your 
people and what’s important to them,” says Susan Cucuzza, a profes-
sional certified life coach for C-suite leaders. “The more they [feel] that 
their personal lives matter and they are valued as a human being, the 
more committed they’re going to be at work.”

WAYS YOU CAN CREATE BETTER WORK-LIFE BALANCE FOR YOU AND THOSE WHO WORK FOR YOU.

BREAK THE “CYCLE OF RESPONSIVENESS.” 
That’s the term journalist Brigid Schulte uses to refer to 
the nasty habit we have of perpetuating the always-

available mentality. When you email co-workers at 
11:00 p.m., you’ve let them know that you check 
email after hours, creating the expectation that 
you’ll answer texts, calls or emails off the clock. 

Schulte uses technology to break that cycle: An app 
called Boomerang allows her to write email after hours 

but schedule when it will be sent. “When they have that always-on 
feeling, they won’t be as fresh as you want them,” she says. “The smart 
manager will know that and protect the time off of his or her people.” 

QUESTION YOUR PRACTICES. 
“There’s a lot more you can do to create flexibility without 

violating policies,” says Cucuzza. “Get out from that 
excuse of ‘we have a policy’ or ‘we have a practice.’” 
She has facilitated focus groups for companies to 
allow employees to speak freely about what they 
want. “It will be uncomfortable for employers who 

have been set in their ways,” she says. “Ask the ques-
tion, ‘why do we have this in place? Why is it helping us? 

If we keep this practice in place, what might we lose?” Also important 
is to look at the customers’ needs and how changes in a workplace can 
impact — positively or negatively — how customers are serviced. 

STRIVE FOR FAIRNESS. 
Too often, workplace policies that encourage work-
life balance are focused on women, and more 
specifically, mothers. That can create resentment 
among fathers or employees without children. 
“[In] bigger, more established companies, it’s taking 
them longer to think differently about this topic,” says 
Cucuzza. “The first people they might feel comfortable saying ‘OK’ to is 
mothers. It’s easier to make a decision around the topic of the parent be-
cause it’s just the tradition.” An increasing number of dads are looking for 
more balance with their families too, so Schulte says employers should 
“make sure that when you create leave policies that people not only feel 
that they can take it, but that both men and women can take it.”

TALK IT OUT. 
“Don’t make assumptions,” says Ken Matos of the Families and Work Institute. “Talk to your employees about what they need 
and what you need and what is sensible.” That conversation requires honesty; Matos recounts a story about men in a New York 
consulting firm who “basically lied their way to work-life fit. They would walk out looking very intent, and everyone assumed they 
were going to see a client. Then they’d be at their kid’s game. They couldn’t just say, ‘I am a father. I need to be somewhere.’”
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can write emails when she wishes but sched-
ule them to be sent during their workday. 

She’s also more thoughtful about what 
makes it onto her to-do list. “When you have 
this long to-do list, you always feel guilty and 
worried, you are always thinking of what you 
didn’t do,” she says. “It’s recognizing that you 
will never get to the end of the to-do list. 
The list itself, the expectations are too high. I 
pause more, thinking about what’s most im-
portant, what do I put on that list.”

The result has been a more productive 
and less stressful work life, but also positive 
change in her home life. Schutle and her hus-
band have changed the way they share their 
children’s needs and commitments: They take 
turns every other month in arranging doctor’s 
appointments and carting their kids. She has 
also adjusted her expectations of what con-
stitutes quality time with them, feeling satis-
fied with a walk around the block instead of 
a daylong hike.

“The longest journey was in my head, the 
way I look at things, my approach to things,” 
she says. “I keep falling off the wagon, but 
the difference is I have hope where before I 
didn’t. I just pick myself up and get back on 
the wagon.” 

or job candidate’s commitment. 
“I wouldn’t do it until I’ve earned it,” says 

Cucuzza. “Sometimes you have to put in a 
70-hour work week now and then. Some-
times you do need to get on a conference call 
at midnight. Sometimes you do need to go in 
early. … You have to show and demonstrate 
that you can deliver, and it may be pulling 
extra hours or sacrificing something now and 
then.”

Matos’ organization studies the specific 
workplace policies typically associated with 
encouraging work-life balance and has found 
a significant increase in the number of com-
panies offering many such policies. Between 
2008 and 2014, the percentage of employers 
who permit at least some employees to work 
at home regularly increased 23 percent to 38 
percent, while those who permit occasional 
work-from-home increased from 50 percent 
to 67 percent. Those who permit at least some 
employees to adjust their start times and quit-
ting times rose from 32 percent to 42 percent, 
and 82 percent allow at least some employees 
to take time off to handle family or personal 
needs during work hours without losing pay, 
up from 73 percent in 2008. 

About three-quarters of employers offer 
some time off for employees to care for aging 
parents without jeopardizing their jobs, and 
the number of companies permitting at least 
12 weeks of maternity leave is 93 percent, 
up from 85 percent in 2008. While no U.S. 
companies are required to pay for maternity 
leave, 58 percent of respondents said they of-

fer at least some replacement pay. 
But flexibility isn’t a good thing for everyone. 
“We hear from lots of part-time people 

who say, ‘I have tons of flexbility, but I just 
don’t know how much I’ll be working and 
how much I’ll earn,’” Matos says. “Then flex-
ibility becomes a stress, not a bonus.”

Easing	the	“overwhelm”
The process of writing the book “Over-

whelmed” led to significant changes in Schul-
te’s life. 

“I work really differently,” says Schulte, 
who calls herself a recovering workaholic. “I 
learned a lot of bad habits. … That’s some-
thing for managers [to consider]: When you 
work in a certain way and it works for you, 
you think it should work for everyone else. 
Not everyone works the same way you do.” 

She structures her day in 30- to 90-minute 
“pulses” then takes a short break. She truly 
disconnects on vacation, and demands the 
same of those who work for her. “I don’t want 
to hear from them when they are on vacation. 
I don’t want them answering emails.” She uses 
technology to protect her employees’ personal 
time as well: Using the Boomerang app, she 

“Don’t make assumptions. … Talk to your employees 
about what they need and what you need and what 
is sensible at any one point in time.” — Matos
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I	WAS	25	WEEKS	PREGNANT when my 
water broke. 

This happened a little over a year ago. I 
was admitted to the hospital, and the doctors 
said I could deliver in two days or 10 weeks. I 
called my boss and shared the news. He said 
I could work remotely from the hospital. 

That never happened. I delivered two days 
later. I took [the Family and Medical Leave 
Act] for the first two weeks. There was no 
way I could go back to work. I was sad and 
scared every day. I didn’t know if my babies 
would make it. They were on ventilators be-
cause their lungs weren’t developed. 

I decided to go back to work. I didn’t want 
to use all my FMLA sitting next to an incuba-
tor. It was such a hard decision, but I tried to 
stay positive. 

When I returned, I discovered my co-work-
ers had pulled together $300 to use for park-
ing. They gave me a humongous envelope 
stuffed with cash and gift cards, probably at 
least $500 worth. The team that I’m on orga-
nized a benefit for me at a local bar. Co-work-
ers and my CEO were guest bartenders, and 
all the tips went to my family. My husband 

works as a financial counselor at Human 
Arc, so the money gifts helped us both. 
My department also arranged a PTO do-
nation drive so that I could save FMLA for 
when my babies came home, or use them 
for when the babies had a bad day or a 
great day. More than 300 hours were 
donated. People who probably didn’t 
even know me shared their PTO, and 
we were so grateful. 

My son came home five months 
later. I took 10 weeks of FMLA 
because I thought my daughter 
was coming home soon after. She 
didn’t come home until she was 
7 months old. I was out of PTO 
and FMLA and applied for a per-
sonal leave of absence. I was granted 
two weeks. 

I feel like my colleagues are my extended 
family. They stress that family is No. 1, and 
they showed us that. There were days I was 
crying at work, and people were always there 
to give me hugs. We have a huge support 
system. 

 — As told to Kathy Ames Carr

OUR	LIVING	WELL program en-
compasses physical, financial, 
career, social and community el-
ements. We’ve promoted physi-
cal fitness for years and years but 
have taken that initiative further. 

We use Vitality, a Web-based 
program, which enables employees 
to enter their health assessment 
and biometric screen data. It pulls 
up a dashboard of areas employ-
ees need to improve upon, like diet 
and exercise. 

They accumulate points based 
on what they complete, even if it’s 
charting a doctor’s follow-up for 
a chronic condition. Those points 
convert to Vitality Mall bucks, 
which can be redeemed for any-
thing from Fitbits to Amazon gift 
cards. You reach a certain status, 
from bronze to platinum. The high-
er your status, the lower the health 

care premium. About 15 percent 
employees chose not to participate, 
and those people saw as much as a 
25 percent increase in their premi-
ums, so why would you not? 

Everyone talks about their sta-
tus, which is really cool. The whole 
family can participate. Other well-
ness benefits range from financial 
counseling to automatic enrollment 
in our 401(k). We discovered a few 
years ago that 35 percent of em-
ployees weren’t taking advantage of 
this retirement plan. We implement-
ed auto-enrollment and have been 
able to keep 90 percent enrolled. 

Financial well-being is a huge 
part of work-life balance. Employ-
ees are allowed to come into work 
two hours late on the first day of 
their child’s school. We offer back-up 
day care, adoption assistance and 
estate planning services for children 

with special needs. The more we of-
fer, the more employees can focus 
on their work without added stress. 

Community service and social 
involvement are also critical to the 
bigger picture of work-life balance. 
Employees receive paid time off to 
donate to a charitable organization, 
whether it’s cleaning up the beaches 
or helping women who have fled 
domestic violence. And each year, 
we select one well-being cham-
pion and one diversity champion 
from each of our 14 markets to talk 
about the following year’s grass-
roots initiatives on how to engage 
people in wellness and diversity. 

They’re like Beyonce to L’Oreal. In-
dividuals with different backgrounds 
or experiences all have a different 
perspective on how to promote a 
culture of well-being and diversity. 
 — As told to Kathy Ames Carr 

CATHERINE CARRAWAY
Catherine Carraway, senior vice president of human resources, compensation and benefits at 
Chicago-based Equity Residential, says that this publicly traded company managing U.S. apartment 
properties approaches wellness and work-life balance from a multifaceted perspective.

ERIN GAGLIANO
Erin Gagliano got the support she needed from her employer, Human Arc, a 
Cleveland organization that helps individuals with no or low income enroll in 
government support programs, while her preemie twins were in intensive care.

AS	TOLD	TO BALANCE TIPS FROM THE TRENCHES
ER

IC M
U

LL



VOLUME 1 • ISSUE 1  BEYOND.CASE.EDU		25

TERRY DYER

WE	HAVE	STEEL	and IT facilities 
all throughout the world, and they 
all have barbershops. The stan-
dard charge is $8 per employee. 
Our founder [John McConnell] was 
focused on family time and taking 
care of employees. He didn’t want 
them standing in line at a barber-
shop on a Saturday when they 
could be with their families. 

We still support that mental-
ity, and our benefits keep evolv-
ing. All our plants also have 
gyms and weight rooms. Our 

50,000-square-foot fitness facility 
here at the corporate headquarters 
has a basketball court, racquetball 
courts, a newly remodeled weight 
room, spinning bikes and a mas-
sage therapist. 

We recently launched an AMPED 
wellness program with our vendor-
partner, which enables employ-
ees to earn points based on certain 
challenges they meet, such as sit-
ups or pushups, on company time. 
We rolled it out with a video of our 
upper management demonstrat-

ing. Participation could even mean 
drinking a certain amount of wa-
ter each day. You get a surcharge 
if you don’t participate. We have 
about 60 percent participation. 

Support comes from top down. 
I saw one of our senior leaders go 
for a run at 10 a.m. the other day. 
Employees get Fitbits, gas cards 
and other incentives. 

The goal is not only to help keep 
costs down, but to integrate well-
ness into work-life balance. That 
means employees can work from 

home if they are able to. We also 
offer physical therapy, an on-site 
medical center at our corporate of-
fice and three doctors who travel 
to other facilities for blood draws 
and wellness screenings. 

We encourage people to take 
advantage of our park here at the 
corporate headquarters. You’ll see 
employees hanging out or fishing 
at the pond. On weekends, we do 
tailgates with corn hole on game 
days. It feels like a big, loyal family. 

 — As told to Kathy Ames Carr

WHEN	I	FIRST	STARTED at Tal-
ent Plus nine years ago, first-year 
employees received five days of 
vacation time a year. I used nearly 
all of them on a fabulous Europe-
an trip. I had one half-day for the 
rest of that year. It was tough, 
especially when you feel like 
you’re available 24/7. After the 
third year, you got 10 days off, 
no matter what. 

An internal group of as-
sociates brought the issue 
to light in our annual em-
ployee survey. The survey 
noted that we work hard, 
and we work long hours. 
They inquired if we could 
implement a no-limit 
vacation policy, just as 

we’ve done with sick days. 
Even when we’re away 

from the office or on vacation, 
we’re texting and checking emails. 

The idea made sense. The com-
pany started a pilot. We looked at 
other organizations that success-
fully implemented it, and found 
our associates were actually tak-
ing less time off than the national 
benchmark. 

The policy took effect in 2009. 
It’s been so refreshing. People can 
take that two-week, once-in-a-
lifetime trip if they want to without 
having to bank days or feel guilty. 
Employees can drop off their kids 
at 9 a.m., get in at 10 a.m., and no 
one’s watching the clock. 

Because of the no-limit policy, I 
was able to take off time before I 
had my baby within the last year. 
I didn’t feel like I had to stockpile 
days in advance. I took 12 weeks 

after I had my baby and worked 
out a flex schedule afterward. I 
knew my associates had my back. 
I have a one-hour commute and 
can work from home, come in late, 
or take off on Friday afternoon if 
I need to. We just coordinate with 
our team and managers. 

You don’t feel like you’re watch-
ing the calendar all the time. We 
haven’t had anyone abuse it. Peo-
ple take an average of 10 to 15 
days off a year. Our unlimited sick-
unlimited vacation-unlimited vol-
unteer time really help us achieve 
work-life balance. 

You feel better about working 
even when you’re technically off 
company time because you have 
the flexibility to handle personal 
matters during the workday. 

 — As told to Kathy Ames Carr

JESSICA SAMSON
Jessica Samson, a marketing and branding professional at Lincoln, Nebraska-based Talent Plus Inc., says 
that the professional service company’s switch from accrued vacation time to a no-limit vacation policy 
empowers her to balance her career with her life as a new mom.

Terry Dyer, vice president of human resources at Columbus, Ohio-
based Worthington Industries, says its work-life balance culture 
stems from the philosophy of John McConnell, who founded the 
industrial metals manufacturer in 1955.  
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WORK-LIFE BALANCE 

World	War	II
Before WWII, men traditionally worked in industrial jobs, but many 

men and women also worked side by side in family businesses. It was 
the so-called Rosie the Riveter government campaign that spurred a 
surge in women working in industry, recruiting an estimated 6 mil-
lion women to replace men who had gone off to war. By 1945, nearly a 
quarter of married American women worked outside the home. “When 
you have strong cultural definitions of things, you don’t necessarily pic-
ture alternatives,” says Ken Matos, senior director of research at the 
Families and Work Institute. “This was a moment when they could imag-
ine the alternatives [to homemaking] and saw the alternatives work.”

Post-World	War	II
As GIs returned from war and needed jobs, women were encouraged to head home. A news-

reel from the late 1940s titled “Modern Woman: The Lost Sex” (promoting a book of the same 
name) pointed to the increasing economic independence of working women as “disruptive” 
to marriage: “Today, U.S. industry is employing hundreds of women who before the war were 
homemakers, devoting their full time to their families and family responsibilities … Everywhere 
children of working parents are being left without adequate supervision or restraint.” To drive 
home the point, the newsreel depicts young children playing with matches in the street and 
teenagers smoking cigarettes while their mother works in an office.

1950s	-	1960s
Many women did re-

turn to the home in the 
1950s, a time when tele-
vision shows such as “Fa-
ther Knows Best” (1954-
1960) and “Leave It to 
Beaver” (1957-1963) 
idealized the tradition-
al notion of father as 
breadwinner and mother 
as at-home caregiver. Of 
women in primary child-
rearing years (ages 25 to 
34), only 20 percent were 
participating in the labor 
force by 1960. “It was 
a time when men were 
working so women didn’t 
have to, and it became 
a mark of privilege,” Ma-
tos says. “The only thing 
people remember is the 
1950s as such a perfect 
system. … Really, it was 
an aberration.” 

1970s
“The women’s movement opened up 

new opportunities in what had been 
traditionally male-dominated fields, so 
there was a sense of hope and aspi-
ration,” says Brigid Schulte, author of 
“Overwhelmed: How to Work, Love and 
Play When No One Has the Time” and 
director of the Breadwinning & Caregiv-
ing Program and the Good Life Inita-
tive at the think tank New America. The 
1970s were the decade that women’s 
participation in the work force began to 
surge: In 1975, 47 percent of women 
with children under 18 participated in 
the labor force, rising to just over 54 
percent by the end of that decade. 
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Today
“With the Great Recession, we saw a lot of men los-

ing their jobs and women keeping their jobs, compara-
tively, because a lot of the jobs that went away were 
male-dominated,” says Matos. “All of a sudden these 
men found themselves at home with their kids while 
their wives were working.” Just as in the 1940s, Matos 
says the experience is beginning to redefine traditional 
ideas of caregiving and breadwinning, and a new gener-
ation of millennials is entering the workplace with much 
different ideas of gender norms and how work and life 
should intersect. Today, mothers are the sole or primary 
breadwinners for 40 percent of American households, 
compared to 11 percent in 1960, and 25 percent of 
households are led by a single mother.

THROUGH THE YEARS

1980s
It was in the mid-1980s that people first began using the term “work-

life balance,” says Brad Harrington, executive director of the Boston College 
Center for Work & Family. “Then it was, ‘What time can I get home from 
work?’” It was also the era that started the have-it-all working woman ar-
chetype, as typified by a commercial for  
Enjoli perfume set to the tune of the Peggy Lee song “I’m a Woman.” The 
actress goes from power suit and briefcase to bathrobe and frying pan to 
cocktail dress as she sings I can bring home the bacon / fry it up in a pan / 
and never, never, never let you forget you’re a man. “It [was a time] of femi-
nists saying, ‘I don’t need special help,’” says Schulte. By the end of the de-
cade, nearly 66 percent of women with children under 18 were part of the 
labor force.

1990s
By the 90s, participation of 

women in the workforce reached 
nearly 70 percent — about where 
it stands today — and the na-
tional conversation about the need 
for balance between work and 
family became widespread. Leg-
islators called for policies to make 
employers more family-friend-
ly, such as ensuring high-quality 
child care and providing mater-
nity leaves for new mothers. De-
spite much debate, passage of the 
Family and Medical Leave Act of 
1993 was the only success story 
of this era, entitling employees of 
qualified employers to 12 weeks 
of unpaid but job-protected leave 
in a 12-month period for mater-
nity leave or to care for a sick par-
ent, spouse or child. The legislation 
fell short of what its proponents 
wanted, and to this day the United 
States is the only industrialized na-
tion to not mandate paid mater-
nity or paternity leave. 

2000s
The early 2000s saw an explosive rise 

in the use of mobile technology such as 
cell phones, Blackberrys and the smart-
phone technology we use today. That 
shift in the way Americans communicate 
created a radical shift in how we work as 
well, making 24/7 accessibility possible 
— and in some industries, required 
— for American workers. “It cre-
ated the possiblity to be some-
where else, but we didn’t create 
the norms about how to 
use that flexibility,” says 
Matos. Another turning 
point in issues of work-life 
balance, says Harrington, 
was the rise of women into 
professional managerial po-
sitions, where they would be 
hard to replace if they left. “As 
they rose into those key positions, it 
made people sit up and pay atten-
tion and say, ‘This is an issue.’”

BY JENNIFER KEIRN 
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Wellness
WELLNESS 
THAT	WORKS
Use	the	carrot instead of the 
stick in motivating employ-
ees to enlist in your compa-
ny’s wellness program, says 
Society for Human Resource 
Management’s Bruce Elliott. 
He offers these additional 
tips for formulating a cohe-
sive wellness program: 

»	Provide	positive	
incentives. Don’t add a 
surcharge if employees don’t 
participate; rather, offer 
a discount to their health 
insurance plan if they do.

»	Keep	it	in-house.	Bring 
free flu shots to an onsite 
location rather than offering 
them at a local pharmacy to 
encourage higher participa-
tion. “There’s a lot to be said 
for convenience,” he says.

»	Mind	your	medical	and	
dental	plans. Look for 
chronic conditions. You won’t 
know who they are, but you 
can aggregate statistics 
and address your wellness 
program accordingly.

»	Seek	employee	feedback.	
SurveyMonkey is your best 
friend, Elliott says. “See what 
benefits your employees are 
interested in. It gives them 
more skin in the game,” he 
says.

»	Maximize	your	Employee	
Assistance	Plan. EAPs are 
not just about addressing 
substance abuse or emotion-
al stress. They offer financial 
counseling, legal guidance, 
elder care or even pet care 
support. 

»	Celebrate	good	times.	
Reward the entire employee 
population for their achieve-
ments. “You’re trying to drive 
good behavior,” Elliott says.

IN THE BALANCE
Health and wellness sit at the fulcrum of work-life balance, easing the stress 
that comes with managing, treating or preventing injury or illness. 
BY	KATHY	AMES	CARR

WELLNESS	REALLY	WASN’T	on the radar of em-
ployers 10 to 15 years ago. 

But then Dee W. Edington, a longtime health 
management researcher and industry-dubbed “rock 
star of wellness,” posited that each company dol-
lar spent on wellness eventually yielded a triple 
return on investment. Ultra-large enter-
prises began offering programs targeted 
to weight loss and eating better. 

Now, about 69 percent of companies 
of all sizes offer some type of wellness 
program, according to the Society for 
Human Resource Management’s 2015 
employee benefits survey. 

Companies have shifted their motiva-
tion away from lowering health care costs and 
now are thinking more holistically about how to cre-
ate wellness programs that foster a health-conscious 
culture and employee work-life balance, human re-
sources experts say.

“Healthier employees are highly engaged and more 
productive,” says Bruce Elliott, manager of compen-
sation and benefits at the Society for Human 
Resource Management. “A comprehensive 
wellness program shows employers truly 
care about their employees’ well-being.”

Employers are tailoring their well-
ness programs with a blend of perks 
and physical, mental and social ser-
vices. Biometric screens, child care as-
sistance, on-site nutritionists and doctors, 
rewards-based fitness programs, financial 
education, telecommuting and employee-driv-
en work schedules are just some of the more main-
stream pillars of an all-inclusive wellness program. 

Large companies such as Cooley LLP, a Palo Alto, 
California-based law firm, realize it’s impossible to 
compartmentalize work and life, especially when at-

torneys log long hours on the job. 
Julie Delay, the company’s benefits director, points 

to its “highly utilized” back-up child care as an ex-
ample — alleviating the stress of finding a last-min-
ute sitter when those chaotic early-morning quan-
dries arise. Employees don’t start their day frazzled, 
she says, and can otherwise focus on their work. 

Cooley’s B.well initiative is similarly heralded 
among employees. Launched in 2011 as a way to 
highlight preventable chronic conditions, B.well 
evolved into a preventative care program with a 70 
percent participation rate. Free blood draws for 36 
different risk factors are provided, and employees 
earn a reduction on their health care plans. 

The initiative may have saved at least one Cooley 
employee’s life.

“One participant told us his screen indicated early-
stage cancer. With his permission, we worked with 
his doctor to help treat it,” Delay says. “If he waited 
to get the screen on his own, he may not have caught 
it until it reached stage 3 or stage 4.”

In other ways, wellness is seeping into the com-
pany’s culture. 

Employees are bringing in healthier 
snacks and initiating walk-a-thons. The 
annual employee survey responses 
highlight the popularity of the pro-
gram, with respondents indicating it’s a 
“huge” part of why they love working at 

the company, Delay says. 
Austin, Texas-based OwnLocal’s 35 

employees are loyal to the digital ad agency 
because of its “Work Hard, Reward Hard” phi-

losophy, says marketing coordinator Nicole Brooks. 
Employees may spend double-digit hours there 

each day or even work Saturdays. The flip side is an 
unlimited vacation policy and free catered lunches 
from restaurants. Once a quarter, OwnLocal’s em-
ployees are treated to quarterly outings such as a 

deep-sea fishing expedition.
“OwnLocal prides itself on work-life 
balance,” Brooks says. “The company 
really cares and finds unique ways to 
make sure you don’t get burnt out.”

The key to participation and an over-
all culture change begins with executive 

leadership, says Phil Daniels, executive 
vice president of marketing for Healthiest 

Employer, an Indianapolis-based analyst of 
corporate health data.

“The HR department alone can’t be responsible 
for encouraging employees to participate in wellness 
programs,” he says. “A good wellness program starts 
with leadership support. They literally need to walk 
the walk.”
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AT	YOUR	SERVICE	» It’s no 
surprise that the average tenure for 
an employee at New Hampshire-
based Timberland is 10 years. The 
shoe and clothing retailer offers the 
Cadillac of company perks, includ-
ing an on-site daycare, kayak and 
paddleboard loaners and trails for 
running breaks. But the company’s 
claim to fame is its award-winning 
Path of Service program, which 
provides all employees with up to 
40 paid community service hours 
each year, with about 80 percent 
of its worldwide workforce tak-
ing part. “It’s not only good for the 
community, but workplace vol-
unteering makes good business 
sense” because they feel engaged 
and fulfilled, says Atlanta McIl-
wraith, senior manager of commu-
nity engagement. Employees serve 
as volunteer firefighters, hospice 
aides or at-risk youth mentors. One 
recent event transformed vacant 
lots into community gardens, re-
moving invasive species and land-
scaping transitional housing. “An-
other favorite is our Victory Garden, 
which is tended to by employees. 
Fresh produce is sold to employees 
in support of local food banks,” Mc-
Ilwraith says.

FOR THESE FOUR COMPANIES, CREATIVE PERKS ARE KEEPING EMPLOYEES 
HEALTHY AND SAVING THEM FROM THE DAILY RUSH-AROUND.  
BY	KATHY	AMES	CARR

COMPANIES ARE UPPING THE ANTE ON PERKS. From acupuncture and on-site soccer fields to child care centers and workplace biometric 
screenings, employers are finding innovative ways to integrate a work-live-health-play mentality into their culture and retain today’s roving employ-
ees. “Perks are powerful tools for recruitment and retention,” says Bruce Elliott, manager of compensation and benefits for the Society for Human 
Resource Management. “Companies are getting really whimsical, like offering paleo diet snacks to play to the millennial generation.” When work-
ers feel their employer is truly invested in them, he says, the result is more optimistic, healthier and engaged employees.

FULLY	CHARGED	» Sometimes 
you just need to unplug, even 
when you’re on the clock. That’s 
why employees at Cisco, the San 
Jose, California-based wireless net-
work provider, are free to use the 
45,000 square-foot on-site fitness 
facility or run on outdoor trails dur-
ing the workday to recharge their 
batteries. “Employees perform 
their best when they feel healthy, 
have energy and practice life bal-
ance to manage the demands of 
working in a competitive high-tech 
industry,” says corporate spokes-
woman Kati Dahm. They can ac-
cess health services onsite — such 
as chiropractic, acupuncture and 
primary care —  or teleconference 
with a doctor to get a free second 
opinion on a complex medical con-
dition. Employees can even pick up 
prescriptions, all of which saves 
hours that could have been spent 
commuting to a doctor’s office or 
waiting in an urgent care center.

STEP	IT	UP	»	Las Vegas-based 
Zappos liberally invests in its em-
ployees’ wellness. Nap rooms, fit-
ness classes, annual on-site bio-
metric screenings, telemedicine, 
12-week nutritional classes and 
pop-up massage chairs are just 
some of the perks. “We have an 
employee-first mindset,” says Kelly 
Maher, wellness coordinator. “We 
don’t think about how much our 
incentives will save us. Other com-
panies tell us we’re crazy with how 
much we invest in our employees.” 
Health care costs are skyrocket-
ing each year, but team members 
at the shoe and clothing e-retail-
er don’t need to worry about their 
out-of-pocket responsibilities. “Our 
team fights really hard to not pass 
on rising costs to employees,” Ma-
her says. A bevy of concierge ser-
vices — from drycleaning, laundry, 
tailors, dentist and cobblers — are 
also at employees’ disposal. “It’s 
the little things that help make life 
more convenient,” he says.

A	HUB	OF	CONVENIENCE	» 
Burns & McDonnell isn’t the easi-
est place to work. Employees at 
the Kansas City, Missouri, engi-
neering, architecture and construc-
tion services firm often work long 
hours and spend plenty of time 
away from home. The company’s 
leaders pride themselves on mak-
ing the company a desirable place 
to work by offering perks that im-
prove quality of life at work and 
at home. “We all have been guilty 
of putting off that appointment to 
have our blood pressure or cho-
lesterol checked because we don’t 
have time,” says Melissa Wood, 
chief administrative officer. This 
employee-owned operation has 
an on-site health center that of-
fers physicals, sick visits and phar-
macy concierge service. Burns & 
McDonnell’s world headquarters 
also boasts a car wash and detail-
ing service, farmers market, credit 
union, convenience store and an 
in-house travel agency. An onsite 
childcare center will open this 
year. “That will be a wel-
come benefit for so many of 
our employee-owners with 
young children,” Wood says.

MEET A FEW COMPANIES THAT HAVE BECOME PERK PROS
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RBAN	DENSITY,	WALKING	and 
biking and public transit are in 
— suburban development, cars 
and highways are out. 

These days, millennials, emp-
ty nesters and even young families are 
moving into cities, helping metropolitan 
areas such as Austin, Texas, Washington, 
D.C., Philadelphia and Seattle bounce 
back from generations of population loss. 

Flash back 20, 30, 40 or 50 years, 
and this definitely wasn’t the case. The 
dominant development pattern in most 
American cities was urban sprawl. 
As people fled cities for the suburbs,  
low-density development gobbled 
up farmland and green space on the  
edges of metropolitan areas. The problem 
with urban sprawl, many experts say,  
is that it fosters inequality, depletes the  
tax base of cities and pollutes the  
environment. 

Many metro areas are continuing to 
sprawl outwards, but sustainable urban 
living is becoming increasingly popular.

RESIDENTS ARE RETURNING TO URBAN CENTERS, UPPING THE ANTE FOR CITIES TO CREATE 
SUSTAINABLE COMMUNITIES. FROM LAND AND ENERGY USE TO TRANSPORTATION AND FOOD 

ACCESS, LEADERS ARE CREATING AGGRESSIVE STRATEGIES TO MAKE OUR CITIES GREENER. 
B Y  L E E  C H I L C O T E

Seattle is just one 
U.S. city that’s 
gaining population 
with a focus on 
sustainability.
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Lee Fisher, executive director of CEOs for 
Cities, says that the movement toward urban 
sustainability extends beyond coastal cities 
like San Francisco and New York. 

“In midsize cities throughout America, cit-
ies that do not necessarily roll off the tongue 
like Grand Rapids, Milwaukee, Knoxville, 
Greensboro, Columbus and Cincinnati, 
they’re also moving towards being green,” he 
says. “That to me is the most exciting move-
ment around the country.”

U.S. mayors are taking action by creating 
climate action plans, developing sustainabil-
ity goals and measuring their progress.

“The efforts you see coming from U.S. cit-
ies, particularly in the last couple of years, 
have gotten much more sophisticated,” says 
Cooper Martin, program director at the Sus-
tainable Cities Institute, a project of the Na-
tional League of Cities. “Fifteen years ago, 
every city signed the Kyoto Protocol [to re-
duce carbon emissions], but it was really just 
a pledge. Now there’s a four-step process that 
every city agrees to undertake. They measure 
emissions, set a benchmark, adopt a plan to 
reduce emissions in all sectors across the city 
and track progress over time.”

Of course, the United States has a long 
way to go — the most recent international 
Sustainable Cities Index from the consulting 
firm Arcadis puts every North American city 
in the bottom of the ranking, alongside cities 
in the Middle East, when it comes to carbon 
dioxide emissions.

Yet more U.S. cities are taking action to-
ward becoming environmentally friendly. 

These efforts are especially notable given 
that Congress has not taken action on cli-
mate change. “They’ve gotten more commit-
ted to tangible actions as opposed to calling 
on the federal government to do something,” 
says Martin. 

	LAND	USE	AND	PLANNING	»	 In the District 
of Columbia, transportation choices abound, 
making it easy for residents to get around 
without a car. 

“That’s what people want — not to use 
their car for every single thing,” Martin says. 
“I have my car for going to the grocery store 
or other places on the weekend, yet five min-
utes before I leave to go somewhere, I can 
figure out how to get there [without it].” 

As cities regain population, they’re add-
ing amenities, improving public transit, and 
creating places where you don’t have to rely 
on a car. 

Sustainable development is helping to cre-
ate the kind of connected communities that 
residents want. For example, many cities are 
building complete and green streets that ac-

commodate pedestrians and cyclists as well 
as cars. They’re also collecting and recycling 
storm water on-site. One of the benefits of 
sustainable development is that density cre-
ates greater economic value. 

The reinvigoration of public spaces is also 
a key factor driving sustainability, Fisher 
says. “They recognize that part of what drives 
people to live in a city is the ability to con-
nect with other people,” he says. “If you have 
active, beautiful, connected public spaces, 
that’s going to create a city that attracts more 
population and therefore becomes a more 
sustainable city.”

Embracing smart growth as an urban de-
velopment strategy can fuel regional econo-
mies, adds Mark “Puck” Mykleby, co-direc-
tor of the Strategic Innovation Lab at Case 
Western Reserve University. “Millennials, 
boomers, they don’t want to be stuck in the 
suburbs anymore,” he says. “They’re like the 
GIs after World War II who fed the economy 
with housing demand — except the boomers 
and millennials today have three times that 

level of demand.”
Still, Martin notes that 

progressive visions are 
often stymied by zoning 
codes, which often need to 
be updated before sustain-
able development practices 
can be rolled out. “The 
implementation might lag 
behind, but that doesn’t re-
flect a lack of commitment 
on cities’ parts,” he says.   

America’s car-friendly 
suburbs can also be rede-
veloped in more sustain-
able ways, but there are 
limitations. “Town-center-
style developments are 
more popular, but they def-
initely haven’t figured out 
how to design and finance 
them so they’re scalable,” 

says Cooper, noting that lifestyle centers are 
often de facto islands that are disconnected 
from nearby schools, recreation centers and 
neighborhoods. “You have development — a 
walkable experience — but it’s plopped down 
in an otherwise very suburban, spread-out 
area. It’s a nook of a walkable experience.”

	 BUILDINGS	 AND	 ENERGY	 »	  In New York 
City, an aggressive green building policy 
proved to be a game-changer. Several years 
ago, the city began requiring owners of large 
buildings to make their properties more en-
ergy-efficient.   

“We saved energy customers $750 mil-
lion over 20 years and created 18,000 jobs 
— and reduced our carbon footprint by 5 
percent,” says Adam Freed, who worked for 
Mayor Bloomberg’s administration as deputy 
director of the Office of Long-Term Planning 
and Sustainability. He now serves as sustain-
ability principal with Bloomberg Associates. 
“We focused on energy conservation in large 
buildings over 50,000 square feet. Those 

Washington, D.C., has taken 
steps to make it easier for 
residents to get around 
without a car, such as adding 
bike lanes. The city is also 
creating a bike share program 
that will add 90 new stations 
within the next two years. 

“IF YOU HAVE ACTIVE, BEAUTIFUL, 
CONNECTED PUBLIC SPACES, THAT’S 
GOING TO CREATE A CITY THAT 
ATTRACTS MORE POPULATION AND 
THEREFORE BECOMES A MORE 
SUSTAINABLE CITY.”  

- LEE FISHER, EXECUTIVE DIRECTOR, CEOS FOR CITIES

Lee Fisher
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buildings represented only 2 percent of the 
building stock, but half of the energy use. 
We developed a set of rules around upgrad-
ing the public lighting and benchmarking 
energy use.”

New York City is now on track to reduce 
its carbon emissions 30 percent by 2030, 
says Freed. 

Commercial and residential buildings ac-
count for around 40 percent of overall energy 
use and greenhouse gas emissions in cities. 
Developing more energy-efficient buildings 
offers “a tremendous opportunity to increase 
sustainability and reduce reliability on fossil 
fuels,” says Martin. 

Case Western Reserve University is one 
of the universities now part of the MetroLab 
Network, which is creating city-university 
partnerships in 20 cities to research and 
develop new ways of improving cities’ in-
frastructure, services and other public sec-
tor priorities. The effort is part of the White 
House’s “Smart Cities” Initiative, launched in 
September and aiming to devote $160 mil-
lion in federal research toward making local 
communities more economically healthy, 
safe and sustainable. Mykleby is coordinat-
ing the effort at CWRU, which will, in part, 
use smart-meter data to assess energy use in 
county buildings, including public housing. 
That data will be used to create initiatives to 
minimize energy waste. 

In recent decades, the private and 
public sectors have embraced efforts 
to make buildings more energy-
efficient and cut back on emissions. 
These efforts are not only helping to 
reduce the carbon footprint of cities, 
but also spurring the kind of innova-
tion that creates jobs and generates 
economic activity. 

“It really started with municipal 
governments saying they were going 
to do municipal buildings as energy-

efficient buildings,” says Martin. “Now it’s 
taken off in so many more measurable ways. 
There are hundreds of municipal green 
building policies around the country. They 
did not really slow down during the reces-
sion — a lot of buildings kept with green 
building policies and expanded them.” 

Many other cities have borrowed and even 
improved upon New York’s programs, says 
Freed. 

“We’ve seen a positive ripple effect of one 
city doing something and another city taking 
that idea, and in some cases leapfrogging it, 
in other cases replicating it,” he says. “The 
power of cities is to really drive sustainabil-
ity, because they’re on the front lines of so 
many issues.”

Martin says cities are following New York’s 
lead because they’re seeing a big return on 
their investment. “The jury has come back 
and decided, and it’s definitely gone a long 
way to reducing energy demand,” he says. 

	TRANSPORTATION	»	  There are now more 
than 50 stations and more than 350 bicycles 
available for use in downtown Austin and 
East Austin, Texas. This small city offers just 
one example of the explosion of bike sharing 
systems across the country. 

Bike sharing and the growth of public 
transportation are two of the hottest trends 
in transportation, says Martin. There are 

well over 100 bike-share systems across 
the country, with more in the works. Pub-
lic transportation ridership is at its highest 
level in half a century, and several cities are 
also making big bets on their public transit 
systems. 

“Bike share in particular is really taking off 
and has a ton of potential in the next couple 
years,” says Martin. “I think electric bikes are 
going to be really popular in about five years 
or so, maybe 10 years. Electrifying bikes, us-
ing docks as chargers to increase speed and 
comfort, has tremendous potential.”

There have been some high-profile flops 
in bike-share systems; even Washington, 
D.C. had a failed pilot because it didn’t have 
enough stations. Successful bike share sys-
tems have generally had sufficient station 
density and a well-connected bike network, 
says Martin. 

Washington scrapped its initial system 
and “tried again, and started with a lot more 
stations, so even if you get to one station 
and it’s full, there’s another one two blocks 
away,” says Martin. “Now [the city is] adding 
90 more stations in the next two years. There 
must be hundreds of stations in D.C. now.”

Cities that are investing in public tran-
sit include Fort Collins, Colorado, which 
launched a new bus rapid transit system 
in 2014, and Phoenix and Tempe, Arizona, 
which put in a light rail system in 2008.  

These cities see public transporta-
tion as attracting new riders and 
spurring economic development 
along transit corridors. The bus 
rapid transit system in Cleveland, 
which was completed a little over a 
decade ago, has spurred more than  
$4 billion in investment on Euclid 
Avenue, a historic thoroughfare that 
was largely vacant and blighted be-
fore it underwent the facelift.    

Public transportation invest-

“WE’VE SEEN A POSITIVE RIPPLE EFFECT 
OF ONE CITY DOING SOMETHING AND 
ANOTHER CITY TAKING THAT IDEA, AND 
IN SOME CASES LEAPFROGGING IT, IN 
OTHER CASES REPLICATING IT.”  
- COOPER MARTIN, PROGRAM DIRECTOR, SUSTAINABLE 
CITIES INSTITUTE

New York’s sustainability efforts have 
made it a model for other U.S. cities. 

Examples include the High Line, which 
transformed former railroad trestles 

into a public park, and a successful 
bike share program.
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CHARLESTON,	SOUTH	CAROLINA

Charleston’s sustainability 
story begins with the preserva-
tion of its historic downtown, 
which faced an uncertain fate in 
the 1970s.

“Malls were being built in the 
suburban areas, and the national 
chains were leaving,” says Carolee 
Williams, project manager with 
the city of Charleston’s Depart-
ment of Planning, Preservation 
and Sustainability. “What was left 
behind was not very enticing, and 
businesses were left holding on 
by a thread economically.”

Yet Mayor Joseph Riley and his 
administration galvanized efforts 
to preserve Charleston’s historic 
fabric, which ultimately led to the 
city being considered a national 
model.

Charleston also created a 
Green Plan in 2010 and rolled out 
a Green Business Challenge that 
helps businesses adopt sustain-
ability measures. In the past four 
years, participating businesses 
have engaged in 1,800 new ini-
tiatives, saving enough energy to 
power about 5,000 homes for a 
year.

One of the most important as-
pects of Mayor Riley’s legacy (he 
retired this year) may be in the 
sea-level rise strategy that city 
council is currently considering, 
which would adopt a standard to 
elevate buildings 1.5 to 2.5 feet.

Although sustainably rede-
veloping older buildings can be a 
challenge, Williams says Charles-
ton has been a leader in this area. 
“There’s embodied energy in what 
was created and crafted and built 
150 and many more years ago,” 
she says.

WHETHER	IT’S	BIKE	SHARING	IN	NEW	YORK	CITY	OR	CURBSIDE	COMPOSTING	IN	
SAN	FRANCISCO,	U.S.	CITIES	ARE	EMBRACING	SUSTAINABILITY	FROM	
COAST	TO	COAST.	HERE’S	A	LOOK	AT	FOUR	CITIES	USING	GREEN	PRACTICES,		
HOW	THEY’RE	DOING	IT	AND	THE	RESULTS	THEY’RE	SEEING.		BY	LEE	CHILCOTE

KANSAS	CITY,	MISSOURI

Kansas City recently completed 
construction on a 2-mile street-
car line in its downtown area and 
has also invested in a new bus 
rapid transit system.

This is just one example of the 
steps the city has taken since it 
first adopted a Climate Action 
Plan in 2008. Municipal leaders 
have also reduced energy usage, 
put vacant lots back into produc-
tive use, offered free weatheriza-
tion for low-income households 
and built green infrastructure.

Since 2000, the city has re-
duced its electric consumption by 
21 percent at a time when mu-
nicipal consumption rose by 14 
percent. Municipal leaders have 
also worked to convert the city's 
fossil fuel-based fleet to vehicles 
that operate using alternative fu-
els, especially compressed natu-
ral gas.

“Our view of sustainability in 
Kansas City is really to take a 
triple-bottom-line approach in 
making decisions so that we can 
simultaneously achieve economic 
vitality, social equity and environ-
mental quality in our commu-
nity,” says Dennis Murphey, chief 
environmental officer for the city. 
“This is part of what we do in all 
aspects of city government.”

SANTA	CRUZ,	CALIFORNIA

Thanks to the Green Wharf 
project, Santa Cruz’s wharf has 
become a hotbed of sustain-
able practices. Leaders there 
have installed renewable energy 
testbeds, retrofitted street and 
pedestrian lighting to LED tech-
nology, and fostered seven green-
certified businesses.

On an annual basis, the proj-
ect has saved 67,800 gallons of 
water, diverted 2.4 million tons of 
solid waste from the landfill and 
saved 258 tons of harmful CO2 
emissions.  

Another notable development 
is the Go Solar Santa Cruz cam-
paign, which set a milestone to 
increase solar photovoltaic sys-
tem installations to 2,000 resi-
dents and 200 businesses by the 
end of 2016.

The city has set 12 aggres-
sive Climate Action Milestones 
that will help achieve their over-
all goals of reducing community-
wide greenhouse gas emissions 
30 percent by 2020, reducing 
them 80 percent by 2050 (as 
compared to 1990 levels), and 
making all new buildings emis-
sions-neutral by 2030.

In terms of economic payoff, 
the city’s investment has been a 
win, says Ross Clark, Santa Cruz’s 
climate action coordinator. “We’re 
meeting and exceeding our finan-
cial objectives,” he says.

FLAGSTAFF,	ARIZONA

In 2010, a series of cata-
strophic weather events — in-
cluding 5 feet of snow in five 
days, record heat, rain, flooding 
and wildfires — caused major 
destruction in this city of 63,000 
located 75 miles south of the 
Grand Canyon at the base of the 
San Francisco Peaks.

The city has since taken ac-
tion on climate adaptation, pass-
ing a $10 million bond measure 
in 2012 to create seed money for 
forest health treatments in criti-
cal watersheds.

“Even though we’re a small 
metro area, we are a regional 
leader in the state,” says Nicole 
Woodman, the city’s sustainabil-
ity manager. “Our ecosystem here 
is very, very fragile, but our work 
to promote water conservation 
has been very successful.”

The stakes are high. If the 
forests around Flagstaff are 
destroyed or compromised, 
“downtown Flagstaff would be 
underwater,” Woodman says.

Other key sustainability efforts 
in this city include five communi-
ty gardens in high-density areas, 
energy retrofit programs, renew-
able energy programs and the in-
stallation of anti-idling devices on 
city vehicles.

Educational efforts have been 
essential to their success. 

“We’re focused on empower-
ing residents and the community,” 
says Woodman.CO
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ments are more likely to pay off 
where there’s density, Martin says. 
“Public transportation revitalization 
has been a little bit hit-and-miss — 
it’s a chicken and egg situation, be-
cause you need enough density that 
public transportation can be viable,” 
he says. 

Once again, updating zoning 
codes is critical. 

“What happens a lot of time in 
transit corridors is that they need 
to see zoning reflect the fact that 
you’ve made a huge investment,” says Mar-
tin. “Sometimes that’s where problems come 
up. You put the infrastructure in, and there’s 
a whole series of negotiations over whether 
you’re allowing the zoning to change.” 

Strong public transportation and bike net-
works are essential. “Two groups of citizens 
are moving to downtowns at a very rapid 
rate: The first are the young and the restless, 
the second are the about-to-retire and rest-
less,” Fisher says. “In order for downtowns 
to compete for both of these groups, more 
than ever before they need to be walkable, 
bike-able and transit-friendly.”

	 FOOD	 SYSTEMS	 »	  In cities like Detroit, 
community gardens and urban farms are 
flourishing, putting vacant land back to use, 
feeding residents and generating income.  

Community food systems are on the rise 
in cities. According to the Sustainable Cit-
ies Institute website, these systems “ensure 

that all residents have access to healthy, af-
fordable food options; minimize the envi-
ronmental impact of food production and 
transport; facilitate and encourage local food 
production and processing; create local jobs 
that provide fair working conditions and a 
living wage; benefit local economies by sup-
porting local food producers, retailers and 
businesses; and maximize resources through 
collection and reuse of organics (compost).”

The local food movement has taken root 
through community gardens and farm-to-
table restaurants, says Martin. Some cities 
see community food systems as a way to 
address social disparities by ensuring that 
poor residents have access to healthy food 
and benefit from job creation. 

“You definitely see a lot more cities identi-
fying food deserts and actively taking steps 
to not just bring in grocery stores but to 
take a whole different strategy and address 
the equity issues,” says Martin, citing public 

investment in community food hubs, 
or marketplaces where food entre-
preneurs can sell their products, as 
examples. 

The creation of food hubs, commu-
nity gardens and amenities such as 
green roofs are a win-win for cities, 
Fisher says. These green enhance-
ments make cities more attractive 
while contributing to the economy. 

“They’re using nature to enhance 
not only the beauty of the city but also 
to conserve energy at the same time,” 

he says. “Being green is not just fashionable, 
it’s also smart and efficient.”

In the past, many cities had outdated land 
use policies prohibiting urban farming. Up-
dating these policies has allowed more peo-
ple to grow their own food. Farmers markets, 
grocery stores and food hubs are helping plug 
the gap in so-called “food deserts” where 
there isn’t access to major grocery stores. 

“A lot of this is more citizen-led — it’s re-
ally about changing land use policies,” says 
Martin. “These were big issues in cities like 
Cleveland and Boston, where it was actu-
ally illegal to grow and produce your own 
vegetables on your own properties. With 
rezoning, it’s now allowing you to use your 
backyard, your vacant spaces, and that’s all it 
took. Make it legal and people are interested 
in doing it.”

CLIMATE	ADAPTATION	»	  Chicago’s climate 
adaptation plan outlines nine initiatives for 

“IN ORDER FOR DOWNTOWNS TO 
COMPETE FOR BOTH OF THESE 
GROUPS, MORE THAN EVER BEFORE 
THEY NEED TO BE WALKABLE, BIKE-
ABLE AND TRANSIT-FRIENDLY.”  
- LEE FISHER, EXECUTIVE DIRECTOR, CEOS FOR CITIES
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dealing with the effects of climate change, 
including intensely hot summers, flooding 
and heavy rains. The city developed more 
than 450 mitigation and adaptation initia-
tives in the first two years of the climate plan 
using strategies such as pursuing innovative 
cooling, managing stormwater and preserv-
ing the city’s plants and trees. 

As more cities create offices of sustain-
ability led by full-time directors, they’re 
creating a culture of sustainability across 
departments. That way, complex sustain-
ability issues can be dealt with in a coordi-
nated manner rather than separately siloed, 
and sustainability can be implemented at all 
levels of city government. 

Climate adaptation requires a lot of coor-
dination. It’s a huge undertaking to develop 
scenarios of how climate change will affect 
cities.   

“A big issue with climate adaptation is, 
how do you measure and define success?” 
says Michael Crowley, program director 
with the Institute for Sustainable Communi-
ties, a nonprofit organization in Burlington, 
Vermont, that helps cities become more sus-
tainable. “We help cities figure out how to 
develop indicators that show they’re really 
making progress.”

Setting goals and measuring progress is 
hugely important, says Fisher. “It’s impor-
tant to show citizens that you’re moving the 
needle,” he says. “That’s a huge motivator. 
Having sustainability goals is not a luxury, 
it’s an absolute necessity. But goals, to be ef-

fective, have to be short-term and-long term. 
You have to be celebrating small wins along 
the way.”

CEOs for Cities measures urban progress 
using City Dividends, which “calculate the 
monetary gains top metros could realize if 
they increase their college attainment by 1 
percentage point (the Talent Dividend), re-
duce vehicle miles traveled by 1 mile per 
person per day (the Green Dividend) and 
reduce the number of people in poverty 
(the Opportunity Dividend) by 1 percentage 
point,” according to its website. 

Climate change will impact cities differ-
ently depending on their geography, so cities 
must prepare differently as well. For exam-
ple, while the upper Midwest may face in-
creased flooding, requiring it to upgrade and 

replace its stormwater infrastructure, cities 
in the Southwest will likely need to reduce 
their water use so that they can maintain an 
adequate water supply.  

Freed says sustainable cities will have 
growing economies. “One of the reasons we 
were able to get so much traction in New 
York is that our goal was not to create envi-
ronmental sustainability but to have sustain-
able growth,” he says. “Growth is good, but 
we wanted to do so in a way that enhances 
the quality of life for citizens and addresses 
the climate risks we face.”

Ultimately, he says, U.S. cities have a tre-
mendous amount of leverage, but they also 
need the support of state and federal govern-
ment. “I’m a huge believer in the power of cit-
ies,” he says. “But cities can’t do it alone.” 

Chicago’s climate adaptation 
plan includes strategies to pursue 
innovative cooling, better manage 

stormwater and preserve the city’s 
plants and trees. 

SOURCES: The American Public Transportation Association, Business Council for Sustainable 
Energy, U.S. Green Building Council, GTM Research and SEIA, USDA Economic Research 
Service, U.S. Conference of Mayors, Green Lane Project, Smart Growth America

53% 
OF U.S. 
CITIES
HAVE COMMITTED 

TO REDUCING 
GREENHOUSE	
GAS	EMISSIONS	
BY OFFICIAL ACTION 
(MAYORAL PLEDGE OR FORMAL 

CITY COUNCIL ACTION)

300 MORE 
PLANNED	NATIONWIDE

8,476	
NUMBER	OF	

FARMERS 
MARKETS 

LISTED IN USDA’S 
NATIONAL FARMERS 
MARKET DIRECTORY

700+	LOCAL,	
REGIONAL	
AND	STATE	
AGENCIES	
HAVE	ADOPTED	
COMPLETE 
STREETS 
POLICIES, 
WHICH	INTEGRATE	

PEOPLE	
AND	PLACE	
INTO	TRANSPORTATION	
INFRASTRUCTURE

11% 
INCREASE 

IN	U.S.	

ENERGY 
PRODUCTIVITY	

FROM	2007	TO	2014

213 

PROTECTED 
BIKE LANES 

CREATED IN THE U.S. 
BY SUMMER 2015

UP 2.5% 
FROM 2014

IS
TO

CK
PH

O
TO

VOLUME 1 • ISSUE 1  BEYOND.CASE.EDU		35



	 36	 		BEYOND.CASE.EDU		VOLUME 1 • ISSUE 1

Seattle, ntis 
ullaborro erum, 
cuptae nust, officita 
venisque	 36	 		BEYOND.CASE.EDU		VOLUME 1 • ISSUE 1



VOLUME 1 • ISSUE 1  BEYOND.CASE.EDU		37

n 1966, as an engi-
neering student at the 
University of Utah and 
manager in the games 
department of Lagoon 
Amusement Park, Nolan 
Bushnell discovered 

Spacewar and fell in love. 
Developed in 1961, Spacewar 

was one of the earliest computer 
games, in which two players at-
tempt to shoot down one other’s 
spaceships while avoiding colli-
sion with a central star. 

Bushnell was so taken with 
the potential of this fledgling 
computer game industry that 
he decided to go from fan to 
developer when he graduated 
two years later. He started creat-
ing his own games and in 1972 
commercialized the arcade game 
Pong, which put his fledgling 
company, Atari, on the map. 
That game — which simulates 
table tennis — became one of 
the first arcade games to reach 
commercial success. 

But the start for Bushnell’s 
groundbreaking game wasn’t so 
illustrious. He put an early Pong 
machine in a neighborhood bar 
to field-test it. Just weeks after 
it was deployed, Bushnell got a 
service call on the unit. He was 
shocked that the machine could 
malfunction so quickly. 

“I thought, ‘It can’t be that 
bad,’” recalled Bushnell. “It 
turned out the coin compart-

ment was full. That’s when we 
knew we had a win.” 

It was the start of a lifelong 
career of innovation for Bush-
nell, who also went on to found 
Chuck E. Cheese (created to 
drive his arcade business) as 
well as devise the technology 
that drives today’s GPS systems 
and launch a personal robot-
ics company. He was Steve 
Jobs’ first boss at Atari and has 
become known as the found-
ing father of the video arcade 
industry. 

Today, Bushnell is a renowned 
author and speaker and was 
just one of the innovation icons 
who gathered at Case Western 
Reserve University in September 
for the Innovation Summit, a 
three-day conference that drew 
trailblazers from the fields of 
technology, medicine, manufac-
turing, academia and others to 
share ideas and best practices. 

Here’s a look at the innovation 
wisdom that Bushnell and other 
speakers shared with the Sum-
mit’s attendees. 

>> Innovation, 
Invention or Idea?

Too often, interesting ideas 
are conflated with innovation, 
but ideas aren’t enough to fuel 
innovation.

“We see a lot of people fas-
cinated by their own ideas and 
looking for someone who wants 

Wayne Johnson
EXECUTIVE DIRECTOR, INNOVATION INSTITUTE - UNIVERSITY OF 
MASSACHUSETTS AT LOWELL

 … breakthroughs in public-private partnerships. “In 15 years, all the 
work I’ve done at Microsoft, Hewlett Packard, CalTech and elsewhere, 
I haven’t seen this level of strategic partnership in innovation [that’s 
happening now],” says Johnson. He refers to the collaboration between 
industry, government and universities as the “triple-helix” model, and 
points to several recent success stories, such as the National Sci-
ence Foundation’s Big Data Regional Innovation Hubs program. What’s 
unique about this grant, says Johnson, is that it’s funding the adminis-
trative costs to create programs that further big data rather than the 
research itself. “If you align that properly, you have a much higher like-
lihood of success, but it has to be managed right,” he says. “I’m seeing 
much better ways to get things done.” 

THEIR TAKE:
THE MOST MEANINGFUL, 
GROUNDBREAKING OR IMPRESSIVE 
RECENT INNOVATION IS …  

FROM VIDEO GAMES AND TRAVEL WEBSITES TO FINANCIAL SERVICES AND ADVANCED 
ENERGY, INNOVATION CAN HAPPEN IN JUST ABOUT ANY INDUSTRY. IT JUST TAKES THE 
RIGHT MINDSET, THE RIGHT PEOPLE AND A LITTLE BIT OF SUPPORT. 
BY JENNIFER KEIRN  •  PHOTOGRAPHY BY KEVIN KOPANSKI
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it,” said Jeff Hoffman during his 
keynote speech at the Summit. 
“It’s the wrong side of the fun-
nel. Successful entrepreneurs … 
say, ‘Does this problem bother 
anyone but me? Is there a solu-
tion and I don’t know it?’”

Hoffman is a serial entrepre-
neur who’s been part of eight 
startups. He’s best known as  
co-founder and CEO of Pric-
eline.com and now travels the 
world working with young 
entrepreneurs to help them turn 
interesting ideas into businesses 
based on authentic innovation.

“There’s a sign in my office: 
‘Ideas are welcome, but execu-
tion is worshipped,’” Hoffman 
continued, urging entrepreneurs 
to become the best they can in 
one area instead of chasing six 
ideas. “If you win a gold medal 
in one thing, the public comes to 
you for everything.” 

Ellen Williams often sees a 
similar tendency in the scien-
tific community to stop at ideas 
before they can become useful 
innovations. Williams directs 
the advanced research program 
APRA-e at the Department of 
Energy, where she focuses on 
developing energy technologies 
that are too early for commer-
cialization but could drive the 
agency’s goal of reducing energy 
imports, improving efficiency 
and lowering emissions of car-
bon dioxide. 

“There’s a tendency to just 
keep doing more and more 
research,” Williams told the 
Innovation Summit audience. 
“We want [innovators] out there 
getting their technologies into 
applications. … We want them 
to bring us their ideas and ask, 
‘If we can make your idea work, 
will it matter?’”

Even if an idea can come to 
life, it’s still not necessarily an 
innovation, agreed the Innova-
tion Summit speakers. “If you 
follow innovation around, moni-
tor it, it has no value until it has 
a customer standing next to it,” 
said Jim Clifton, CEO of polling 
firm Gallup and one of the sum-
mit’s keynote speakers.

In health care, most people 

associate innovation with the 
latest in surgical techniques and 
high-tech medical devices, but 
“innovation is not about technol-
ogy,” said Innovation Summit 
panelist Dr. Marco Costa, chief 
innovation officer for University 
Hospitals in Cleveland, a system 
of 15 hospitals and $4 billion 
in revenues. “In transforming 
health care, we have to stop 
talking about patients and start 
talking about humans.”

It’s process, not product, 
where innovation is needed in 
health care, he said. “If I am suc-
cessful, my job should not exist 
in five years,” Costa said.

Only people — not computers 
— can develop innovations that 
are meaningful to others. While 
developing the Kinect technol-
ogy at Microsoft — which uses 
scanning technology to match 
body movements with game 
play — developer Miko Char-
bonneau put her team through 
comparable real-life experiences.

“We all went whitewater 
rafting to develop the [Kinect 
Adventures!] rafting game … 
then we developed a brief that 
combines these experiences 
with research,” said Charbon-
neau, who is now part of a team 
developing the Microsoft Holo-
Lens, an untethered holographic 
computer that integrates 3D im-
ages into the user’s environment.

Take a look at the formal 
definition of technology — 
Merriam-Webster says “the prac-
tical application of knowledge 
especially in a particular area” 
— and Charbonneau takes issue 
with the idea that technology 
must always be practical.

“I know that practical means 
doing instead of thinking of 
something, but that’s selling 
technology a little short,” she 
said. “Technology can be used to 
make lives better.” 

>> Community Counts
The need for a community 

that supports innovators was a 
common theme throughout the 
event, and many of the speak-
ers saw hopeful signs of such a 
network growing.

THEIR TAKE:
THE MOST MEANINGFUL, 
GROUNDBREAKING OR IMPRESSIVE 
RECENT INNOVATION IS …  

Nolan Bushnell
SERIAL ENTREPRENEUR, FOUNDER OF ATARI AND  
CHUCK E. CHEESE

… The Future Universe. This integrated gaming technology created by 
Oslo-based The Future Group promises to combine the experiences of 
live TV, mobile gaming and social media into a single platform. “I  
believe that games have always wanted to blur the boundaries be-
tween reality and created worlds, and The Future Group’s technology 
gets us one step closer to that,” Bushnell says. The Future Universe 
will likely premiere later this year in limited locations and will bring in-
studio audiences and at-home players using stand-alone devices to-
gether into the same game show environment.  “The boundaries are 
coming down, creating new ways that we play, engage and entertain 
ourselves.”

Jeff Hoffman
SERIAL ENTREPRENEUR, CO-FOUNDER OF PRICELINE.COM 

… democratization of education. Traveling around the world support-
ing entrepreneurs, Hoffman met a young Senegalese man launching 
a business that would allow individuals to trade credits with which 
to pay their electricity, water or cell phone bills. “I said, ‘You didn’t 
learn [these concepts] in the agricultural fields of West Africa,’” Hoff-
man says. “No, he learned from places like Stanford and Case Western 
through MOOCs [massive open online courses].” The young man also 
learned from great minds through TED Talks and studied presenta-
tion skills on SlideShare. “That kid could not have existed a few years 
ago. … We will be able to launch partnerships in countries you’ve never 
been to and be able to find talent.” 
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“The trend is that there will 
be good opportunities for col-
laboration with those who have 
experience with those who lack 
it, a blend of passion with sage 
advice,” Bushnell said.

The environment in Silicon 
Valley is uniquely constructed 
for the benefit of innovators. But 
the Summit speakers agreed that 
such support systems are needed 
for entrepreneurs in other parts 
of the country. 

“Ninety-eight percent of the 
U.S. landmass has the problem 
that private investment isn’t a 
natural thing that happens,” 
says Ray Leach, CEO of Jump-
Start, Inc., a venture develop-
ment organization supporting 
entrepreneurship in Northeast 
Ohio. “You have to find a set of 
actors who are willing to invest 
in something that’s less proven 
than it would be elsewhere.”

One asset that can play a role 
in creating hubs of innovation 
outside of areas like Silicon 
Valley are makerspaces like 
Sears think[box], a $35 million, 
50,000-square-foot facility at 
Case Western Reserve Uni-
versity that’s open to students, 
faculty and the general public to 
access equipment and resources 
to develop new products and 
technologies.

“Visit a makerspace any day 
and you will see more than just 
people hunched over laser cut-
ters,” said Deborah Hoover, pres-
ident and CEO of the Burton D. 
Morgan Foundation. “The best 
makerspaces give opportunities 
to weave entrepreneurial skills 
into the creative process. …We 
must do all we can to make sure 
more [creative ideas] see the 
light of day in the marketplace.” 

Because the environment in 
Silicon Valley is so investor-driv-
en, Hoffman sees some entrepre-
neurs led astray by their pursuit 
of money versus commercial 
success, evidenced by pitches by 
startups that frequently address 
the potential business’s exit 
strategy.

“Exit strategy? What’s the en-
trance strategy?” Hoffman said. 
“Successful entrepreneurs never 

say, ‘I just want to get rich.’ 
When you chase excellence, the 
money will follow.”

>> No Flying Leaps
Every act of innovation must 

start with a plan, said Char-
bonneau. She starts with goals 
and works her way through to 
completion, allowing time in 
that process to fail and try again.

“The trend is showing trans-
parency in technology devel-
opment,” she said. “Having a 
structure is less scary than just 
jumping off into the darkness.” 

The Innovation Summit 
speakers agreed that many com-
panies lack a plan for creating 
innovations that are meaningful 
to customers.

“Every CEO will at least give 
lip service to the idea that the 
world is moving faster and that 
we need to do a better job at 
innovation,” said Curt Carlson, 
former president and CEO of 
research and develoopment  
firm SRI International and co-
author of “Innovation: The Five 
Disciplines for Creating What 
Customers Want.” “But if you 
go into an organization and ask 
people to describe their innova-
tion system, you get blank looks. 
They have none.”

But innovation isn’t something 
that lives only within the halls 
of startups. Long-established 
corporate giants are showing 
equal commitment to uncover-
ing new and innovative ways of 
doing business. At Fairmount 
Santrol, a publicly traded $1.3 
billion company serving the oil 
and gas markets, innovation 
has driven a new commitment 
to sustainability that’s having a 
significant impact.

“[Fairmount] has 25 zero-
waste facilities — these are min-
ing companies at zero waste,” 
said Chuck Fowler, Fairmount’s 
retired president and CEO, who 
now directs the Fowler Cen-
ter for Business as an Agent of 
World Benefit at Case Western 
Reserve University. “Sustainable 
development pays, not just in 
dollars, but in the community, 
in families, in goodwill. It’s do-

THEIR TAKE:
THE MOST MEANINGFUL, 
GROUNDBREAKING OR IMPRESSIVE 
RECENT INNOVATION IS …  

Neal Orringer
VICE PRESIDENT FOR ALLIANCES AND PARTNERSHIPS, 3D 
SYSTEMS - FORMER DIRECTOR OF MANUFACTURING, U.S. 
DEPARTMENT OF DEFENSE

… conflation of the digital and physical space. Advances including 
direct-write electronics, 3D scanning and printing are blurring the lines 
between the digital and physical, and Orringer says the implications 
are infinite. On a whimsical scale, Orringer’s 6-year-old daughter was 
able to scan his wife’s head, add horns in CAD and print the result on 
a 3D printer. In more impactful examples, 3D-printed prosthetics can 
be customized with high precision, direct-write electronics can add 
explosive-scanning technology to protective military gear, and rare mu-
seum artifacts can be digitized and printed for exhibition around the 
world. “We can now make things using 3D printing that you can’t make 
through conventional means. It’s an exciting reality,” Orringer says. 

Dale Dougherty
FOUNDER AND EXECUTIVE CHAIRMAN, MAKER MEDIA INC. - 
MAKE MAGAZINE AND MAKER FAIRE

… the Glowforge laser cutter. Dougherty calls laser cutters the “work-
horse” of maker projects, more versatile and faster than a 3D printer. 
The problem with laser cutters is the price — typically several thou-
sand dollars — which puts it out of reach for makerspaces at librar-
ies and schools. Seattle-based Glowforge has created a laser cutter it 
promises will cost about $2,000, with the ability to etch wood, fabric, 
leather and paper in addition to plastic. Glowforge’s October crowd-
funding campaign raised nearly $30 million, the biggest 30-day cam-
paign in history. “That’s a big breakthrough in terms of increasing the 
likelihood that laser cutters can be brought into more makerspaces 
and even homes.” 
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THEIR TAKE:
THE MOST MEANINGFUL, 
GROUNDBREAKING OR IMPRESSIVE 
RECENT INNOVATION IS …  

ing well by doing good.”
Creating innovation in estab-

lished, large companies is very 
difficult, said Carlson. “Com-
panies used to face competition 
from the top or bottom, now it’s 
experiencing pressure from the 
sides,” he said. “It’s hard in an 
established industry to move fast 
enough to compete. … There’s 
never been so many opportuni-
ties for innovation, but you need 
to do the right things to have 
your company be sustainable.” 

Jack Daly, partner and manag-
ing director of Goldman Sachs 
and a panelist at the Innovation 
Summit, says his organization 
accomplishes this with a mental-
ity of support by upper manage-
ment for those on the ground. 
“For me, it’s individuals inspir-
ing other individuals to go out 
and do things,” said Daly. “We 
have 33,000 employees, and I’ve 
never felt more entrepreneurial.”

>> Only Living People  
Need Apply

“The most important thing 
is don’t hire dead people,” said 
Bushnell. “People tend to die 
from the neck up long before 
they are buried. … To have 
people just putting in time will 
sap the life out of your business.” 

There are common charac-
teristics of people who take an 
entrepreneurial approach to 
innovation. “The nonstarter is 
extreme determination,” said 
Clifton. “With regular determi-
nation, I knock him down and 
he has to find a way to deal with 
it. With rare determination, if I 
knock him down he’s madder 
than he was before.”

Another is innovators’ 
relationship to risk: Clifton 
says people often believe that 
entrepreneurs don’t mind taking 
risks. But in reality, “really good 
entrepreneurs hate risk,” he says. 
“They [have] such high confi-
dence that they think the regu-
lar rules don’t apply to them.”

They also spot disruption 
everywhere they go, says Clif-
ton, opportunities to shake up 
a market in a way others don’t 
see. Carlson calls it finding 

“white space,” the spot in a venn 
diagram of customers, capa-
bilities and competition where 
customers and capabilities align 
but competition is absent. “The 
center is the worst place. It’s 
where your competition is,” he 
said. 

Jack Daly, partner and manag-
ing director of Goldman Sachs 
and a panelist at the Innovation 
Summit, sees these characteris-
tics in the millennials he hires.

“I’m pretty bullish on that 
generation,” Daly said. “They are 
well-developed, they are rigor-
ous in their pursuits … they 
have character-building in that 
generation that few other genera-
tions have now.” 

The challenge for today’s busi-
ness leadership is to encourage 
young people to create the future 
innovations their predecessors 
might never have dreamed of.

“Some people, when they hear 
no once, it gets them off that 
path forever,” says Charbonneau. 
“The culture I hope we can en-
courage youth to pursue [is] you 
can hear no, but it doesn’t mean 
that you’re stupid, or should stop 
trying.”

At Microsoft, there’s an em-
phasis on having good managers 
“who can help you shine on your 
projects and become your own 
leader,” Charbonneau said.

Every project has to have one 
passionate leader. “No cham-
pion, no project, no excep-
tion,” Carlson said. “If someone 
doesn’t raise their hand, it’s just 
not going to happen.” 

Today, Bushnell takes a 
whimsical approach to his in-
novations. He plays what he 
calls the Dice Game, writing up 
11 challenges for the next year, 
putting them in a hat and roll-
ing the dice to see which he’ll 
tackle. Last year’s challenge — a 
musical based on Pong — hasn’t 
materialized, but the Dice Game 
did urge him to write a book, 
“Finding the Next Steve Jobs,” in 
2013 despite his dyslexia. 

“Be willing to fail. Don’t try to 
fail, but be willing to,” he said. “I 
want to invent the future that I 
want to live in.”   

Bob Sopko
DIRECTOR, CWRULAUNCHNET - CASE WESTERN RESERVE 
UNIVERSITY

… LumiLor electroluminescent coatings. It isn’t glow-in-the-dark 
paint, but rather a coating that that emits light in response to an elec-
tric current. The result is the ability to create surfaces that emit long-
lasting light without heat, using the same spray paint guns commonly 
used in vehicle paint shops. Automotive applications are where Lu-
miLor got its start — Lexus Australia even created a finish that lights 
up in response to the driver’s heartbeat — but Sopko’s excited about 
all of the other potential applications. “It could be lighting in a hotel 
room — you walk in and the trim is bathed in light — or lighting in 
an airplane, so you don’t have to use LEDs and you don’t want extra 
weight,” says Sopko. “Imagine bicycles, motorcycles, helmets — what 
a safety feature.” 

Vikki Nowak
VICE PRESIDENT, PRODUCT DEVELOPMENT FIRM 
NOTTINGHAM SPIRK

… one product, multiple uses. “Innovation doesn’t mean much unless 
it addresses consumer’s pain points or hopefully multiple pain points,” 
says Nowak. She points to Sengled’s smart lighting system as an ex-
ample: The company’s smart lighting creates a connected home, using 
a smartphone to play music and stream content through the bulb. Her 
firm worked with MTD to create the Troy-Bilt Flex, a yard care system 
based on a single engine that uses attachments to become a lawn 
mower, snow blower, pressure washer or leaf blower. She expects to 
see this approach applied in sectors like health care too. “It’s all about 
solving for multiple issues,” Nowak says. “Single solutions that solve 
multiple pain points.” 



Juicy
Innovation.

We have it.
Give your entrepreneurial dreams a fresh twist  
in the Sears think[box], Case Western Reserve 
University’s makerspace, a place to squeeze  
out your ideas... with or without pulp.

think brighter.



Out of Bounds
LIFE & STYLE

RELIANCE ON CORPORATE 
BUZZWORDS MAY ENSURE 
A UNIVERSAL WORKPLACE 
LANGUAGE, BUT IT’S ALSO 
JUST PLAIN LAZY.  
WHENEVER A COMPANY is drilling 
down in its missioning and visioning 
process to create solutions that are cutting-
edge and paradigm-shifting, it’s important 
that its leaders think outside the box to 
leverage its synergies and create new value 
propositions. 

Huh?
We’ve all rolled our eyes at such ubiqui-

tous business buzzwords, but admit it — 
we’ve also been guilty of using them. So 
why do we continue to use them? 

“One is that people are lazy — they 
don’t want to spend time coming up with 
something new,” says Shonali Burke, a 
Washington, D.C.-based communica-
tions consultant and instructor at Johns 
Hopkins University. “Two, they don’t want 
to upset the status quo; people are used to 
certain words. Finally, they work.”

 Burke says good communication 
relies on using words that are relatable, 
and buzzwords help establish a common 
language. Older generations are more 
comfortable using buzzword-laden jargon, 
but not so for younger professionals.

“People now don’t have patience for 
buzzwords and jargon,” Burke says. “To 
those who work in a fast-moving industry, 
you will come off as antiquated.” 

For companies entrenched in out-of-the-
box, paradigm-shifting language, Burke 
encourages a language audit — conducted 
internally or with a consultant — which 
evaluates the language a company uses. 

For her part, Burke is quick to set her 
buzzword-using students straight: “I say 
stop it. Don’t learn these bad habits.”
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"AS I WALK WEST EVERY MORNING DOWN 
BELLFLOWER TOWARD MY BUILDING, 
I'M ALWAYS INSPIRED BY THE UNIQUE 
WAY ITS ALUMINUM ANGLES CATCH THE 
COLOR OF THE SKY ABOVE."

InSights
BY SARAH WELLS

Peter B. Lewis Building, Case 
Western Reserve University, 

Cleveland, Ohio

As a writer and writing teacher, my life revolves 
around the importance of using words precisely. I 
didn’t learn this lesson in the classroom, though.  
I learned it at knifepoint.

I was waiting tables in a burger and salad joint 
in Greenwich Village frequented by NYU students 
and stoners from nearby Washington Square Park. 
If you wanted clean tables, thick sandwiches and 
cold beer, you couldn’t beat the prices.

On busy nights, we had two cooks, serving twenty 
or so tables. They stood behind a counter, chopping 
and flipping, cracking wise to the customers seated 
there. The cooks were surly, far more street-tough 
than the wait staff. We learned early on how to 
stay on their good sides, because if we didn’t, our 
tables faced long waits.

I was doing fine with this until one busy Saturday, 
when Jimmy handed me a tuna sandwich.

“I need a tuna salad,” I corrected him.

“You wrote sandwich.” He pointed at the ticket.

“No, that says salad.”

He stiffened, and I thought for a moment he would 
grind the sandwich in my face.

Instead, he lifted his left hand, which held a carving 
knife, and rested the sharp tip on my chest.

“You think I can’t read?”

It hadn’t occurred to me until then, but it was possible.

“You wrote sandwich.”

“No, I wrote …”  And then I stopped. “Yes, I’m an idiot. Totally.”

Jimmy blinked twice, very slowly, pulled back the knife, smiled. 

“Good move, college boy. One damn salad, comin’ up.”

Share your funnies with beyond magazine: 
Tell us — in 250 words or less — how your workplace has 

made room for humor. What happened at the holiday party 
that never stayed at the holiday party and keeps coming back 
to haunt the office with its hilarity? What happened to you or 
what did you do at work that keeps you laughing and keeps you 
humble? What’s your office stereotype? What drives you crazy 
about the corporate world, and what simple solution do you 
have to offer the fool-hardy?

But keep it to 250 words, because ain’t nobody got time 
for more than that these days. Visit beyond.case.edu for more 
information. 

THE PHYSICAL SPACE we inhabit 40 or more hours a week affects our 
moods, productivity, energy levels, ability to be creative and more. We 
want to see what inspires you in your workplace to keep on keepin’ on. 

Share your InSights with us at beyond.case.edu, or Instagram, Tweet or 
Facebook the hashtag #BeyondInSight with a photo of your work space, 
building or artwork in your building to show off the environment in which 
you find yourself working.

The most inspirational or innovative spaces will be featured here. We 
can’t wait to see what’s in your line of sight.

A Case of the 
Mondays

Parsing Words
    by Dinty W. Moore
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David Beach 
Product Realization Laboratory,  
Stanford University

Hailing from a family of artists and educa-
tors, it seemed only fitting that David Beach 
would end up as a teacher. 

“From an early stage, everything my par-
ents owned, I took it apart,” he says. “That 
was tough for them, because in the beginning I 
couldn’t put it back together again.” 

When he was picking a major, engineering 
seemed an obvious choice. “My problem was,” 
laughs Beach, “I wasn’t that good in math.” 

Stanford’s product design curriculum helped 
him connect art with engineering, and “that led 
me to the world of making things,” he says.

Beach considered jobs with companies like 

HP but instead started working at Stanford for 
the school’s shops, which at the time were pri-
marily for mechanical engineering.

“We’re not trying to be a vocational school, 
and we’re not trying to be a research lab,” says 
Beach. “We are a vehicle for integrating design 
and manufacturing with a goal of graduating 
students who can solve important problems.” 

Beach and his Product Realization Lab have 
overseen projects ranging from aortic valve im-
plants to bicycles engineered to carry panniers 
plus two children and groceries too. 

A current project called Lotus aims to relieve 
some of the manpower needed to drill water for 
subsistence farms in Southeast Asia. “It is a so-
lar-powered, deep-well immersion pump [that] 
pumps water higher than [you could] with a 
hand-powered vacuum pump. ... These pumps 
are potentially going to make a big difference.”

Meet the 
Makers
CALL IT THE ERA OF THE MAKER. New 
technology, a focus on STEM proficiency 
starting in childhood and a think-local 
ethos is giving rise to a generation of 
budding engineers and manufacturers 
taking their creative ideas to market. Add in 
enthusiastic support from leading colleges 
and universities and funding from corporate 
leaders and it makes for a fertile ground for 
entrepreneurship born and bred close to 
home. Meet a few of the personalities behind 
the country’s leading makerspaces.  
 — by Frances Killea Ian Charnas  

Sears think[box] 
Case Western Reserve University

It’s hard to tell whether Ian Charnas is an en-
gineer or an artist. He holds bachelor’s degrees 
in both computer and mechanical engineering 
and spent the early part of his career building 
websites. But his friends know him best for his 
large-scale, interactive creations. 

“In my spare time, I [make] sort of artsy, sci-
ence-y exhibits,” says Charnas, referencing col-
laborative projects from a TESLA coil-powered 
orchestra to a swing set with a reactive water-
fall mechanism. “So, always doing interesting 
things.” 

Charnas joined Sears think[box] in 2011, just 
as the project was starting. At the time, it was 
a collection of computers, workbenches and 
3D printing machines, but as the space grew 
to host more than 3,000 visitors a month and 
students began to create successful prototypes 
and start businesses, Charnas got bigger ideas. 

“Unless you’re offering assistance in filing 
a patent application for a provisional patent, 
helping students find investors, helping them 
hone their business pitches … you’re not going 
to see those activities just because you have a 
3D printer,” he says. “Here at CWRU we are wed 
to the Launchnet … this is an office of support 
for student startups. So think[box] is where 
you make it, Launchnet is where you sell it, and 
that’s a powerful combination.” 

With that pairing, Charnas has watched busi-
nesses earn 12 patents and more than $3.3 
million in external funding in five years, and 
the space now resides in a new seven-story, 
50,000-square-foot facility.

Part of its success, he says, is that think[box] 
is free and open to everyone and aims to make 
everyone feel welcome. 

“I searched out an alternative interview pro-
cess [for staff],” Charnas explains. “Instead of 
looking at their technical skills, we’re looking at, 
‘Is this person going to be friendly to novices?’ 
You’ve got to maintain your friendliness, and 
that’s not something that I know how to teach.” 

Craig Forest  
Invention Studio, Georgia Tech

As a student at Georgia Tech in 2001, Craig 
Forest had an idea for an innovative new bike 
rack design but didn’t know how or where to 
get the idea out of his head and into reality. 

“There was no culture of invention or en-
trepreneurship at Georgia Tech,” says Forest. 
“Georgia Tech students historically have not 
done that. … They go to the career fair to get a 
job, they don’t turn to each other in their dorm 
rooms and say, ‘Let’s create our own jobs.’”  

In graduate school, an old acquaintance saw 
potential in his invention, and Forest was able 
to turn his prototype into a product. 

He took his creation all the way to Los An-
geles with the reality TV show “American In-
ventor,” then returned east in 2008 to teach at 
Georgia Tech with new motivation. 

When he joined Georgia Tech, he began pro-
viding students with a small stipend for building 
materials. Quickly, the need for more tools, stor-
age and workspace demanded more space and 
supervision. Only a handful of his 200 students 
had experience with shop machinery, so Forest 
gave them keys to the new Invention Studio.

“I said, ‘You can use this room 24/7 for 
whatever you want. There’s only one thing I 
need in return. … I need you to volunteer three 
hours a week,” he says. “That idea is the heart 
of the Invention Studio today.” 

Eight years later, the Invention Studio is al-
most entirely student-run, with 80 volunteers, 
more than a million dollars of equipment and 
about 1,000 monthly visitors. The space has 
grown to seven rooms brimming with laser cut-
ters and woodworking tools. 

“What makes the Invention Studio special is 
the culture,” he says. “There’s trust, ownership 
and personal responsibility. They take care of 
this stuff as though it were their own.” 
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>> Get your mind out of the driver’s seat. “The mind is be-
ing driven by whatever thoughts are the latest and the loudest. Do not 
keep your to-do lists in your head. Your head’s a shitty office. Write down 
your thoughts wherever you are, whether you’re using a pen and a pad 
or apps on a smartphone. Writing them down gets those thoughts out of 
your head. You need to make things more externalized. Decide specifical-
ly what it means to you and how to do it. Do you need cat food? Do you 
have a dentist appointment? Write it down, clarify it and take action.”
>> Get everything out on the table. “Have a place to put all the 
things you haven’t gotten around to doing — notes, mail, grocery lists. 
Put them all in a desktop storage basket, a container or a bin. Organize 
things in a place where you can see them all. This can be anything from 
‘how late am I going to sleep?’ to ‘who do I need to talk with?’ This is 
something people don’t really do. If you travel, keep a drawer full of extra 
AC adaptors and chargers. You should have backups for all of them.”
>> Use the two-minute rule and waiting-for list. “Once you 
decide what your next action is, do it, delegate it or delete it. If you can do 
it in two minutes, whether it’s writing an email or changing a light bulb 
at home, do it. If it’s something someone else can do, delegate it. Or just 
get rid of it. And keep a waiting-for list. Many times the next action is not 
yours. You’re waiting on a client, the bank, something you ordered in the 
mail. There’s subliminal stress when you’re not keeping track of what oth-
er people are supposed to be doing.”
>> Put email in its place. “An email is no different from someone 
stopping you in the hallway to talk. It’s just input. Do you want to let it 
pile up until it explodes? Is it trash or something I need to get on? What 
is the algorithm you need to apply to these things? Train yourself to do 
front-end thinking. It’s a martial art. The skinnier your backlog, the less 
psychic energy it takes to maintain.”
>> Give yourself a weekly review. “One of the bigger issues, espe-
cially with senior professionals, is finding the same kind of rigor and dis-
cipline in their [home] lives as they have in the professional world. People 
get in the ‘busy trap,’ hoping their minds will help them make their deci-
sions. Build in some sort of reflection time for an hour or two each week. 
What do I need to follow up on, and what’s not critical?”  

Taming To-Dos
THE FATHER OF PRODUCTIVITY OFFERS HIS TOP TIPS FOR GETTING MORE 
DONE. SLEEPING LESS ISN’T ONE OF THEM.  BY BARRY GOODRICH

THE WORLD’S FOREMOST productivity consultant has a 
confession to make. “I sleep as long as I can every day,” says 
David Allen, author of “Getting Things Done,” which has sold 
two million copies in 30 languages and was updated in 2015.

Allen eschews the idea of burning the midnight oil to cram 
in more work. Instead, he turned his book’s principles into a 
method he calls GTD to help ease “the addictive nature of  
multitasking” and “the stress of opportunity.”

“This stuff is as equally valuable for teenagers, stay-at-
home parents and clergy as it is for entrepreneurs,” says Allen. 
“GTD is for anyone who is spinning more than one plate at a 
time. These principles are as old as dirt but are more important 
than ever in a 24/7 global world … It’s a great time to be alive 

if you know what you’re doing. ... If you don’t, you’re toast.”
Stress-free productivity is Allen’s mantra. “Pay attention to what has your 

attention — whether you’re answering emails, watching your daughter play 
soccer or making spaghetti.” The get-it-done guru shared his top productivity 
tips with beyond.
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The Chicken 
and the Sushi
by Anne Panning

My single window overlooks a lonely stretch 
of railroad tracks, and since the western New 
York sky can often be dismal and gray, I keep 
my brightest office supplies on the windowsill 
to lighten things up. Ever since I was young, 
I've had a deep abiding love of office sup-
plies — the cuter, the better. Now that I'm 
an adult, it's become a full-blown obsession. 
Even though I'm a professor and spend a good 
deal of time in the classroom, I can often be 
found reading, grading, prepping or meeting 
with students in my office. My office building 
is slick and new with dark corporate furniture, 
but I keep it cozy by displaying my great eclec-
tic array of office supplies. The one rule I have 
is that they all be functional. These are not just 
trinkets or tchotchkes (though I do have a fair 
amount of those as well). I deal in paper and 
ink and words; I need tools!

I have a bright yellow chicken tape dispenser 
with an orange beak; next to the chicken sits 
my red and white sushi stapler, which students 
have reached for many times when I've groaned 
that they never staple their papers (a must!). 
Just down from the sushi, my miniature silver 
grocery cart is parked at an angle, loaded with 
neon bright Post-It notes and Japanese eras-
ers shaped like monkeys and dumplings. The 
Hello Kitty clock sits between it all, keeping 
time with each tick of her tail. Although the 
colorful charm of these office tools brightens 
my workdays, the elegant practicality of their 
design helps get things done. 

What — or who — inspires you in your work-
place? Submit your stories at beyond.case.edu.

The Secret Agent Briefcase
by Jim Daniels

When I got my professor gig back in ‘81 my 
parents bought me a hard-sided briefcase 
with a combination lock. 

You could sit on that briefcase. Stand on 
principle. Smack it against your head to get 
your smarts going. You could not 

squeeze many books into it. When I pressed 
the latches and it clicked open, I expected it 
to expose a bomb. I carried it to school 

my first fall until a colleague joked, You got 
a bomb in there? He called me the Secret 
Agent, though I stopped using it  

immediately. It sat in my bedroom closet  
with the slippers I never wore. Thanks, Mom 
and Dad. I gave it to Good- 

will last week with a load of my children’s 
out- grown clothes. Some guy down on his 
luck is going to love that briefcase — to mess 

with his friends, to absorb strange looks from 
downtowners passing his homeless station. 
Perhaps he will fill it 

with meaningful papers or half-eaten 
hamburgers or the holy relics of his sad life. 
When I got my gig 

back in ’81, two years removed from the line 
at Ford’s beside my father, I had a couple of 
bad habits and a trunk full of good luck 

driving from Detroit to Pittsburgh with 
enough drugs to last till I found a local 
dealer. A new pair of shoes 

blistered my feet. The drugs nearly covered 
the shame of my blunt speech in that 
nuanced landscape of betrayal. 

No wonder, blisters. No wonder, the bomb. 
I used the briefcase years later as a prop for a 
movie I made that no one 

saw, making it that much more experimental 
and noteworthy in my annual report. I carry 
my books in a backpack and my shame 

in my secret pocket. I have less of it these 
days, the old professor who survived the 
bomb threats of petty emails. 

I was a secret agent after all. A double- agent. 
An agent who carved his own decoder ring at 
weekly meetings 

of the special club where the man with my 
briefcase might appear some day, just when I 
need him. 

My parents came to town when I got my 
endowed chair. My blind mother in her green 
raincoat. 

My father in his funeral overcoat. I myself 
purchased a new suit for the occasion. The 
hors’d’oeuvres 

were tasteless, but my father liked the stuffed 
mushrooms. My mother, the mini-eggrolls. I 
kept walking circles around them 

like a dog protecting its wounded master. 
Though who was wounded? I keep my old 
factory lunch bucket 

in my office at the university, dull gray 
scratches, dull dents  in black paint. I rub it 
for luck  

before meetings of the committee on screechy 
chairs. If that seems like pitiful nostalgia to 
you,  perhaps you’re right. But it too is hard. 
It too protects what’s inside.

Send us your Work in Verse at beyond.case.edu
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BEYOND: How do you work with 
students who struggle with 
math?
RHODES: The typical attrition rate 
in developmental mathematics is 
about 30 percent nationwide. In 
our first two semesters with AC-
Celerator we cut that to between 
10 and 12 percent. Students often 
disappear in developmental math.  
… They walk away. We give them 
the right type of experience, work-
ing at their own pace.
B: What are the biggest challeng-
es in workforce training?
R: The big challenge is full employ-
ment. Right now there are those 
who need training, but they’re 
working for less than a living wage 
because they need to support 
their families. Through partner-
ships with businesses we can pro-
vide paid internships. By putting 
training in their field of interest and 
school together, you’re giving peo-
ple relevance.
B: Texas has nearly 100 early-
college high schools. How do 
these programs help students 
prepare for the workforce?
R: It’s a growing phenomenon in 
Texas and across the country. Early 
college programs allow students 
to focus on their careers at early 
ages. I went to two high school 
graduations in June. At one of 
them, the salutatorian had her as-
sociate degree before she had her 
high school diploma, the first in her 
family. At the other graduation, the 
salutatorian and valedictorian both 
had their associate degrees. These 
schools really provide great path-
ways for students who are will-
ing to work hard. They also create 
[career] conversations between 
students and parents at a much 
younger age.

RICHARD RHODES  |  CEO, AUSTIN COMMUNITY COLLEGE Rhodes is taking workforce training off campus and into the community 
at high schools, public housing developments and even a deserted mall.

FOR SOME TEXAS TEENAGERS, Austin’s Highland Mall once served as a refuge from school.
Today, the mall’s former J.C. Penney location is where they go to school.
In fall 2014, Austin Community College purchased the once-deserted mall’s 82-acre property and has since trans-

formed it into ACCelerator, the world’s largest math emporium that provides access for ACC students to more than 600 
computer stations.

“We’re seeing phenomenal successes with students who advance as fast as they’re willing to work,” says ACC president 
and CEO Richard Rhodes. “Some students need more one-on-one quality time that isn’t offered in a traditional class-
room. We’re giving them personalized instruction.” 

Rhodes shared with beyond the ways ACC is playing a role in fulfilling Austin’s most pressing workforce needs.

B: Your ‘Unlocking the Connection’ 
program is the first of its kind in the 
nation, bringing the Internet to ap-
proximately 4,300 residents in Aus-
tin’s 18 public housing properties. 
How does it work?
R: We’re working with Google and 
the Housing Authority of Austin on 
this. ACC replaces its computers on a 
three-year rotational basis, and our 
paid interns are installing [our used] 
units and providing [computer] train-
ing to residents of the housing au-
thority. Google installs the fiber op-
tic cables for the computers. Putting 
these machines in the houses is an 
expressway to learning.
B: How is the region’s business 
sector benefitting from these  
programs?
R: We see in central Texas such an 
overwhelming demand for employ-
ees with skills at the associate de-
gree level. We’re putting more people 
into these industries and creating a 
pathway for entrants into the work-
force. These students become an ex-
ample for their siblings. Some of the 
parents begin to see the advantages 
of higher education and they go back 
to school themselves.  
B: You decided to take ACC’s state 
placement test yourself recently. 
How did that turn out?
R:  It was a humbling experience, but 
it was good for me to put myself in 
the shoes of a student. I’m a CPA and 
have a Ph.D., but when I had to take 
the college placement exam I started 
sweating profusely. It was sheer fear 
that I was not going to do well. I got 
through 10 questions before I got up 
and went to the bathroom. I didn’t 
finish. Sometimes we don’t really ap-
preciate or understand the emotion-
al and psychological process of [col-
lege] testing. We’ve got to do a better 
job of preparing students to take the 
tests.

BY 
BARRY 
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16 Visits.
21 Months.
Leadership  
Redefined.

WEATHERHEAD EXECUTIVE MBA PROGRAM

The Weatherhead Executive  
MBA program is now offering a  
healthcare track in collaboration  
with Cleveland Clinic.

Groundbreaking leadership concepts  
for the business of a better world.

LEARN MORE AND APPLY TODAY AT WEATHERHEAD.CASE.EDU/EMBA



Tantalizing Degrees.
Whatever your appetite for career advancement, a degree from 
Weatherhead can satisfy your cravings:

Undergraduate Programs in Accounting, Business Management, 
Economics, Finance, Innovation and Entrepreneurship, International 
Business, Marketing, Organizational Leadership, and Supply  
Chain Management

Part-time, full-time, and executive (with a unique executive  
healthcare track) MBA Programs 

Specialty Masters Programs in Accounting, Business Analytics, 
Finance, Healthcare, Operations Research and Supply Chain  
Management, Positive Organization Development and Change,  
and Engineering and Management

World-Class Doctoral Programs in Management,  
Organizational Behavior and Operations Research, as well  
as the world’s first doctoral program for practitioner-scholars,  
the Doctor of Management

think brighter.

We’ve got ‘em.
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