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“Never waste a good crisis,” 

says Lori Beer, CIO of Indianapolis-based 
WellPoint Inc. (WLP). “Take advantage of the 
situation. Step back and revisit the ways you’ve always 
done things.” For Beer and many other IT executives, such reflection 
in these harsh economic times is leading increasingly to the use of 
new collaborative technologies, which run the gamut from blogs and 
user-edited Websites known as wikis to virtual-reality-like “telepres-
ence” rooms and Facebook-like internal social networks.

Companies in nearly every sector now employ these high-tech instru-
ments to improve collaboration among employees, business partners and 
even customers. “The value of information is increased by sharing it, not 
by hiding it,” says Chuck Hollis, global marketing CTO, EMC Corp. (EMC), 
a an information infrastructure technology and solutions provider. Hollis 
works with Fortune 500 companies around the world on different collab-
orative projects to deliver a variety of competitive advantages. 

In some cases, companies want to 
work with clients on new products to 

develop relationships with — and retain — cus-
tomers. Other companies develop products using talent 

deployed from around the world, so they need collaborative tools that 
allow employees to work together no matter where they are located. Still 
others, especially in health care, say they use these tools to react more 
quickly to changing business and regulatory environments.

“Our approach to collaboration is designed to make us more nimble 
and able to adjust to changes in life sciences,” says Karenann Terrell, CIO, 
baxter international inc. (BAX), a medical products and services 
company based in Deerfield, Ill. “It’s not about cool, bright, shiny toys; it’s 
about business capability. Our collaborative environment — called Baxter 
Connect — is geared toward making our expertise available globally, in 
different time zones, in different business divisions, in order to work 
together without actually being in the same place,” she says. Baxter 
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Connect, Terrell says, knows the best way to reach a colleague at any given 
time, be it by e-mail, phone, video or instant messaging, and it allows 
employees to conduct a quick Web conference or even a telepresence 
meeting — a high-definition videoconference — to keep projects moving.

For media firm Thomson Reuters Corp. (TRI), which has approxi-
mately 50,000 employees in 93 countries, it’s essential to connect with 
workers around the world. “Whether it’s chat rooms, video or audio, you 
need to get in touch with people quickly,” says CTO James Powell. “It’s 
about jumping beyond the boundaries of time zones.” 

Indeed, videoconferencing can save travel time and expense. Bob 
Hersch, global executive director of workplace technology and collabora-
tion and network technology business at management consulting com-
pany Accenture Ltd. (ACN), estimates that the cost of the company’s 
telepresence rooms is repaid by a fivefold savings in travel costs.

“What we used to do with countless memos we now do more 
quickly with instant messaging and video from our desktops,” 
says Mark Popolano, CTO of global information firm 
Reed Elsevier plc (RUK). “We’re able to focus deci-
sions in a much more rapid fashion.” 

This trend has spread because technologies 
have matured to the point where companies can 
use off-the-shelf videoconferencing software 
instead of expensive customized programs. 
WellPoint’s Beer believes that business needs 
are also driving the increased use of collabora-
tive technologies. “For us, the challenges around 
the affordability of health care create opportunities 
for collaboration,” she says. One example is how to 
take massive amounts of information and make it avail-
able to prevent deadly mistakes, such as prescription errors. 

“And it’s not going to be one specific solution,” she says, “because it also 
involves simplifying administrative practices, sharing prescription infor-
mation and electronically transmitting images to bring it all together.”

Global Benefits
At Ford Motor Co. (F), the collaborative rubber meets the road with the 
company’s all-digital advanced conferencing system, which allows design-
ers from Australia, Europe, South America and the U.S. to confer via con-
ference call and work simultaneously on the same computer design, 
exchanging ideas and proposals in real time. The ability for design, engi-
neering and manufacturing teams to get such collaborative data earlier, 
Peter Reyes, Ford’s chief engineer for the 2010 Taurus, notes, has shaved 
years off vehicle-development times. “In the past we’ve built as many as 
three different phases of prototypes,” comprising hundreds of cars over a 
span of years, says Reyes. Now, he says, that thanks to such early design 

collaboration, using teams from Melbourne (Australia) to Dearborn 
(Michigan), it’s possible for Ford to build just one prototype model and 
start the first production run within 10 months. “The 2010 Taurus was our 
first start-to-finish digital production,” Reyes says.

Ford was able to move quickly by using collaborative technology at all 
levels, recalls Earl Lucas, design manager for the company’s iconic 

sedan. “We could do reviews with upper management or 
with customers in focus groups using photo-realistic 

images of the car in real situations,” Lucas says, and 
Ford didn’t have to go through the time or expense 

of making life-size models and shipping them 
across the U.S. This is especially important now 
that Ford is designing vehicles for the global 
marketplace rather than for individual coun-
tries, Lucas says. Without such collaboration, 

Lucas says, it wouldn’t be possible to anticipate a 
car’s acceptance in other places.
For Ford, collaboration is all about working with 

sophisticated design and engineering software that also 
links to manufacturing tools and capabilities. For other compa-

nies, it’s about working face-to-face without being face-to-face. “There’s 
been a change in perception where travel has become a painful thing,” 
notes Thomson Reuters’ Powell, explaining the importance of videocon-
ferencing at his firm. However, it’s not the postage-stamp-size pictures and 
choppy audio of desktop video systems, which have been available for 
years, that’s made for a successful collaborative experience at Thomson 
Reuters. It’s the telepresence rooms, which have finally caught on.

“It’s a different experience because you have special rooms with high-
definition cameras and directional microphones,” Powell says. The tech-
nology means there’s none of the lag that one sees on long-distance satellite 
interviews on TV, so when people can work together as a group, they see 
and hear who’s talking. It’s so effective, says Powell, that “you don’t feel like 
you’re compromising” by not being there in person.

Hersch at Accenture says companies should consider a variety of col-
laborative technologies to suit their needs. Accenture has 36 telepresence 
locations around the world, as well as a LinkedIn-style internal network 
called Accenture People that serves more than 18,000 employees who 
handle clients in more than 120 countries. “These tools give us the fastest c
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way to communicate and collaborate,” says Frank Modruson, Accenture’s 
CIO. While finding the right person with the right knowledge is essen-
tial, collaborative technologies can be equally important.

“Collaboration should be tied to specific business goals or a prob-
lem,” says Hersch. “It’s not about getting caught up in the technology 
anymore. It’s about getting caught up in the solution.”

Beyond the Firewall  
Successful collaboration outside a company’s internal network depends on 
effective security and privacy policies. “We work in unison with hospitals 
and doctors to develop applications,” says Reed Elsevier’s Popolano. 
Through instant messaging, blogs and online social communities, Popo

lano says, Reed Elsevier works with customers to ensure accuracy of tech-
nologies, such as the company’s semantic search products. Most of this 
communication, Popolano says, takes place in semiprivate virtual com-
munities, where business partners are safe from competitors’ prying eyes.

Other CTOs recommend easing into working with groups outside the 
firewall. For example, introducing collaborative tools internally lets 
employees learn while still in a gated community where missteps won’t be 
costly. In cases where proprietary information isn’t as critical but corporate 
image is, companies we spoke to found that blogs and other means of shar-
ing information with customers tend to be self-policing. While companies 
must be more open to accepting customer feedback, they must also be 
sensitive in how they respond in a public forum. Fortunately, co-workers 
often step in to point out miscues. 

EMC’s Hollis refers to this skill set as “social media proficiency.” 
Essentially it means learning how to behave on a public network, just as 
one would at a client meeting or a business dinner. To help employees 
navigate the collaborative social-networking world, Hollis recommends 
establishing guidelines, not strict policies, so that companies can discover 
new uses for collaborative tools while also giving some direction. 

“Of course, security is a valid concern,” says Accenture’s Hersch. 
“There are challenges when you share things with business partners, but 
these aren’t new concerns.” He suggests reinforcing security policies and 
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Companies have always had good reasons to form 

partnerships, but the down economy is highlight-

ing two of them: gaining access to new capabili-

ties and sharing the risks of a new venture.

SAP AG (SAP) and Sybase Inc. (SY) cited both 

when unveiling their new partnership. Using 

Sybase’s mobile-enterprise-application platform, 

they will develop a version of SAP’s Business Suite 

software to run on the iPhone, Windows Mobile 

and other devices. “This is potentially a very, very 

big business,” said Bill McDermott, president of 

SAP’s global field operations. Mobile “is going to 

be the way of life in the future,” added John Chen, 

Sybase’s chairman, CEO and president.

Although this is the first major collaboration 

between the two companies, McDermott said he 

and Chen have often explored the idea of collabo-

rating during the nine years that they have known 

each other. Customers’ growing interest in access-

ing corporate applications over cell phones created 

a logical focal point for a jointly produced product, 

and the economic downturn made the timing right, 

the leaders said following a press event held at the 

New York Stock Exchange in March.

“We call it co-innovation,” McDermott said 

before he and Chen rang the closing bell at the 

Exchange. McDermott added: “It is unrealistic for 

SAP to try to re-create what Sybase has done in 

mobile middleware,” the software that allows 

applications to be created only once but deployed 

on many different mobile operating platforms. 

“Similarly, for Sybase to re-create what we have is 

unrealistic. Together we can be more impactful.”

When companies agree to collaborate, they 

generally get less per-unit revenue than if they 

were developing a product themselves, and they 

may have to accept somewhat lower profit mar-

gins as well. But both McDermott and Chen said 

those were tradeoffs they were willing to make in 

return for reaching the market faster and sharing 

the costs of product development. The two indi-

cated that one of the first products the partner-

ship will produce is an application that lets sales 

professionals access data and interact with their 

companies’ back-end customer-relationship-

management systems from their cell phones when 

out of the office. 

In May, Sybase announced another strategic 

partnership, this one with Samsung SDS Co., to 

deliver the new Samsung SDS Enterprise Mobile 

Service, based on the industry-leading Sybase 

Unwired Platform. “When times are bad, you 

need more friends,” said Chen. “You can’t do it 

alone.” — Robert Hertzberg
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underscoring corporate and personal responsibility. As the company 
behind LexisNexis, Reed Elsevier knows the value of sharing informa-
tion, but Popolano emphasizes that special arrangements are often nec-
essary. When two companies work together online, the security officers 
at both firms must be certain that both sides are protected.

“Privacy is a key point,” says WellPoint’s Beer, citing the 
special concerns in the health-care industry. “People are 
more concerned about protecting their personal 
health information than they are about even their 
financial information.” So the company has set 
rules governing what information can be 
shared and with whom. To ensure compliance, 
WellPoint recently hired a new chief informa-
tion security officer dedicated to issues of cus-
tomer privacy.

Changing the Culture
Adopting collaborative technologies isn’t a matter of 
simply installing new hardware or software. It often 
means changing the corporate mindset. EMC’s Hollis describes 

this shift as “5 percent technology and 95 percent the three Ps: people, 
process and politics.”

Most CIOs and CTOs adhere to the “lead by example” philosophy. “I 
blog four times a week because it’s the best way to communicate with my 
team,” notes Baxter’s Terrell.

“I do at least five or six video sessions a week,” Accenture’s Hersch says. 
“And after the learning curve and some new working behaviors, my pro-
ductivity is generally the same as it would be if I were to meet in person.”

Most firms introduce tools and platforms — especially wikis, blogs 
and social-networking pages — and initially open them up to all work-
ers. Different departments, divisions and teams are then able to dis-
cover different benefits that may be particularly relevant to their work, 
enabling customer-relationship managers to quickly find a product 
manager to help a client or enabling development teams to hold video 
meetings with members on the other side of the world.

Such rapid change, especially to the traditional hierarchical mana-
gerial model, can be painful at first, according to CTOs and CIOs. 
Thomson Reuters’ Powell says he saw the immediate benefits — and 
challenges — of tools that spur quick, direct collaboration by workers 
in different areas. Programmers, for example, can share their work 
and allow others to build on what’s been created, “but it can be diffi-
cult because of individual budgets and issues of who’s got ownership, 
or control, of a product,” Powell says.

“It can turn the org chart upside down,” says EMC’s Hollis, “but 
managers learn that everything can’t funnel through them.” He adds 
that workers should be encouraged not to surprise managers and that 
adopting new technologies may mean re-engineering a company’s 
DNA — and its network. 

Compatible Foundations
Many collaborative applications — including social networks, 

unified messaging, Web conferencing and videoconfer-
encing — assume that a solid enterprise network 

infrastructure is in place. “A state-of-the-art net-
work is the backbone to our work,” says Baxter’s 

Terrell, adding that the company’s voice-over-
Internet protocol (VoIP) network is critical 
for detecting where employees are. From 
there, document sharing, Web meetings and 
video telepresence rooms can be set up. “IT is 

the medium on which all collaborative ser-
vices ride,” she says.
Accenture’s Hersch concurs. VoIP is the plat-

form that leads to the rest, he says, including video-
conferencing and social computing. However, he and others 

point out that enterprises should recognize from the beginning that a 
unified experience — messaging, video and document sharing — may 
actually bundle several systems together. This, in turn, can be an advan-
tage when extending collaboration out to customers and business part-
ners. “Not everyone needs or wants to use the same tools,” explains 
WellPoint’s Beer, whose company deals with clients big and small. 
“Large institutions and major hospital groups have the latest and great-
est technology, but others may not have the latest PCs.” 

For them, simpler Website-based access may be more practical. 
Conversely, the bigger clients and customers may want to use their 
own Web tools. The challenge going forward then is making the col-
laborative dynamic work across different systems. “The information 
has to flow seamlessly across these different environments in order to 
create the greatest value,” says Beer.

As in the consumer world of collaborative and social networking, 
CIOs and CTOs expect that the process of adopting new techniques 
and technologies will never be finished. Notes Terrell: “It continues to 
evolve as people see new opportunities, just like Facebook.”  c
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ierre-Olivier Beckers’ great-  

grandfather founded Belgium-based 

delhaize group, which now owns 

nearly 2,700 grocery stores around 

the world, in 1867. Beckers’ grandfather worked 

for the company, as did his father. Still, Beckers 

says he never felt any pressure to join the family 

business, and after college he served as a man-

ager for a small bakery in Liège. He soon real-

ized, however, that supermarkets were in his 

genes, and in 1983 he joined Delhaize, spend-

ing the next three years in the U.S. as a man-

ager at a Cub Foods in Atlanta. Now in his 11th 

year as president and CEO, Beckers says he 

cannot imagine doing anything else. “Food retail 

is the most exciting sector because you have to 

re-prove yourself every single day, both person-

ally and as a company,” he asserts. “Every day 

we open our stores and have to persuade con-

sumers to shop here.”

The Delhaize network includes 

U.S. chains Food Lion, Hannaford 

and Sweetbay. Reported worldwide 

revenues for 2008 were $28 bil-

lion, a 5.6 percent annual increase. 

Beckers credits attractive promo-

tions and robust private-brand sales for the 

growth, especially in the U.S., where the com-

pany generates two-thirds of its revenues. 

And the recession isn’t dampening his outlook. 

While the company reports that it’s cutting 

capital expenditures by limiting renovations 

and remodelings, Beckers says Delhaize will 

open as many as 116 stores this year, nearly 

the same number as in 2008. In his free time, 

the CEO enjoys skiing and mountain climbing 

and relaxing with his three college-age sons, 

none of whom have expressed an interest in 

joining the family business — yet.
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 How has the recession affected  
your business?
We’re not losing customers; in fact, the num-
ber of transactions per week has remained 
stable or is growing in all of our regions. But 
in early 2008, we started to see customers 
trading down to cheaper goods. For many 
months, they tried to consume the same prod-
uct but chose a less expensive alternative. Over 
time they’ve traded down from one brand to 
another. They’re still buying, but they’re going 
for products with more attractive prices. 

Does the recession offer opportunities?
In Belgium, Delhaize “Le Lion” supermarkets 
generate about 40 percent of sales with private 
brands. Historically, private-brand products 
in the U.S. were positioned as a price alterna-
tive to the national brands. Until 2007, private 
brand was less than 20 percent of sales at our 
U.S. companies. But in recent years, we’ve 
developed private-brand products that are 
better in quality and packaging. This came at 
the right time. The products account for 23 
percent of sales at Hannaford, 19 percent 
at Food Lion and more than 21 percent at 
Sweetbay, which is our chain in Florida, where 
the recession has hit much more severely.

Which other consumer trends are 
shaping the industry? 
Consumers in Europe are becoming more 
attracted to smaller stores that are close by. 

Hypermarkets — 25,000- to 50,000-square-
foot stores that offer merchandise as well as 
food — are facing real challenges. In Western 
Europe, we’re seeing the resurgence of stores 
that average 10,000 to 20,000 square feet in city 
centers, and I can see the growth of similar-
size stores in the U.S. Consumers want a more 
active lifestyle, and with that comes the need 
for fast and convenient shopping. American 
retailers are also beginning to take a much 
more serious look at product assortment. 
Until recently, they presented all the products 
in a category that they could, thinking that 
they were offering choice. But now both con-
sumers and retailers realize that they’re offer-
ing not choice but confusion. By providing a 
smaller assortment, we can reduce store size, 
which cuts capital expenditures and operating 

costs. That, in turn, can lead to lower prices, 
and it makes consumers’ lives easier too. We’re 
already testing smaller stores at Hannaford, 
because we believe this is the future.

Explain your expansion strategy.
It’s built on three buckets. The first is growing 
same-store sales, which is the most important. If 

you can’t maintain dynamic growth in your 
existing stores, you become more vulner-
able to competition. We need to constantly 
find new products and improve convenience 
for shoppers. The second bucket is opening 
new stores in countries and cities where we 
already do business. It’s important to continue 
growing. Companies that do will be best 
positioned when the recession is over. The 
third bucket is growing the number of stores 
through acquisitions. 

What are your biggest challenges and 
opportunities in the next decade? 
The biggest challenge is staying relevant to con-
sumers. It sounds obvious, but it’s not. We have 
to anticipate the evolution of lifestyle and adapt 
our stores, even taking some risks and pioneer-
ing new products or services. Volatility is a 
very big challenge when you’re trying to decide 
what the main trends are and where you’re go-
ing to put your bets. One area of opportunity 
is sustainability. Our consumers and associates 
expect us to behave responsibly. At Food Lion, 
we’ve reduced our energy usage by 27 percent 
since 2000, partly by switching to low-energy 
lighting and redirecting waste heat from refrig-
erators. When you accomplish these things, 
you do good for society and for business. 

What’s the most important lesson you’ve 
learned as CEO?
In my early years as CEO, I firmly believed that 
people expected me to have all the answers. 
But I’ve learned that I can’t, that I don’t have to 
be the genius of growth. What I do have to do 
is set a tone of energy and optimism. Setting 
the right tone at the top is paramount. If you 
want your company to improve and grow, a 
certain dose of humility is essential too.  

“I don’t have to be the 
genius of growth, but  
I do have to set a tone of 
energy and optimism.”

Supermarket Maker
Delhaize CEO Pierre-Olivier Beckers says expansion  
is key during turbulent economic times.
b y  J e n n i f e r  G i l l
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advocate on behalf of companies with a signifi-
cant stake in the global and U.S. workforce. Its 
global footprint strategically positions it within 
corporate and government circles to actively 
address topics such as international accounting 
standards and regulatory harmonization. For 
example, NYSE Euronext has sent numerous 
recommendations to regulators and lawmakers 
on behalf of its issuer community, articulating 
companies’ views on existing or proposed rules 
and regulations, particularly those designed to 
make markets more fair, transparent and effi-
cient. It has actively encouraged the relaxation 
of the most onerous elements of the Sarbanes- 
Oxley Act, prodded the SEC to accept IFRS 
accounting standards as an alternative to 
GAAP, written comment letters to the SEC on 
behalf of non-U.S. issuers to maintain the allot-
ted time periods for filing financial state-
ments in English, worked with the Council 
of Institutional Investors on the proxy-voting 

issue and led the dialogue on mutual recogni-
tion of comparable regulatory regimes in for-
eign jurisdictions.

“The Exchange has been particularly help-
ful in providing this voice in such areas as 
the acceptance of IFRS accounting standards 
and general corporate-governance policy,” 
says Veolia Environnement SA (VE) Chairman 
and CEO Henri Proglio. “As the worldwide 
reference for environmental services listed 
on Euronext Paris and the NYSE, Veolia 
Environnement is committed to full compli-
ance within both U.S. and European regulatory 
frameworks. The NYSE is an important resource 

for us to stay well informed of U.S. policy while 
also providing a consolidated and represen-
tative voice for Veolia and other European 
listed companies to present their views with 
a unified approach.”

Richard Simonson, Nokia Corp. (NOK) 
executive vice president and CFO, agrees: 
“Individual companies, even large ones like 
Nokia, don’t have all the time and resources to 
be completely active on day-to-day, week-to-
week important regulatory, legislative and trad-
ing issues that affect us, even though we have 
opinions on them. So the collective voice of the 
NYSE and its gathering of those views and 
doing some of the work our staff would have to 
do is really valuable. If it doesn’t happen at an 
entity like the NYSE, the politicians and regula-
tors reach the wrong conclusion, that compa-
nies don’t have a view, or they reach wrong 
conclusions without the proper input.”

U.S. Governance Rules and Taxes 
The Exchange’s most recent collection of 
input took place in June, shortly after U.S. 
Sens. Charles E. Schumer (D-N.Y.) and Maria 

NYSE Euronext is advocating for issuers and investors
on a range of important policy proposals.
B y  J e a n n e  C o t r o n e o  D a r r o w

s the markets and the economy emerge from crisis mode, NYSE Euronext (NYX) 

is playing a crucial role in helping to rebuild investor trust and confidence on Wall 

Street, in the regulatory system and the global business community. The exchange 

group is taking the unprecedented step of working as an advocate on behalf of listed 

companies and the investing public. “We are committed to being a thought leader in financial-

markets policy and a public advocate for both the companies listed on our exchanges and inves-

tors,” says NYSE Euronext CEO Duncan Niederauer. “We view serving as a proxy for the more 

than 100 million public participants in our capital markets as both a privilege and an obligation. 

At this critical juncture, there’s a need to restore trust, and we want to be part of the solution.”

Niederauer says NYSE Euronext — with nearly 6,500 listed companies, including 2,500 

in the U.S. that employ more than 30 million American workers — is uniquely positioned to 
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“i find the exchange 
of opinions via the ceo 
surveys both positive 
and helpful.”

— patti hart, ceo and president, igt
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Cantwell (D-Wash.) introduced a “Shareholder 
Bill of Rights” designed to give shareholders a 
“say on pay” and a voice in the corporate board-
room. NYSE Euronext collected views on the 
bill from 383 CEOs, CFOs and general counsels 
and presented them to Schumer and other poli-
cymakers. According to the poll, most execu-
tives (81 percent) oppose the bill (see chart 1).

The survey also included several questions 
about the Obama administration’s proposal 
to reform the tax “deferral” rule, which lets 
U.S.-based multinational companies deduct 
expenses for overseas operations but defer pay-
ing income tax on the profits from those opera-
tions. Nearly half of those surveyed oppose the 
proposal and believe it would impair their 
competitive position (see chart 2).

Short-Selling Concerns
Another recent survey examined short sell-
ing, a practice — generally defined as selling 
borrowed securities in an attempt to buy 
replacements at a lower price — for which 
the SEC had been considering alternative rules. 
NYSE Euronext actively participated in the 

rule-making process, delivering collective views 
on this topic, as well as its own, while educat-
ing constituents with Webcasts and other 
timely communications. “We’re trying to find 
the balance between preventing harmful 
activities and ensuring the market has enough 
liquidity to allow a stock to trade properly,” 
Niederauer explains. 

More than 95 percent of those surveyed 
in May believe that the market would func-
tion better with one of the proposed short-
selling restrictions. These findings are in line 
with this year’s NYSE Euronext CEO Report 
(see page 11), which reveals that most CEOs 
think short selling is harmful to their stock 
and their shareholders (see chart 3). 

Listening to Customers
A series of recent meetings with executives 
of listed companies in various parts of the 
country encouraged Niederauer to initiate 
the polls and formalize the Exchange’s advo-
cacy efforts. “Our listed companies have been 
expressing strong interest in these issues, and 
we quickly took initiative to convey the views 
to policymakers as they consider legislative 
reform initiatives,” Niederauer says. 

Among the executives with whom Nieder
auer met was Patti Hart, CEO and president 
of International Game Technology (IGT). 
“Now more than ever, with the common 
issues we face as top-listed companies, it is 
imperative that our collective voice be heard 
and that the Exchange help fill that role,” she 
says. “The issues are global, and the more 
united we can stand and be heard as a larger 
voice, the better our chance of shaping favor-
able legislation and positive opinions that 
will help us thrive as businesses.”

John Chen, chairman, CEO and president 
of tech company Sybase Inc. (SY), agrees. “It 
is important for the listed companies to 
come together to address issues impacting 
the business community,” he says. “We need 
to have open, meaningful and in-depth dis-
cussions with policymakers and the general 
public on topics that affect the competitive-
ness of American corporations as a whole. 
The Exchange plays an instrumental role in 
providing the opportunities for its listed com-
panies to identify their voice and communi-
cate it through the right channel.”

“Personally,” adds Hart, “I find the exchange 
of opinions via the CEO surveys both positive 
and helpful. We can all benefit from an open 
exchange of ideas, and NYSE’s role in accom-
modating this is good for all involved.”   

“We are committed to 
being a public advocate 
for the companies listed 
on our exchanges.”

— Duncan niederauer, NYSE Euronext CEO

This article includes information that may constitute 
“forward-looking statements,” as it is based on current 
expectations and assumptions that are subject to risks 
and uncertainties. Please refer to the complete text of 
the Cautionary Note (see page 3) for further informa-
tion on factors that could cause actual results to differ 
materially from forward-looking statements. 

Visit nysemagazine.com/inside for more in-depth 

results from NYSE Euronext’s issuer surveys.
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about Half of those surveyed oppose the 
proposal to reform the tax “deferral” rule for 
overseas profits and believe it would impair 
their competitive position.

Tax “deferral” rule

chart 2
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another recent survey found that two- 
thirds of business leaders believe  
short selling is harmful to their companies.

short selling

chart 3
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F o r
s t a k e h o l d e r s

hen I was growing up, I was 
taught, “Throw away your fears 
but not your food.” Nothing 
went to waste in our house. If it 

wasn’t eaten, it was jarred, pickled or dried. 
Today the world still grapples with the crip-
pling challenge of food waste. According to the 
U.N., more than half of the food produced each 
day is never eaten. Americans throw away more 
than 25 percent of the food we prepare, about 
96 billion pounds per year. In Africa up to half 
of all food spoils before it is sold. Amid this 
waste, the U.N. estimates that 25,000 people die 
from hunger and related causes every day. With 
the U.N. projecting that global food produc-
tion must double by the year 2050 to feed an 
estimated population of 9 billion, we are clearly 
at a crossroads for balancing sustainable busi-
ness and the ability to feed the world’s people.

Nearly every step in the food production 
and consumption chain affords opportunities 
for business involvement and contribution. For 
example, companies can and should develop 
new technologies; adapt business models to bet-
ter distribute products; and use their human, 
operational and economic assets to benefit poor 
communities while strategically engaging in 
related philanthropic and advocacy activities.

Advancing the global food chain is vital to 
the continued development of emerging mar-
kets, global business expansion opportunities 
and the economic well-being of the world. This 
was made clear by the 2008 food crisis, which 
caused skyrocketing prices, mass hoarding, 
street rioting and government destabilization. 
The impact was widespread, as higher food 
prices forced people to spend less elsewhere.

As stakeholders we can all be part of the 
solution. Governments can ease food export 
restrictions and subsidies while enhancing 
infrastructure in poorer countries. Development 
agencies can fund the agricultural research 
needed to improve crop yields. The private 
sector can invest further in farmland develop-
ment, grain elevators, shipping equipment and 
fertilizer production. Biotech companies can 
continue developing drought-tolerant corn and 
rice that withstand flooding and insects. Finally, 
all of us can help reduce food waste in our homes 
and communities. 

For decades Sealed Air’s Cryovac-branded 
packaging products have helped combat food 
waste with technologies that extend freshness 
through the entire supply chain. This includes 
pioneering frozen turkey packaging in the 
1940s and implementing modern packaging 
techniques to extend shelf life by up to four 

weeks. In developing nations such as China, 
these technologies have enabled protein-rich 
meats to reach people in rural areas for the first 
time. We have also tried to reduce waste 
through innovations such as resealable pack-
ages, enhanced food dispensers and single-
portion ready-to-eat meals.

To help in Africa, Sealed Air is working 
with other World Economic Forum member 
companies by providing packaging machines 
and training farmers in modern technologies. 
In Kenya, for example, volunteers are teaching 
farmers about food packaging and safety, 
enabling them to sell more crops with proper 
food storage and transportation.

We are also working with our customers, 
retailers and consumers to help them better 
understand how packaging not only can be a 
source of waste but can prevent it as well; and we 
are educating them on the impact food waste 
has on the environment, contributing to climate 
change and the excess use of natural resources. 

A modern food-production system has 
given most of us the freedom to nourish our-
selves conveniently. As educated leaders of the 
world’s business economy, we must collectively 
bring all of our technologies and resources to 
bear so that everyone may eventually share in 
that freedom from hunger.  

W r i t t e n  b y  W i l l i a m  V.  H i c k e y,  P r e s i d e n t  a n d  CE  O,  S e a l e d  A i r  Co  r p.  ( SEE   )

Strike Out Hunger
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“Nearly every step in  
the Food Production and 
consumption chain  
affords opportunities for 
business involvement.”

Sealed Air is a leading global manufacturer of 
protective, presentation and fresh-food pack-
aging solutions serving the industrial, food 
and consumer markets.

>>

Tons of food go to waste every day while millions of people starve. 
Here’s how business leaders can help.




