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A. “I believe one of the biggest challenges
leaders face today is the quick adaptation need-
ed in regards to the needs of the world. The
world is always evolving and changing, and in
turn, so does business. Whether it is safety pre-
cautions, finding the best technological
advances or changes in the way you communi-

cate with your audience, being able to adapt and change is vital.” 
— Jackson Draeger, 

doctor  of Chiropractic medicine and owner,
Midwest Pain Solutions, 

A. “One of the biggest challenges facing lead-
ers today is letting go of the narratives that
define the workforce. Most people have a desire
to be successful whether they are a Millennial,
Gen X, Gen Z or Boomer, but each version will
look different. Today’s leaders must embrace the

differences, be flexible and adapt to change while staying true to
their values. ” 

— Marla Micoley, vice president of Realtyhive and 
human resource director with 

The Cottages Senior Living and Memory Care 

A. “When I talk to other business leaders, we
all share the same challenge. We can’t find
employees to fill the many open positions within
our companies. I have talked to human-resource
people from a variety of professional industries.
They have career fairs, major recruiting cam-

paigns and still can’t find quality people to fill the roles they
need. ” 

— Trevor Rezner, president, Matthews Tire

A. “One of our biggest challenges is long term
forecasting and planning. With customer trends
swinging several times over the last few years
and consistent supply-chain issues, we need to
narrow our projections to shorter periods of time
for accurate predictions. This means we need to

lead our team to adapt quickly to change and embrace it.” 
— Grant Pauly, founder and brewmaster,

3 Sheeps Brewing Co. 

A. “The biggest challenge I face is messaging
and communication. I came on board in January
2020, right at the dawn of the COVID-19 pan-
demic. The uncertainty reinforced the need to
improve internal communication systems and
further integrate one of our core values, 
‘optimism,’ into our organization.” 

— Jeff Niesen, president, Van Horn Automotive Group

A. “The greatest challenge is managing the
changing dynamics of the workplace and the
impact of lead times on global supply chains that
affect normal business operations. This involves
managing how the organization pivots its pro-
duction and operations to be responsive to the
expectations of both employees and customers. 

— Brian Doudna, executive director,
Sheboygan County Economic Development Corporation 
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Q. & A.
Q.What is the biggest challenge 
facing leaders today?

Beyond being worth it

Think of a product you have pur-
chased that is excellent. What
made it excellent? I can think of

many things I own that are excellent. My
Jeep, my iPhone, the water heater I pur-
chased a couple years ago, all excellent.

What makes them excellent? First and
foremost, they are worth what I paid for
them. Each of these products met my
expectation for cost, timeline, quality and
functionality. In addition to being worth
it, there is an above and beyond aspect
for each.

My Jeep makes me happy. With the
top down, cruising a trail in mid-summer,
the world drifts away as I enjoy my time,
made possible by a product I purchased.
My phone helps we work, stay in touch
with family, and it keeps me entertained.
The water heater is the most relatable
product to my business, believe it or not.

It’s just a water heater… how can it be
excellent? Again, first and foremost, it
was worth it. This is how the replacement
of my water heater went down:

Unexpectedly, my water heater died.
This was discovered by attempting to use
hot water and only having cold water.

• I called a plumbing company I have
worked with many times and have always
had a good experience.

• The owner told me he could get me a
new water heater that day, and it would
cost about $1,300.

• He and his team arrived on time,
installed the new water heater and provid-
ed an invoice for about $1,300.

• I went to use hot water, and I had hot
water.

• The end.
The five steps above, outline a process

that demonstrates why the water heater
was worth it. I was completely satisfied
and happy to pay the $1,300 invoice
because it was worth it. We defined worth
it (above) as meeting expectations for
cost, timeline, quality and functionality.

The plumbing company owner told me
that the water heater would cost about
$1,300 and it did. He provided a timeline
and met that timeline. The water heater
was installed to the highest industry stan-
dards, and I have had no issues within the
couple years I’ve had it, showing great
quality. Functionality? I have hot water.

What made it worth it? Meeting or
exceeding all expectations for cost, time-
line, quality and functionality. There is no
question that the water heater was worth
it.

What made it excellent? The above and
beyond things. The service the owner and
his team provided. They were polite and
personable. They were empathetic. They
put covers on their boots to be respectful
to my home. They put plastic on the base-
ment stairs so the old water heater would-
n’t drip potentially staining water on my
carpet. They communicated throughout
and also followed up after to confirm that
the new water heater was working, and I
was satisfied. They actually cared about

what they were doing, and they were gen-
uinely interested in helping me with a
problem.

What is excellent? More than worth it.
Worth it, plus personal ownership of the
work. Again, no question here. The owner
and his team were truly excellent.

It’s not enough to just do the job.
Always go above and beyond to ensure
the job is done right and the customer is
satisfied. Always. To ensure excellence,
and to be worth it, I use a code for man-
aging myself and my employees. C.O.D.E.
is an acronym:

•Communication: Know your audience
and speak to be understood. Listen to
understand and retain knowledge. The
goal of all communication, spoken or
written, is to ensure a mutual understand-
ing is gained.

• Ownership: Work as though you own
the company. Own the task and all possi-
ble outcomes. Be proactive and always
contribute your own ideas.

•Direction: Give and insist on being
given proper direction. We need thinkers.
Respectfully challenge direction given,
but also respect decisions made and work
toward our common goal.

•Ethics: Act in the company’s and the
client’s best interests.

Ownership goes beyond the code. This
truly speaks to caring about the work. Not
the clock. Not the place we are working
from. The work is what matters. Always
do work that is beyond worth it. That’s
excellence. All other aspects of the
C.O.D.E will be met or exceeded, when
you own the work.

Scott Tornio is president of HawkPoint

Technologies.

It’s important to always strive for excellence

It’s not enough to just do
the job. Always go above
and beyond to ensure the
job is done right and the
customer is satisfied. 

“

”

SCOTT
TORNIO
GUEST

COLUMNIST
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Many years ago, I remember
saying to my wife that I was
worried about the future for

our grandkids as well as our country
because we were turning into a land of
retail, restaurants and recreation with a
lot of minimum- or low-wage jobs. “We
no longer make things here,” I told her.

I’ve always been a news and political
junkie and was concerned about things
such as the nation’s auto industry dying
and our cars being made in plants in
other countries.

For those of you who forgot, we once
made cars in this state at the Janesville
Assembly Plant—the nation’s oldest
operating General Motors plant until it
shut down two days before Christmas of
2008.

As I said here before, I spent a num-
ber of my younger years working in a
paper  mill in Rhinelander. As a
rewinder operator in the mill in 1972, I
made something — paper. I also was
paid well.

While that mill still is in operation
today, many throughout the state are not.

In the late 1990s, there were about
51,000 pulp and paper jobs in
Wisconsin. By 2017, there were about
30,600 jobs, according to figures from
the state Department of Workforce
Development. 

Our region and the Wisconsin River
Vally region have felt the brunt of mill
closings and job losses.

A few years ago I wrote a column
about how I was surrounded by things in
my office not made by anyone in
Northeastern Wisconsin or the U.S.

The only thing I found that had a
Made in the USA stamp on it was the
plastic garbage can I have by my desk.

At this minute, I have one other
Made-in-the-USA product on my
desk — a bag of Scottie Dogs licorice.

All of that, in one way or another, is
the result of free trade, something I
debated in high school as a member of

the debate team. I argued the affirmative
side. Free trade, I argued, was a good
thing — and I always won.

That debate continues today with one
big difference from when I was debating
the issue — intellectual property (IP).

Back when I was pushing the case for
free trade, intellectual property, while it
may have existed, was never discussed or
even thought of, but today it is the center
of the debate over our country’s trade
dealings with China.

“Technology is everything to this
country,” said Larry Kudlow, President
Trump’s chief economic adviser. “We
can’t just let China willy-nilly steal our
technology.”

While many are critical of the admin-
istration’s recent push to impose tariffs
on foreign goods, expecially steel and
aluminum, Claude Barfield, a former
consultant to the Office of the U.S.
Trade Representative, says the Trump
administration is on target with trying to
end the theft of our intellectual property
by China.

Barfield researches international trade
policy (including trade policy in China
and East Asia), the World Trade
Organization (WTO), intellectual proper-
ty, and science and technology policy as
a resident fellow with the American
Enterprise Institute. 

A recent report by the Trade
Representative office, which led a seven-
month investigation into China’s intellec-
tual-property theft, and made recommen-
dations to the Trump administration,
found that “Chinese theft of American IP

currently costs between $225 billion and
$600 billion annually.”

Even on the low end, that’s a stagger-
ing number.

Without going into too much detail,
here is how that is done.
•China imposes a high cost of entry:

American companies are forced to turn
over key technology, just to enter the
market. They describe it as a kind of
pay-to-play — in the world’s second-
largest economy.
•Matchmaking: In some key indus-

tries, such as China’s energy, telecom
and auto sectors, U.S. companies have to
form joint ventures with Chinese firms.
That means transferring valuable tech-
nology — intellectual property — to the
local company, allowing local firms to
create their own new products in their
own new technology.

As the administration documents,
forced technology transfer is often a
direct element of forced joint ventures in
key sectors. As an example, in the auto-
mobile sector, China’s car industry has
been almost entirely built by joint ven-
tures with world-class foreign compa-
nies.

While this all may seem like a battle
in a galaxy far, far away, it is not. It
affects businesses here at home. 

It’s hard to know how many compa-
nies in Northeastern Wisconsin have
been hurt by the theft of intellectual
property, but it’s a good bet that most of
them have, especially manufacturers.

It’s important that those among us that
make things are in a fair competition
with others that make things.  

Making things other people need, of
course, is a good economic strategy.

Developing technology to become
more efficient at making things people
need is part of that strategy.

Protecting that technology, and the
financial investment made to develop it,
also is good economic strategy.

It’s a battle that needs to be won.
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A. In my opinion, being a leader is about
showing, not telling. I think a common mis-
take by new leaders is that leadership is dic-
tatorship. I believe people respond to a
leader who is just as invested in making
things happen as they are. Leadership is
about the people you are leading, not about

you. Be honest, be genuine and be there for your team; that
way, in the end, you will win as one.”

— Kendra Anderson,
vice president-commercial lending,

BLC Community Bank

A. “Leadership takes many forms — find
your style. Live to mission and focus on peo-
ple before deliverables. Everyone is watch-
ing, so lead by example. Be the same person
every day. Praise in public and challenge in
private. Celebrate the successes of others.
Loyalty is earned, not imposed. Former peers

will be your toughest subordinates. Activity doesn't necessari-
ly mean production. Smile and laugh.”

— John Benberg, executive director, Boys & Girls
Club of Greater Green Bay

A. “Listen, listen, and listen some more.
Leadership is about being in tune with all
your stakeholders, and the best way to do
that is to listen to what they have to say.
From that, you will be able to make
informed decisions.”

— Kris Neveau, CFO & operations director, 
YWCA Greater Green Bay

A. “Have a thirst for knowledge and apply it
— from your team, in books and through
networking. Invest in your people — they
make your work possible. Find mentors —
both inside and outside of your organization.
Make decisions that reflect who you are —
you have to be comfortable with the person

you see in the mirror. Share the big picture that you have
access to — transparently. Be authentic."”

— Marcus Reitz, branding & development, 
Happily Ever After Animal Sanctuary

A. “I would tell the person to focus on the
future because in today's world it is only a
short distance between the status quo and
being obsolete. I would encourage the person
to learn everything possible about their
industry.  Study other leaders. Know where
your organization is headed and know when

to adjust the direction.  Be a leader you would want to fol-
low.”

— Margaret Winn, CEO,
Lakeside Packaging Plus

Q. & A.
Q. What advice would you give
someone going into a leadership
position for the first time?
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Recently, a national newspaper
reported that more than half of all
employees want to be self-

employed for their next job.  
Leaving aside what it says about work

environments, are they underestimating
what is takes to first transition into, and
then, run a small business?  

I would not discourage anyone from
starting a business but taking an objective
look at opportunities and risks is a critical
first step. Whether it involves ownership
of a company with employees or being
the sole employee, a successful transition
starts with good planning and execution.  

Let’s review a few of the many factors
to consider before making the move.

One issue to consider is your source of
customers. I have worked with people
who started out with an assumption they
would find customers from current con-
tacts.  

While those contacts may have loved
working with the person, they did not
want to leave already established business
relationships and after the fact, the new
owners had to adjust their approach.  A
better approach is to talk to a few poten-
tial clients before leaving your current job
or even talking to your employer.  Often
the employer is willing to provide some
contract work rather than losing a
resource.  Ultimately, opening a business
with no well-researched ideas on cus-
tomers is not a recipe for success.

An interesting opportunity is buying an
ongoing small business. This can be a
good way to hit the ground running but it
is also a complex process that you should-
n’t go through on your own.  It requires
support from an accountant, lawyer and
potentially advisory or investment firms.  

Understanding the customer base, key
employees, contracts or agreements and
core operating processes are all part of

due diligence. 
If it is a completely new industry for a

person, getting the current owner to help
with a transition or training period can be
critical to success.

A related option is buying the business
you currently work in. This comes up
occasionally as owners look to sell out
and move into another business or retire.
Although the employee does know more
about the business in these circumstances,
they will likely not be familiar with all
that the owner or other employees do and
will again need to plan a good transition.  

Finding experts to help is also a good
idea in this situation as the investment is
often one of the largest a person will
make.  

There is the added issue of transition-
ing to boss after working with others as a
co-worker. Don’t underestimate this as
relationships may have to be redefined
and rebuilt to maintain a productive work
environment.

For new small business owners learn-
ing to be the boss takes time and dedica-
tion. Many tasks can be outsourced to
others but the owner must understand how
all the activities in the business fit togeth-
er and be able to manage across the busi-
ness while working with employees, ven-
dors and suppliers. 

It takes time to learn so don’t assume it
can be done all at once. A person I have
mentored recently told me that, looking
back, the most important lesson during

their business startup was figuring out
what they are good at or where they add
value, and then getting help from suppli-
ers and vendors in other areas. It didn’t
mean they could ignore those other areas
but time was freed up by allowing others
to manage them and a skills network was
created that one person can never build on
their own.

To survive longer term, the business
owner must not only work in the business
but also work on the business. This
involves stepping back and looking at the
overall strategy of the business and how it
should evolve.  

It is easy to put this to one side as the
owner gets pulled into the day to day but
your competition will be thinking about
the future and you need to as well.
Setting long-term direction is a job
requirement and evolving as the world
around us does requires thoughtful con-
sideration of options.

These are only a few of the issues to
consider, for example, I did not even
touch on financing. The solution is to
invest time and effort into research and
planning. There are excellent tools avail-
able to help first educate and then prepare
potential owners, including working
through whether or not running a small
business is the right decision for an indi-
vidual.  

SCORE provides one called the Startup
Roadmap but many others are available.
Lastly, get a mentor and use their advice
and experience to help you develop your
plan. 

Many small business owners do enjoy
ownership more than being an employee
but it requires dedication, changes in the
way a person works, and continuous
learning.  

If you do go ahead, plan for success
and execute that plan.
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While our reporters are always looking for
good news stories, we believe it’s impor-
tant for our readers to know they are an

important source for The Business News.
We want to provide you with current, relevant

business news and are always looking for contribu-
tions and suggestions from our readers.

Our goal is to continually provide the best busi-
ness-news coverage in the region, and you can help
us do that.

Here are some ways you can be part of The
Business News:

Write a guest column: Choose a topic about a
current issue you’re interested in and make your
point in less than 800 words. Commentaries will
appear on our Commentary page. We also accept
guest columns that focus on finance, technology,
manufacturing and strategic planning.

Contact Larry Desch at ldesch@thebusiness
news online.com before you start to write.

Suggest a news story or feature: We  welcome
your ideas and suggestions. Contact us on our web-
site, www.thebusinessnewsonline.com, with story
ideas.

People who make a difference: The Business
News runs a story in every issue about business
people who are involved in their community. The
articles feature people who volunteer their time and
expertise to help others as well as build a stronger
community. 

If you know a person who makes a difference in
your community, send that person’s name with
some background on the volunteer work that person
does to ldesch@thebusinessnewsonline.com

People/For the Record: Send us a short news
release (and photo if possible) about a person hired
or promoted, and we’ll give the employee the recog-
nition he or she deserves.  Also send us information
on awards and achievements. Email items to 
ldesch@thebusinessnewsonline.com. If you’d like
us to run a photo of the person, please attach a high
resolution headshot in JPEG format to your email.

The List: In each issue, The Business News
publishes a list ranking such things as largest com-
panies, financial institutions, law firms and high-
est-paid officials in various industries. 

E-mail us any idea you may have for a list at 
info@thebusinessnewsonline.com or call 
(920) 884-6397.

Growth Strategies: A company that continues
to grow or has successfully overcome a business
challenge is featured in each issue. 

Put your suggestion in writing with some back-
ground about the company and e-mail it to 
ldesch@thebusinessnewsonline.com.

Also, if you haven’t already done so, go to our
website (www.thebusinessnewsonline) and check
our Reader Profile to see who’s reading The
Business News besides you.

You can be
part of The

Business News
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For employees taking over, it’s more than just buying a business
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