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Creating Synergies for our Manufacturing Industry



Founded in 2012, Gears & Gadgets is an exclusive quarterly event hosted by Minnesota Manufacturing  

Executives (MME) where members discuss manufacturing business trends and develop synergistic connections.  

A typical event showcases a manufacturing industry speaker followed by a networking Happy Hour with a cash bar 

and appetizers. Our generous Platinum Sponsors contribute to the success of Gears & Gadgets.

Why attend Gears & Gadgets?

• Stay current on manufacturing industry changes that affect your business 

• Peer-to-peer interaction builds your network and a strong Minnesota manufacturing community 

• Maximize business development and supplier synergies for your company

Who is eligible to attend Gears & Gadgets?

• Manufacturing business owners 

•  Manufacturing executives and senior leaders currently employed in a manufacturing company

How do I receive an invitation to Gears & Gadgets?

Gears & Gadgets is “by invitation only” for eligible members of MME.

Please contact the group founder,  

Marni Hockenberg at marni@hockenbergsearch.com; 952.500.9542.  

Marni Hockenberg is the Principal of Hockenberg Search, a firm specializing in Executive Outplacement for the 

 manufacturing industry.  Your network is your net worth — see you at Gears & Gadgets!

What is Gears & Gadgets?

Today’s Event

Back by popular demand, King Banaian, Dean of the School of Public Affairs at St. Cloud State University and long-

time economic forecaster is our speaker at the Gears & Gadgets 2019 kick-off program. Economies do not develop 

new areas of specialization randomly; they build new industries that use the skills and assets used by existing ones.  

In this edition of his annual forecast to Gears and Gadgets, Prof. Banaian will look back not just at the last few years 

but offer a longer view of what made Minnesota and the Twin Cities what it is, how manufacturing developed around 

the state and the skills that are the competitive advantages of its workers.  Can this tell us where the next boom in 

Minnesota manufacturing will occur?  And what does this mean for the next 12-24 months?  

Manufacturing business owners and your Executive team – you’ll need to hear Dr. Banaian’ s economic forecast while 

you develop strategies, build budgets, launch new products, hire talent and identify market trends. As you make 

company-wide critical decisions, he’ll help you understand the local, national and international influences that matter 

to your plans. 



Panel: 

Steve Hanson, Co-CEO-PGC 

Winner of Best in Class, Workforce Engagement

Mike Campbell, VP of Operations-Sportech 

Best in Class, Large Company

Laurent Deconinck, CEO-Machining Technology 

Emerging Leader of the Year Award

Kristin Davidson, President-Ultra Green Packaging 

Finalist, Emerging Leader Category

Moderator: 

Peter Beaumont,  

Business Advisor – Resultants for Business

Recap of the Previous Gears & Gadgets Event

In October of 2018, Gears & Gadgets honored the finalists and winners of the Minnesota Business  

Magazine – Made in Minnesota Manufacturing Awards. From circuit boards in space to snowmobiles on  

the tundra, products made in Minnesota have been changing how we view the world. They can be found  

in operating rooms, kitchen pantries and office cubicles and on construction sites, world-class athletes  

wand railroad tracks.

We selected four winners and finalists to participate on a panel where they shared their ‘secrets of success’ 

and ‘lessons learned the hard way’. 

May 2019 Gears & Gadgets Event

The Role of Robotics in Our Manufacturing Industry–Panel Discussion 

Monday, May 13th, 2019,   Minneapolis Marriott Northwest 

The May Gears & Gadgets features a panel of manufacturing business owners to discuss the role of robotics  

and provide insights from their own personal experiences.  

According to the World Robot Statistics, 74 robots per 10,000 employees is the world’s average robot concentration. 

The United States has 189 robots per 10,000 employees. The U.S ranks seventh in the world and robot sales are  

expected to increase at least 15 percent per year between now and 2020. 

Pew Research tells us that even though there is a fast uptick in automation, over 70 percent of American’s are still 

wary and concerned about robots in our workplace replacing American jobs. But, if a manufacturer saves money on 

labor by using automation, they could lower product prices or generate more profit. Both results could mean  

increased investment, higher demand and more opportunity for job creation. 



Manufacturers are in the business of the tangible. From design to fabrication 
and installation, your customers can see and touch the results of your hard 
work. Your expertise and commitment to quality are on proud display with 
every piece, part, and component you fabricate.

If you’re in the business of the tangible, why would it pay off to invest your 
marketing budget in something as immaterial as online content marketing? 

Your return customers know the value of working with your company. Content 
marketing is a great way to keep yourself top-of-mind with customers who 
haven’t placed an order with you recently. But it’s also an effective tool to 
building relationship with early-stage customers. These are the buyers who 
may have heard of your company, but are unsure you have the expertise,  
commitment to quality, or competitive pricing they demand.

Content marketing is also a powerful recruitment tool. Your website is your 
next hire’s first stop in learning about your company. The content of your 
website can reveal a lot about your company culture. A website brimming with 
information about your products and services, features on team members, and 
helping FAQs and tips for potential customers shows that you’re invested in 
innovation, education, and developing a strong company culture.

Use Your Website’s Content to Tell Your Story
At the end of the day, people buy from other people and people work with oth-
er people. Your website’s content jumpstarts your relationship with potential 
buyers and future employees. It should reflect your expertise, your company’s 
core values, and offer information that’s valuable and relevant to current  
customers, prospective buyers, and potential employees.

If innovation is a core value of your company, your website content should 
reflect that. If you’ve built your business on long-term customer relationships, 
your content should speak to your expertise and your customer experience.

The copy on your website is just one tool in your content marketing toolbox. 
Images of your shop floor and your team go a long way to building trust.  
So do videos that explain your processes, showcase your latest investment in 
equipment, or present a case study of how you helped a recent customer.

Don’t Forget about FAQs
Companies started creating lists of frequently asked questions long before the 
Internet. FAQs provide a valuable opportunity to build relationships with your 
customers and convince them to work with you. They show that you listen to 
your customers and care enough to address their questions and concerns. 
FAQs also help you show you are aware of some of the issues that may arise 
while working with you and that you have a plan to prevent or deal with them.

When developing your list of FAQs, draw on the questions you’ve received from past customers. Fake questions  
stand out like sore thumbs. Include questions you get during the sales process to help potential buyers overcome 
objections. Whenever possible, include links to other areas of your website that may provide more information. 

Build Relationships and Your Reputation with a Blog
Your website content and FAQ page provide the foundation for your content marketing efforts. Your blog is your  
opportunity to show off your expertise, feature recent projects, and elevate your staff. It’s also one of the most  
valuable tools for directing web traffic to your website. A blog post gives your website a boost in search engine  
rankings in the first hours and days you publish it. But it provides residual results, too. A recent study by HubSpot 
found 70 percent of website traffic and 90 percent of leads from your blog come from posts that are months old.

Two important factors in successful blogging are consistency and frequency. A content calendar that identifies what 
you’ll post and when can keep you on track. Resist the urge to use your blog as a sales sheet. Instead, use your blog 
to educate your customers and provide them something of value. Explain how automation is affecting your industry or 
show them how you recently saved the day for a customer. 

Content is a powerful marketing tool that helps you build relationships with current and potential buyers. It can also 
help you attract top talent, whether you’ve been in business three years or three decades. Not sure where to start? 
Platinum Sponsor Balius Marketing & Web Design, LLC can help.

Marketing Sponsor

Adam Johnston, President 
Balius Marketing & Web Design, LLC
7900 International Drive - Suite 300

Bloomington, MN 55425
ajohnston@baliusmarketing.com

952.346.9258

Motivate. Inspire. Create Change.

Balius Marketing & Web Design 

serves sophisticated business-to-business 

companies, helping to project their story, 

in one clear voice. We offer decades of 

industry experience and absolute dedication 

to service, product, and results. 

Companies count on us for straight talk, 

down-to-earth work ethic, and a full range 

of marketing services—from management 

and creative and production 

of all brand assets.

 Industrial & Manufacturing
    Information Technology

    Food & Beverage
    Power & Petroleum

    Coal & Cement
    Life Sciences 

    Grain Seed & Feed
    Aviation

    High-Technology
    Financial Services 

Adam Johnston
Balius Marketing & Web Design, LLC
7900 International Drive • Suite 300

Bloomington, MN 55425

952.346.9258

ajohnston@baliusmarketing.com

Brochures
Direct Mail

Advertisement
Websites

Trade Show Displays
Catalogs

Logos
Newsletters

Video

Marketing

Web Design

Printing“At the end of the day,  
people buy from other  
people and people work  
with other people. Your  
website’s content jumpstarts 
your relationship with  
potential buyers and  
future employees.”
                – Adam Johnston



Should Your Business Make a Tax Accounting Method Change? 

The many changes brought about by the Tax Cuts and Jobs Act (TCJA) have 
been largely beneficial for businesses across all industries. One change in 
regard to tax accounting methods is particularly advantageous for contractors 
and manufacturers: an increased annual gross receipt threshold of $25 million 
for tax years beginning after December 31, 2017.

With this increase, your business may have more options for its accounting 
method than ever before. Here are a few of the options now available.

Increased threshold for use of the cash basis method  
of accounting
Previously, C corporations with average annual gross receipts of $5 million  
or less were able to use the cash basis method of accounting. Other  
C corporations were required to use the accrual method. Thanks to the TCJA, 
this threshold has undergone a five-fold increase. Could your business now  
be able to use the cash basis method of accounting?

The cash basis method of accounting can be advantageous because it 
allows you to recognize income when you receive it. In most cases, it allows 
you to time your tax payments more closely with when you’re actually  
pocketing the funds.

Exemption from Uniform Capitalization (UNICAP)  
and inventory requirements
Prior to the TCJA, businesses with $10 million or more in annual gross  
receipts were required to follow certain UNICAP and inventory requirements. 
Regarding UNICAP, taxpayers were required to include in inventory or  
capitalize certain costs, including an allocable portion of indirect costs related  
to real or tangible personal property (produced by the taxpayer or acquired 
for resale). Taxpayers with inventory were required to use the accrual method 
of accounting unless they met certain exceptions. Now, with the threshold 
increased to $25 million, the UNICAP requirements may no longer apply to 
your business.

Exemption from the percentage-of-completion method  
for long-term contracts
The increased threshold may exempt you from having to use the percentage-of-completion  
method of accounting for long-term contract, too. Whereas previously taxpayers with average  
annual gross receipts of $10 million or less were considered “small contractors” and therefore  
exempt from using this often cumbersome accounting method, the increased threshold  
makes it possible for more taxpayers to be exempt from the percentage-of-completion method.

Could you benefit from an accounting method change?
In light of the new developments mentioned above, it’s a good time to revisit your tax accounting  
methods to determine if a change would be beneficial. Sometimes a change can help to relieve  
the burden of administrative time and even reduce your tax burden. Making an accounting method  
change requires filing certain forms, and it’s advantageous to act sooner rather than later.  
If you’d like to explore your options, please give us a call today.

Accounting Sponsor

Clint Seehusen, CPA 
DS+B CPAs + Business Advisors
222 South 9th Street, Ste 3000

Minneapolis, MN 55402
CSeehusen@dsb-cpa.com

612-630-5084

Justin Spinler, Manager | Tax 
DS+B CPAs + Business Advisors
222 South 9th Street, Ste 3000

Minneapolis, MN 55402
JSpinler@dsb-cpa.com

612-359-9630

Together, We Work Smarter For You. 

www.rockislandwm.com 

Mitch Stolba (CFP®, CLU, ChFC, LUTCF, CFS)
401(k) / Employee Benefit Plan Administrative Support 

Investment advice offered through Great Valley Advisor Group, a registered investment advisor.  
Great Valley Advisor Group, DS&B Ltd., and Rock Island Wealth Management are separate entities. 

DS+B has partnered with Rock Island Wealth Management. For you, it means 
the insight of the accounting profession combined with the foresight of financial planning.  



Avoid Failure by Creating Focus

Epic Fail
“What happened?” Susan President asked, obviously upset at the team’s lack 
of performance. Just 90 days prior, her leadership team had devised a plan 
that included the key areas of focus needed to drive the company’s perfor-
mance for the year ahead. They had picked 10 quarterly goals they felt would 
lead to successful performance.

Now, reviewing their performance at the end of the quarter, they discovered 
just two of the ten goals had been completed. Not surprisingly, the compa-
ny had also missed its revenue and profit goals. The room was quiet and no 
one answered Susan’s question, afraid to be the first to talk. Without pause, 
Susan said in a very matter of fact tone, “Well, we had better figure it out 
because this can’t happen again.”

Creating Focus 
One classic mistake entrepreneurs and their high-performing teams make is 
taking on too much. After all, if you focus on everything, you focus on nothing. 
Your efforts are diluted. People are stretched thin and things fall through the 
cracks. Rather than identifying the 20% of goals that’ll drive 80% of the right 
outcomes, the team chose too many. As a result, performance suffered. Had 
they identified the top 3 to 7 goals for the quarter (we recommend closer to 3 
than 7) and channeled the organization’s energy behind those goals, chances 
are very good that the outcomes would have been much better.

Gaining Commitment – Owning the Outcome
Another classic mistake found in entrepreneurial organizations is the idea 
that priorities and goals should all come from the top down. Many entre-
preneurs are successful because of their ideas and energy which can be a 
powerful resource as long as both can be harnessed, filtered and aligned with 
the organization and its people.  

In this case, Susan added a number of her own ideas to the mix, on top of 
the core goals the team identified, believing they would help accelerate their 
performance. Rather than objecting, the team quietly complied. 

Therein lay another part of the problem. Not only did this result in too many 
goals but no one truly owned these additional goals. Even though people 
were assigned to them, there was never a discussion or a decision made 
beyond the idea being presented and the assignment of responsibility. In 
the minds of leadership team members, they were Susan’s goals, not theirs. 
Without discussion, including the occasional disagreement, there can be no 
real commitment.

Clarity & Accountability – When do we throw the party?
As Susan looked over the 10 goals for the quarter, one common thread running through was a lack of clarity. Only a few had de-
fined measurable outcomes and just a couple had successfully identified key milestones needed to achieve the desired results.

When thinking about a goal, ask yourself when you’d “throw the party”. Define success by creating SMART goals:  Specific, 
Measurable, Actionable, Realistic and Time-bound. For example, rather than “Improve Marketing”, you could define success as 
“Increase Social Media Followers by 20%”. A specific measurable leaves less room for uncertainty and doubt as to whether or 
not the goal has been achieved.

The team also ran into issues when two people were co-owners of the goal rather than making one person ultimately account-
able for execution. This doesn’t mean others don’t help. It simply means just one person leads the effort of resources assigned 
and owns the results.

Trust but Verify – A Regular Cadence of Accountability
“Trust but verify”. This old Russian saying was made popular by modern American President, Ronald Reagan. Reagan believed  
in setting clear goals and expectations. He gave ownership of those goals to his team to lead and manage but followed by  
setting a regular interval of measurement to ensure they were being executed effectively and in a timely manner. 

In addition to having goals that are SMART, a team is better set up to execute and achieve success when there is a regular review 
of progress against those goals. Any issues or roadblocks that arise can be addressed in a timely fashion.  A weekly or bi-weekly 
cadence allows the team to review progress and provide one another with “a cup of help or a cup of accountability” to ensure 
things are moving forward towards success on the appropriate timeline.

Moving Your Company Forward
Susan’s story is one of countless business owners and leaders we’ve worked with through the years. What was successful  
for the entrepreneur who founded the organization by him or herself, no longer works as the company matures and grows.  
No longer can (or should) Susan put the company on her back and drive performance alone. This has to change to allow the 
company to scale effectively and grow profitably.  

By improving in the key areas mentioned above, Susan’s team could dramatically improve execution and performance in a  
number of ways. They could:

 1. Identify a smaller number of the most critical goals that will drive performance

 2.  Speak up and challenge “piling on” additional goals beyond a core few, rather than silently complying with  
Susan’s suggestions. The result is greater alignment and ownership of the company’s priorities.  

 3. Work to make the goals SMART, with a clear owner of each goal driving the right outcome for the organization

 4. Regularly revisit key goals to clearly identify whether or not they’re moving forward towards a timely completion

Business  Advisory Sponsor

Steve Wilcox, President
Senior Business Advisor | EOS Implementer™

steve@theresultants.com
715-338-3753

Chad Haldeman
Senior Business Advisor | EOS Implementer™

chad@theresultants.com 
612-803-0543

Twin Cities Office – West End
5775 Wayzata Blvd, Suite 700

St Louis Park, MN 55416
952-945-5402

Corporate Office
201 2nd Street South, Suite 200

Hudson, WI 54016
715-386-2800

Optimizing Business Value… Improving Lives



WHO IS CARLSON PARTNERS?

Carlson Partners was founded in 2011 with the singular purpose of delivering 
unparalleled results for organizations through an entrepreneurial mind-set, 
yet a very disciplined strategic approach to commercial real estate. 

Our clients know they have a trusted advocate on their side, because we  
only consult with and represent businesses (occupiers)—not landlords.

We enjoy creating solutions for clients, and our long-term outlook has  
generated very close relationships. Carlson Partners manages lease  
relocations, lease renewals, renovations, lease restructures, property  
dispositions and acquisitions.

Key Fact About Carlson Partners:
• Year Founded:  2011

• Privately Owned: Amy Carlson, Ted Carlson, Tim Olsen

• Office Locations: Edina and Minneapolis, Minnesota

• Number of Employees: Ten

• Core Business: Real Estate (Occupier/Buyer Representation)

• Market Coverage: Minnesota, the Americas and Internationally 

Financial Performance To Measure Success:   
For each assignment, we focus on comparing current state (what the client 
is paying in rent per square foot and full-time equivalent) to future state and 
look to reduce occupancy costs on both fronts.

We recommend utilization of a KPI scorecard as a method of measuring  
performance. The following areas of financial impact will be incorporated into 
the project reporting process:

• Gap-Adjusted Gross Rent

• Relocation Costs

• Gross Occupancy Costs per Square Foot per year

• Gross Occupancy Costs per Full Time Equivalent (FTE)

• Furniture Systems: Buy vs. Lease Analysis

•  Tenant Improvements: Landlord Funded vs. Occupier Funded  
Financial Impact

The Five Myths About Renewing Your Lease:

Engage Carlson Partners As Your Trusted Real Estate Partner To Realize Hidden Savings And Enhanced Risk Mitigation.

2018 Industrial Market Recap:

Real Estate Advisor Sponsor

Timothy L. Olsen,  SIOR 
Partner 

tolsen@carlsonpartnersllc.com
(651) 558-1400 mobile 

4530 West 77th Street, Suite 365
Edina, MN 55435

www.carlsonpartnersllc.com

Ted Carlson, SIOR, CCIM 
President 

 tcarlson@carlsonpartnersllc.com 
(612) 812-7788 mobile 

4530 West 77th Street, Suite 365
Edina, MN 55435

www.carlsonpartnersllc.com

Perception: 

1.    We have a great relationship with our Landlord  
or the Landlord’s Broker.

2.   Engaging an advisor for our lease renewal will cost us 
money by diminishing real estate savings. 

3.   We have no interest in relocating.  We plan on renewing 
and do not need representation. 

4.   We are getting a good deal. The Landlord reduced  
our rent and we are saving money. 

5.   We already have a lease in place and have more than a 
year left on our term.  

Reality:

1.   The Landlord’s objective is to maximize profits and shift  
economic and non-economic risk to the tenant.

2.   Brokerage fees are not added on top of your real estate ex-
penses. They are embedded into the transaction costs  
and don’t disappear without the use of an advisor.

3.   The role of Carlson Partners as your advisor is not to find 
space.  Rather, our sole objective is to drive the most  
aggressive lease terms regardless of renewal or relocation.

4.    A “good” deal can only be benchmarked against relocation 
alternatives that have been brought to economic and non- 
economic maturity by creating competition in the market.

5.   By placing the Landlord in a leveraged position, the tenant can 
achieve greater flexibility, cost containment and  
expense mitigation.

2018 Market Indicators
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Looking Ahead
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We dig in and ask the 
important questions.

We provide you with 
real estate analysis 
and market 
comparisons. 

We translate insight 
and analysis into a 
focused, actionable 
plan.

We routinely 
analyze the 
market and 

provide you with 
value added 

insight.

We manage all 
the details and 
get the results 

you need.

OUR DISCIPLINED 
STRATEGIC 

METHODOLOGY



Is Your Bank a Vendor or a Partner? 

It is a question that every business asks – “How do I choose the right bank 
for my business? Are they a business bank? Convenient locations? What 
about mobile banking with online options?” While these are important  
factors, it is crucial to consider a valuable intangible – which bank offers 
your business the best and most comprehensive relationship? Who can you 
see as a trusted adviser on your business team?

The relationship you form with your banker will go far beyond choosing the 
correct credit facility or opening a depository account. It is a collaborative 
approach to grow with your business and the ability to adapt and be nimble 
when adversity hits – to be a real partner. 

Here are some qualities to look for when selecting your most advantageous 
business banking relationship:

•  Knows Your Business. Your banker should have specific knowledge of 
what makes your operation unique, your competition, and the challenges 
and opportunities your business may face. This will allow your banker to 
create unique recommendations and advise your business to reach your 
goals. Ask your banker about their experience with similar companies. 
Schedule routine in-person meetings. Ensure that their short-term and  
long-term goals are in line with yours. 

•  Highest Level of Customer Service. Is a key element of being able to  
identify if your bank views your business as important to them. Having a 
team that is dedicated to knowing and serving you allows you to be  
confident in the messages portrayed by the bank. A banking partner will 
have multiple people ready to take your call, promptly respond to your 
emails, provide transparent advice and is available to meet with you  
in-person when you need them.

•  Engaged Ownership & Management. Having an outstanding banker is 
valuable. Having access to multiple members of a team that include senior 
management who can offer knowledge, connections and a seat at the  
approval table – is priceless. 

•  Protecting Your Company. Continuing education is imperative in today’s 
business world. A true banking partner will have committed profession-
als who keep well-informed of detrimental business issues (.i.e. cyber 
security and fraud) and offer proactive solutions to defend against poten-
tial dangers. The ability to identify areas of weakness and offer security 
recommendations, or present efficiencies by stream-lining processes, are 
ways to identify an engaged and involved cash management team. Tools 
such as Positive Pay, call-back services and device authentication are addi-
tional ways to protect your business against possible risks. 

Platinum Bank believes in creating partnerships with small-businesses across the Greater  
Twin Cities Area. Our core is Business Banking. Platinum Bank was created by entrepreneurs  
for entrepreneurs. Founded in 2007, we understand your challenges because we, too, are a 
growth-oriented company. We are open-minded and provide transparent feedback that you  
probably won’t hear from most banks. We are committed to learning and telling your unique 
story and advocating for your business. Our promise to you is a team that is dedicated to serving 
your needs and actually doing what we say. We don’t want to be a vendor; we want to be a  
partner - your partner. Come experience the Platinum difference.

Banking Sponsor

Pete Odell
Senior Vice President, Commercial Lending

651.332.5221 (direct)
612.244.7013 (cell) 

podell@platinumbankmn.com  

Jennifer Bryfczynski
 VP/ Cash Management Specialist

651.332.5215 (direct)
612.670.9618 (cell)

jbryfczynski@platinumbankmn.com

Platinum Bank Customized Business Banking Services 

• Operating lines; term loans 

• Commercial real estate (owner-occupied; investment; construction) 

• Preferred SBA lender 

• Business acquisition financing 

• Export working capital lines 

• Personal banking for owners and executives

Platinum Bank Customized Cash Management Services 

• Information services (online banking; mobile banking) 

• Accounts payable processing (ACH origination; online bill pay) 

• Accounts receivable processing (remote deposit; merchant card processing; ACH) 

• Fraud mitigation services (positive pay; account reconciliation services) 

• Fraud management services (loan sweep services; account sweep services)



Intellectual property is the lifeblood of every manufacturing company.  
Your company’s IP, whether that’s patents, formulas, designs, client lists,  
or financials, are likely more valuable than its physical assets. And, as a 
result, your IP is a target for cyber-attacks.  Even more, technology has 
evolved and empowered manufacturers in a variety of ways, and companies 
have become increasingly reliant on IT and its automation capabilities for 
their daily operations. 

Therefore now, more than ever, your cybersecurity strategy is vital to  
protecting your intellectual property and to avoiding major disruptions  
to operations and the delivery of your products.

SUCCESS has developed these principles and more to guide your  
decision-making about security:

Behavioral analysis 
The traditional security tools that have been in place for decades (firewall, 
antivirus, antispam, antimalware, patching/updates) are still an important 
part of the security solution but are no longer sufficient to protect business 
networks against modern attacks on their own.  New tools and resources 
are required to protect, detect, and respond to the evolving threats that 
exist today.  A modern security solution will include behavioral analysis  
and alerting on specific network events: 

• Network logins at odd times

• Administrator account creation

• Elevation of rights

• New software installed on high value assets

• Document and review sensitive data and where it’s stored

Performing behavioral analysis in addition to traditional security tools is  
essential to increasing visibility in your environment and reducing the  
number of days a bad actor has access to your infrastructure.

Use a multi-layered approach
Contrary to popular advertising, there is no single tool or technology that 
provides comprehensive security protection on its own. Security depends 
on the careful combination of intrusion prevention/threat management 
(firewall) appliances, antivirus software, patch management and other 
tools, combined with human behaviors that protect security as well.

Patch and update
Don’t be “low-hanging fruit” for hackers who often search for devices that 
don’t receive security updates and patches on a timely basis. Today, any 
device that connects to your network or your data should maintain an  
up-to-date patch status that is centrally managed and monitored.

Conduct regular logging/audits
Business-class security tools should be configured to log activity, including security events, changes, and  
configuration information. If you don’t have a process to continuously gather and review logging information,  
you will likely be unaware of security vulnerabilities or exploits that occur on your network. This leaves your  
ability to troubleshoot these events significantly reduced.

Enforce policy
Security is not a piece of software but a system of technology tools, monitoring systems, rules and human  
behavior that work together to mitigate risk on an ongoing basis. If an organization invests heavily in expensive,  
sophisticated security technology but fails to enforce consistent security policy, they are at great security risk.  
Each network must have an up-to-date written security policy whose rules and settings are reflected in system  
policies and configurations.

Let’s get started.
Our mission is to empower your business with the best and most appropriate technical infrastructure. Partnering  
with SUCCESS enables you to move beyond worrying about the next attack, allowing your business to focus on 
growth instead of security. 

Why work with SUCCESS? 
In the simplest of terms, our behavior is guided by a production methodology of having excess capacity or  
“too much of everything” in order to deliver on our promises to our clients. Compared to other service providers,  
we don’t consider a “bench of people” underutilized resources that must be cut from the budget, but a necessary 
requirement to provide responsive service to our clients and future clients.

Our goal is to make good on our promises. To help us achieve this we must be able to consistently deliver not just 
when things go right, but also when “Murphy’s Law” hits or opportunity strikes. Our competition looks to operate 
“efficiently”; we strive to meet the needs of our clients. 

IT Consulting Sponsor

Scott Wiyninger 
ScottW@sccnet.com

763-593-3000 
6130 Golden Hills Drive 

Golden Valley, MN 55416
successcomputerconsulting.com 

Eddie Zaret  
edz@sccnet.com
763-593-3000 

6130 Golden Hills Drive 
Golden Valley, MN 55416

successcomputerconsulting.com 



Manufacturing is an industry that is constantly changing, evolving, and 
growing due to new technology and workforce advancements. Today, the 
market stands very competitive for top talent within the manufacturing  
industry. No matter how excellent your products and/or services, how 
streamlined or efficient your operations, or how catchy your marketing  
campaigns, your business will never reach its full potential without the  
right team. By building, assessing, and developing your people, you have 
the best chance to make your company thrive. 

At CorTalent, our purpose is to accelerate business growth through great 
people.  We do this by helping our client organizations find, select and 
retain top talent.  Beyond that, we strive to partner with organizations that 
are entrepreneurial in spirit and committed to putting their people first. 

Focus:
At CorTalent, we work to be a trusted advisor to our clients. Our mission is 
to help changing, evolving, and growing companies rise to the top through 
optimization of their most valuable asset- their people.

We serve clients across a broad range of industries with talent management 
and project staffing services. Areas in which we offer particular expertise 
include:

•  Manufacturing & Engineering, Distribution, Technology, Service-based 
companies

• Sales as discipline across multiple industries 

• Traction/EOS clients

• Small-mid size companies that are growing, evolving, or changing 

Services: 
So much more than recruiters! 
We help businesses grow through optimization of their most valuable asset 
- their people. We embrace the culture, challenges and sometimes chaotic 
nature of entrepreneurial organizations. We leverage our experience,  
business knowledge, and results-driven philosophy to help you find, select, 
and retain the best talent

Expert Retention Services 
Now that you have your perfect hire, how do you keep them? We make sure 
you have the necessary tools and processes to engage, develop, and retain 
your best people.

Industry Leading Tools: 
In addition to our experienced team of Talent Partners to engage with,  
we offer an automated recruitment platform and a comprehensive talent assessment tool to assist you  
with your other talent needs

Custom Recruitment Services: 
How are you going to fill the talent gaps in your organization?  We will help you determine the most  
cost effective way to recruit.  We can do this by executing a full retained search or supplementing your  
candidate pool through project recruitment support.

Your Business Goals and Objectives are at the Center of our Services
Your people needs are unique, and so are our methods to fulfill them. Every client engagement starts by  
developing a thorough understanding of your business goals and objectives. We then try to uncover what  
makes your organization different and the secret ingredient to your employee engagement and culture.  
We help you build a people strategy that is aligned to all of this.  We then focus on helping your get your  
structure right by driving accountability down through every business function.  Finally, we help you  
implement a process to grow effectively by implementing the RIGHT talent management tools and  
procedures to fit your Company.

Talent Recruitment and Retention Sponsor 

Mary Nutting, Owner 
info@cortalent.com

(952) 388-6120  
7801 E Bush Lake Road Suite 100

Bloomington, MN 55439

Andrew Kuderer  
Business Development Representative 

akuderer@cortalent.com
(612) 599-7404  

7801 E Bush Lake Road Suite 100
Bloomington, MN 55439



Manufacturing a Lean Employee Benefits Strategy
While the manufacturing industry has embraced continuous improvement 

to deliver efficiencies and impact margins, ironically, what seems to 

have evaded the scrutiny of lean practices is the most expensive  

budget line – a company’s employee benefits cost (most importantly, 

the medical plan). 

 For some self-insured employers, the quest for cost/loss control has 

changed the focus and perception of the employee benefits package.  

Instead of spending all their resources on cost-shifting to employees 

and negotiating fixed costs / insurance premiums, self-insured  

employers have adopted the application of lean thinking to reduce 

waste, improve processes and ultimately provide a better value for their 

employees and company by understanding what drives the variable 

costs within their plan: health care claims.

The payoff for this lean strategy are lowered health care cost, improved 

employee engagement and productivity, and increased profitability.    

In order to manage a lean process, you need more extensive data.  

Data that helps you understand the risk, cost and utilization of your 

population with a detailed analysis of why you spent your money on 

health care instead of simply how much was spent.

Identification of Waste 

Waste in the health care system is abundant. Below is an abridged  

representation of key focus areas: 

•  Lack of transparency in cost Health care financing is complicated and 

the cost may vary by as much as 400% depending on where you get 

care. Therefore it is critical to identify the cost of medical service to 

the plan sponsor responsible some control    

•  Inefficient use of healthcare by participants due to plan design  If it costs too much to be sick, people often  

delay care; this in-turn can create more costly health care as your population sickens. 

•  Self-referral v. physician referral  Helping your population make better choices improves efficiency.  

•  Prescription medication  Health risk increases and conditions worsen when medications are not taken as  

prescribed.  Methods to address non-adherence to prescriptions are to build “no-cost” preventative drugs  

into your plan design or implement value-based benefits for those conditions most at risk such as diabetes,  

asthma and heart conditions.   

Developing Metrics through Data Management 

It is vital to look at your specific population data over a defined time period alongside benchmarks of that data.  

However, securing data in order to “Define-Measure-Analyze-Improve-Control” may be a daunting task.  The key to 

building usable metrics lies in identifying a data aggregation source that may take the data from multiple sources 

(health plan, pharmacy benefit manager, disease management vendor, wellness or biometric screening vendor, etc.) 

and consolidating the data into usable information that is also PHI (Protected Healthcare Information) compliant. 

Establishing metrics based on utilization/financial patterns, gaps in care, and relative risk scores over time allows 

development of strategies to reduce waste and build efficiencies.  These metrics help determine if the change in 

cost is driven by (1) change in enrollment, (2) change in utilization or (3) change in unit cost.  All three have different 

strategies for cost control. Access to information also allows for the measurement of return on investment (ROI) once 

a strategy is implemented.  

Process Improvement 

When delivered effectively, this new strategy allows the employer to expand the concept of health care beyond  

paying for benefit administration, mythical discounts and a variety of ever-changing care management programs. 

When we get right down to the heart of the matter; health is health and when the health of your worker is  

compromised, that worker will be using the safety nets you provide like the medical plan, disability insurance  

or workers compensation.

By understanding the risk of your population and subsequently adding services to improve the health of your  

workforce you will be having a positive impact an all of your safety net programs as they will need to be utilized  

less frequently, thus saving the company money and improving productivity. 

Practical Application 

Employers who have applied these lean strategies can also encounter beneficial outcomes beyond managing  

their risk and cost.  Many times they also see improvements in productivity, absenteeism, employee satisfaction  

and loyalty.  Much of this results from an improvement in affordability, access to health services, enhanced  

benefits or rewards for appropriate health and lifestyle choices, and ultimately, the intrinsic nature of better health.

Insurance Sponsor

Mick Hannafin 
Area Vice President, Gallaghe 

 Mick_Hannafin@ajg.com 
www.ajg.com 
952-356-0742



The Hidden Opportunities Inside Every Executive Layoff

And How You Can Turn a Tough Decision into a Win-Win-Win

Job Eliminations… Rightsizing… RIF’s… 
Whatever you call them – and no matter how necessary they are – layoffs  
are painful. 

They’re also costly, in more ways than initially meet the eye.  

The minute you decide to terminate an Executive, you’re faced with a series  
of other critical decisions. Should you hire an Outplacement firm? If so, which 
firm is the best choice? And for many manufacturing companies, that question 
is answered by crunching the numbers. Unemployment costs and litigation 
risks are weighed against the “expenses” of Outplacement support. Not  
surprisingly, firms who promise a faster process and lower fees start to look 
like the smartest choice.  

And that’s the problem.  
Speed is critical.  But it’s simply not enough. And the costs? Far too often, 
small to mid sized manufacturing companies look only at the fee side of the 
equation. But times have changed – and so has the equation.  

Today, factors that may once have seemed purely “emotional” can have 
enormous long-term financial impacts on your company. Why? Because we’re 
living in a social media-driven world. And here, every choice you make about 
how you’ll treat your departing Executive isn’t just a message “to them,  
about them.”  

It’s a message about you, your company and your brand. And it’s a message 
that can go viral in an instant, leaving you with no way to get ahead of it.  

Think about it. Your displaced Executive is only human. And their experiences, 
opinions and feelings (whether rational or irrational) about their termination 
will likely be shared with multiple levels of your remaining employee base… 
not to mention family members… and friends… and everyone else in their so-
cial and professional networks. Like the game of telephone, those messages 
will get repeated (and repeatedly magnified) – in highly emotional detail – all 
over social media and across professional networking sites.  

One bad experience, loudly communicated, can shape the way your current 
team – and future talent pools – perceive you as an employer and as a member 
of your community. 

You’ve invested far too much in your brand to undermine it now. No matter how big or small your company is, you 
can’t afford to ignore the Outplacement needs of your departing Executives. The faster you can get them headed in 
the right direction, the better for your brand. 

The Right Outplacement Partner Delivers Maximum ROI. 
In other words, outplacement is no longer just an expense. It’s an investment. And you should expect it to deliver real 
value in terms of employee retention, new talent acquisition, even customer loyalty, sales revenues and profits.  

Great Outplacement Firms Know That.  
They know that layoffs are one of the most emotionally explosive events your organization will ever endure, sending 
shockwaves of worry and chatter throughout your organization, your community, even your industry. And they know 
that, because of that, the communications channel you need to manage – like a marketing professional – is your own 
Executive team, both departing and remaining. 

But You Can’t Manage the Message if You Treat the Messenger Poorly.  
How will the departing Executive experience the process? Will they feel empowered to pursue a better career  
or betrayed, discarded and hustled to leap at any job available? Will they be personally counseled, supported and 
coached to actually develop job hunting, networking, interviewing, and negotiating skills? Or will they be directed to 
“a robust set of online tools” and left to their own devices – to flounder and stew in their new state of unemployment? 
More importantly, will they be given personal introductions to decision makers, influencers and other hiring  
managers? How fast will they land the right job?

These experiences determine how this person will forever characterize your company to everyone else. 

What Makes a Great Outplacement Partner?
When evaluating firms, make sure that, first and foremost, they’re capable of delivering highly personalized  
service that is customized to the role of each client.  Finding the right next job is a high stakes, full-time project for 
Executives. One misstep can mean epic fail.  

But also be very particular about who will be interacting with your Executives, how they will interact and how often.  
Why?  Because you need someone who can do a whole lot more than “know how to write a resume or craft a LinkedIn 
profile.” You need someone who can consistently project the warmth, encouragement and coaching competence 
that your departing Executives will need. To be sure you’ve really found the right firm, never limit yourself to orga-
nizational references. Go directly to the displaced Executives they’ve served within the past year and ask them to 
describe their experience.

Layoffs trigger intense responses. And displaced Executives have access to multiple, powerful “advertising” media.  
They’ve got the megaphone. Make sure they have the right message. The right outplacement firm is your partner in 
protecting and promoting your employment brand. The sooner you bring them on board, the better for your departing 
executive, the rest of your employees, and you.   

Marni Hockenberg is Principal and Founding Partner at Hockenberg Search, an Executive Outplacement, Job Search 
and Career Transition Coaching firm. She has been helping senior executives find fulfilling leadership roles for more 
than three decades. Find out how Hockenberg Search can boost your brand and help your former Executives land the 
right jobs, faster!

Executive Outplacement Sponsor

Marni Hockenberg 
marni@hockenbergsearch.com 

www.hockenbergsearch.com 
952-500-9542. 

“Whatever you call them –  
and no matter how necessary 
they are – layoffs are painful.”
                – Marni Hockenberg



Are you a Minnesota-based manufacturing business owner or executive?

Expand your career network in-person at the Gears & Gadgets programs and events!  

Gears & Gadgets is the premier networking group that focuses exclusively on the  

manufacturing sector. 

Attendees are invited to weigh in on current industry trends and issues that impact  

our industry. Collaborate with your peers and colleagues to sustain a strong manufacturing  

presence in Minnesota! To be eligible to attend Gears & Gadgets, you must be a  

manufacturing business owner or currently employed manufacturing executive.

Our quarterly “Gears & Gadgets” get-togethers feature informative presentations  

and discussions addressing a wide variety of manufacturing-related topics, followed  

by lively networking and a happy hour with cash bar and sponsored appetizers. 

If you are a Minnesota manufacturing business owner or executive, contact  

Marni Hockenberg to receive an invitation to join our growing and dynamic group!

 Gears & Gadgets 
GUIDEPOST

Current Trends & Issues Impacting Our Industry

Marni Hockenberg Founder of Minnesota Manufacturing Executives/Gears & Gadgets  

marni@hockenbergsearch.com  |  952.500.9542  

Marni Hockenberg is the Principal of Hockenberg Search, an Outplacement firm  

specializing in Executive Career Transition Coaching for manufacturing professionals.  

Your network is your net worth — see you at Gears & Gadgets!


