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T he Bay Area CFO of the Year Awards are a proud 
partnership between the San Francisco Business 
Times and Larkin Street Youth Services. 

Now in our 13th year, we’re thrilled to continue to 
work together, both to recognize so many incredible Bay Area 
CFOs and to raise funds to support Larkin Street Youth Ser-
vices, the largest non-profit in the Bay Area specifically serving 
young people experiencing homelessness. 
And the results of this partnership are clear 
– more than $5 million raised to support 
critical housing, health care, education and 
employment programs that help young peo-
ple get off the street for good.

As the executive director of Larkin 
Street, I know the importance of build-
ing partnerships. Working with city, state  
and federal officials as well as corporations, foundations, civ-
ic and religious groups, and many, many individuals like you 
has made it possible to help more than 75,000 young people 
since our founding in 1984. We are working harder than ever 
to strengthen and expand our services, particularly behavioral 
health, outreach and housing. Too many young people – more 
than 1,300 on any given night in San Francisco – are still on the 
street. 

To help these young people break the cycle of homeless-
ness, we must provide so much more than just a bed for the 
night. Larkin Street focuses on long-term outcomes and short-
term solutions, understanding both the immediate needs of 
a young person living on the streets and the deeper supports 

and services needed to develop self-sufficiency. In addition to 
emergency shelter and dorm-style transitional housing, we of-
fer comprehensive educational and employment programs and 
extensive mental health and wellness services. We call this 
“wraparound care” and the model is proven – three out of four 
young people who complete our programs exit street life.

A continuum of services this robust is only possible through 
strong partnerships with the business 
community in addition to our public partners 
and individual funders. We’re immensely 
grateful to all the companies who have 
donated their time and resources to the Bay 
Area CFO of the Year Awards including our 
title sponsors, Deloitte and Marsh & Mc-
Lennan Agency – Deloitte sponsoring for 
an impressive thirteenth year, and Marsh & 

McLennan returning for the second time. 
The co-chairs of the CFO of the Year Awards committee, 

Adam Moise and John Viola, have also been incredibly gener-
ous with their time and talents, ensuring our CFO of the Year 
Awards were again a success. All net proceeds from the event 
go to Larkin Street, making this event even more meaningful by 
directly supporting the work to get young people off the street 
in San Francisco.

My sincere congratulations go out to each one of the CFOs 
who were recognized at this year’s CFO of the Year Awards cer-
emony. They truly know the value of leveraging partnerships to 
accelerate success for us all. Thank you for being involved and 
joining the movement to end youth homelessness.

Sherilyn Adams
Executive Director, 
Larkin Street Youth 
Services

Leveraging partnerships to 
accelerate financial leadership

We are working 
harder than ever 
to strengthen and 

expand our services.

CB-85929-02 Community Ad MM.pdf   1   5/11/18   5:07 PM

A LETTER FROM THE EXECUTIVE DIRECTOR OF LARKIN STREET YOUTH SERVICES
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Alison Davis, Managing Partner, Fifth 
Era, Board Member: Royal Bank of 
Scotland, Diamond Foods, Fiserv, 
Unisys, and Ooma
Mary Huss, Bay Area President and 
Publisher of the Silicon Valley Business 
Journal and San Francisco Business Times
Sharon McCollam, Winner, 2012 Hall 
of Fame – Lifetime Achievement Award; 

Former Chief Administrative Officer and 
Chief Financial Officer, Best Buy
Byron Pollitt, Winner, 2013 Hall of 
Fame – Lifetime Achievement Award; 
Retired Executive Vice President and 
Chief Financial Officer, Visa
Richard Rosenberg, Retired Chief 
Executive Officer, Bank of America

Communities are like 
families 

When everyone comes together, wonderful things can happen. 
This event is the result of a lot of hard work by many talented 
people. The spirit of community is alive and well, right here and 
now. 

Larkin Street Youth Services, you represent the heart and 
soul of true community. 

wellsfargo.com 
© 2018 Wells Fargo Bank, 
N.A. All rights reserved. 
Member FDIC. 724373 04/17 

SUBMITTING NOMINATIONS: Nominations may 
be submitted any time, but nominations received 
after January 21, 2019 will be considered for the 
2020 event. The nominator is kept confidential in 
all cases.

WHO MAY SUBMIT A NOMINATION: Anyone may 
submit a nomination in any category. Employees, 

bankers, attorneys, public relations managers 
are excellent sources for nominations. Self-
nominations are also permitted.

ELIGIBILITY: Company must be headquartered 
in Alameda, Contra Costa, Marin, Napa, San 
Francisco, San Mateo, Santa Clara, Santa Cruz, 
Sonoma, or Solano counties.

Bill Burke, VP Relationship 
Management, Comerica Bank
Marilyn Campbell, Larkin Street 
Community Volunteer
Donna Davidson, Principal, Davidson 
Associates
Tim de Kay, Partner, West Region 
Emerging Growth and Internet Media 
Industry Leader, Deloitte
Scott Finegold, President, Finegold 
Commercial Real Estate
Mike Jenkins, Committee Co-Chair, 
VP/Private Wealth Advisor, Morgan 
Stanley Private Wealth Management

Scot Meyer, Analyst, Morgan Stanley 
Private Wealth Management
Jackie Grandy, Director, The Siegfried 
Group, LLP
Anees Pretorius, Director, The 
Siegfried Group, LLP
Laura Reale, Managing Director, The 
Siegfried Group, LLP
Michael P. Sullivan, Financial Advisor, 
Morgan Stanley Wealth Management
Tess Minter, Intern Coach
Aaron Huang and Rohun (Ro) Hundal, 
Researcher interns; MBA Candidates, 
University of San Francisco 

2018 NOMINATING COMMITTEE

2018 CFO OF THE YEAR PUBLICATION

2018 SELECTION PANEL

W elcome to this year’s Bay Area CFO of the Year Awards, 
where we celebrate Chief Financial Officers who support 
their communities – and Larkin Street Youth Services for 
supporting theirs. The awards both reveal and showcase 

the hard work and character that make CFOs great at their jobs, as well as 
the help that those in need can get from an organization like Larkin Street. 
These CFOs are precisely the kind of people Larkin Street needs, which is 
part of what makes the relationships built by this program so valuable.

The Winners and Finalists presented this year represent the best of 
the business community, displaying the rare pro-
fessionalism and skill that it takes to be a truly 
great CFO. The selection and nomination process 
are very thorough. Based on submissions from the 
community, our Nominating Committee reviews 
candidates across the Bay Area. Then the Selection 
Panel whittles the list down to the best of the best. 
Once nominated, a candidate is selected on the basis 
of their scope of responsibilities, tenure, leadership, 
influence and stewardship of the company’s business 
model within their company. And these being CFOs, 
financial performance and stock performance were 
of course a primary consideration in these awards.

We greatly appreciate all of our sponsors who 
generously support not only the impressive work 
that the top CFOs are doing but also the incredible 
service provided to young people in the Bay Area by 
Larkin Street. Read on to meet all the talented Bay 
Area CFO of the Year award Winners and Finalists, 
and please visit Larkin Street Youth Services 

(larkinstreetyouth.org) to look at the amazing work they’re doing and 
discover how you can get involved.

We have an amazing batch of CFOs this year, and congratulations are 
in order for the wonderful community that has made the Bay Area such a 
force in the business and nonprofit worlds.

Mary Huss
Bay Area 
president and 
publisher, Silicon 
Valley Business 
Journal and 
San Francisco 
Business Times

FROM THE PUBLISHER OF THE SAN FRANCISCO BUSINESS TIMES

The Best in the Bay

Stories by Aaron Welch and Richard Berman
Design by Carol Collier
Cover photo by Paolo Vescia
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C FOs in today’s tech-driven business 
environment have to worry about 
things that their predecessors could 
never have dreamed of. The days of 

tallying up columns of data are long gone, and 
top-tier finance professionals are on the front line 
for trends that have nothing to do with traditional 
accounting and finance. Two of the major new 
roles that CFOs are now undertaking are ensur-
ing regulatory compliance and data security.

At first glance, those look like the responsibil-
ity of the legal department and the IT group, but 
in many cases they actually fall under the aus-
pices of the finance team. That puts CFOs into 
the position of managing non-traditional tasks 
while still doing their “day jobs” of balancing the 
books for their companies.

Up to Code?
CFOs have always had to follow standards. 
Generally Accepted Accounting Principles 

(GAAP) have been around since the 1930s, and 
other regulations (like Sarbanes-Oxley and Basel 
2) have come into effect in the last few decades. 
In 2018 the major trend is an EU initiative called 
General Data Protection Regulation (GDPR). 
Even though it’s a European standard, GDPR has 
major implications for companies anywhere in 
the world if they do business in Europe - or even if 
they have employees who travel there for work.

This matters for CFOs because not only does 
liability for GDPR violations mean fines of up to 
4% of global revenues, but the melding worlds 
of data and finance often mean that the CFO is 
directly responsible for an increasing amount of 
data – and that data is being targeted and regu-
lated at an unprecedented rate. 

The Numbers that Matter: One and Zero
Data security is the name of the game for every 
portion of the business community, and the 
CFO straddles the blurred line between IT and 

finance. Financial data has become the target of 
global and national regulation, and breaches of 
financial data only get stricter as time goes on. 
CFOs simply cannot separate themselves from 
that fact: they must be a part of their security ef-
forts if they want to avoid joining the list of large 
companies making apologies for large-scale data 
breaches. 

The CFO is at the tip of the spear for the con-
tinuing trend of executives managing non-tra-
ditional tasks and having to contend with the 
increased scrutiny on financial data as a feature 
of critical data security. Compliance is now an 
issue as important as the company checkbook, 
and the growing needs in that area are ushering 
in a generation of CFOs as good with their tech-
nology as the numbers being displayed by it. Far 
from the bean counters of old, CFOs are perhaps 
the best example of how executive responsibili-
ties are expanding and growing for a new age of 
financial and technological developments. 

Data security, 
compliance
transform
role of CFO

CROSS-DISCIPLINE RESPONSIBILITIES

 ADVERTISING SUPPLEMENT 
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T onight, more than 1,300 
young people will sleep on 
the street in San Francisco. 
Youth homelessness can 
be invisible compared to 
the chronically homeless 

population in our city. Most young peo-
ple hide their circumstances to survive 
– couch surfing, living in cars or making 
difficult choices in exchange for a place to sleep.

But the stark reality is that at least one in ten young people in the 
United States experiences homelessness in the course of a year, 
with California holding the distinction of having the largest popu-
lation of homeless youth in the nation.

In San Francisco, there is a solution – Larkin Street Youth Ser-
vices, the largest non-profit provider of housing, health care and 
more for young people ages 12 to 24 who are experiencing home-
lessness in the Bay Area. Fifty percent of all homeless people in 
San Francisco were first homeless before the age of 25, which 
is why focusing on the unique needs of homeless youth is a top 
priority for Larkin Street.

But why do so many young people in America experience 
homelessness? From abuse and neglect or family conflict, to 
foster system involvement and intergenerational economic insta-
bility, too many young people today are not guaranteed a stable 
foundation. Without access to basic needs that others are afford-
ed, such as a safe place to sleep at night, a space to do homework, 

health care and the means to obtain and 
retain work, young people are likely to 
underperform in school and other ar-
eas of their lives that are crucial to their 
growth.

Tyler, a young person in Larkin 
Street’s services, had to give up school 
and get a job at age 14 after leaving 
home to escape significant abuse. When 

the restaurant he worked at closed due to increased rents, Tyler 
lost his job and his place to live, as his housemate asked him to 
leave when he couldn’t guarantee his income. Through a referral 
at City Clinic, Tyler found Larkin Street. They got him a bed that 
night, and later, his own room in a transitional living program 
where he could focus on getting back in school. Tyler is currently 
enrolled at City College and plans to transfer to UC Berkeley to 
study biochemistry with the goal of receiving his doctorate. “If it 
wasn’t for Larkin Street, I wouldn’t be a full-time student, study-
ing what I love,” said Tyler.

The first step to serving young people like Tyler is to meet 
their basic needs. Many young people initially interact with Lar-
kin Street through one of their two drop-in centers, which offer 
easy-to-access necessities such as food, showers, clothing, hy-
giene kits, and most importantly, a safe place to come inside. Lar-
kin Street’s outreach teams also build trust with young people on 
the streets by offering items like food and toiletries, maintaining 
a supportive presence across San Francisco.

A PARTNERSHIP BETWEEN THE SAN FRANCISCO BUSINESS TIMES AND LARKIN STREET YOUTH SERVICES

How Larkin Street helps young 
people get off the street for good

PHO
TO

S / LARKIN STREET

Young people gather outside Larkin Street’s 
headquarters in the Tenderloin. Their drop-in 
center offers warm meals, showers, laundry, 
internet access and more, and connects 
young people in need to deeper services 
like housing or employment help. 

One in ten young people 
in the United States 

experiences homelessness 
in the course of a year.



JUNE 8, 2018 7

A wide range of housing options from emer-
gency shelters to dorm-style transitional living 
programs and more independent apartments are 
available, with specialized housing for young peo-
ple who identify as LGBTQ, who have severe men-
tal health needs or who are former foster youth. If 
young people are working, Larkin Street collects 
rent monthly, and then returns that money to the 
young person when they leave the program so 
they can use it to secure their own housing. 

Larkin Street offers several levels of educa-
tional services as well, from GED tutoring to 
college preparation and success programs. Work 
opportunities are also available on a spectrum, 
from short-term paid work doing neighborhood 
improvement projects and basic job readiness 
classes to intensive, semester-long Learning 
Centers in topics including health care and tech-
nology. 

Young people have access to trained staff in 
group and individual settings to explore career 
pathways, pursue internship opportunities, un-
tangle financial aid requirements, and get job 
placement support. The combined aim of Larkin 
Street’s education and employment services is to 
prepare young people for meaningful, sustain-
able, living-wage employment that makes lasting 
self-sufficiency possible.

Medical and behavioral health supports com-
plete Larkin Street’s continuum of services. A 
medical clinic provides free primary care and 
HIV-prevention, including confidential testing. 
Trained case managers use evidence-based ap-
proaches to help young people address past trau-
mas. And an innovative mindfulness curriculum 
delivered by UCSF helps young people cope with 
the ongoing stresses of daily life. 

Larkin Street’s work is internationally re-
nowned as setting a standard for effective care for 
young people experiencing homelessness. They 
have the data to prove it, too. Thanks to a research 
and evaluation team, Larkin Street is able to share 
that three out of four young people who complete 
their programs exit street life.

While young people represent 20 percent of the 
homeless population in San Francisco, only eight 
percent of City funding for homeless services 
goes to young people. Public funding is also often 
restricted to housing and doesn’t cover essential 
education and employment programs that help 
young people break the cycle of homelessness. 
Your generous support of Larkin Street Youth Ser-

vices can help ensure no young person will have to 
sleep on the street again.

Many in the community are already active in 
funding Larkin Street, thanks to their stellar re-
sults. In the nearly 35 years since they opened 
their doors, many corporations, foundations, in-
dividuals and public institutions have supported 
the work to help young people get off the street 
for good. Today, Larkin Street continues to rely 
on support from the community to ensure they 
can provide services that help young people 
reach their full potential. 

To learn more about Larkin Street Youth Ser-
vices and the work to end youth homelessness, 
visit larkinstreetyouth.org

Larkin Street’s Bridge Academy is just one of many education and employment programs. Young 
people in Bridge Academy visit local college campuses, explore different paths of study, and get help 
from staff with college and financial aid applications. 

 ADVERTISING SUPPLEMENT 
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Chevron CFO steers 
company through 
times of challenge

The oil business has always been 
defined by its boom-and-bust 
cycles. No one knows that better 
than Patricia E. (Pat) Yar-
rington, Chevron Corporation 
vice president and CFO: she first 

joined Chevron in 1980, so she’s witnessed her 
fair share of ups and downs in her career. 

But even in this business, no one expected 
that Yarrington would face the kind of test she 
did when in 2014, the price of crude oil fell from 
well above $100 a barrel to a low of less than $30 
in the span of just a few months. 

What happened? The advent of economical-
ly viable shale and unconventional resource 
development technologies led to huge increas-
es in production, Yarrington explains. Supply 
outpaced demand, oversaturating the market 

and resulting in oil prices descending 
to numbers not seen since the mid-

2000s. In 2016, Chevron lost nearly 
$500 million dollars, its first 

annual loss in decades.
One look at the compa-

ny’s finances today, though, 
make it clear that Yarrington 
passed this test of her lead-
ership with flying colors. By 

year end 2017, net income 
was back up to $9.2 billion. 

Chevron’s stock value, too, has 
increased by 75 percent since Yar-

rington was made CFO. And share-
holders have received growing dividend 

payments throughout, despite the tumble in 
oil prices.

How did Yarrington manage it? “With such 
a huge drop in revenue, we had to rebalance 
outflows and inflows,” she says. “We cut back 
on our capital program. We sold assets. We cut 
costs. And, we had to rely on the balance sheet.”

Understanding the complexities of the 
business helped too, she says. In her path 
to becoming CFO, Yarrington participated in 
Chevron’s executive training program, which 

LIFETIME 
ACHIEVEMENT

Patricia Yarrington
Vice President and 

Chief Financial Officer

CHEVRON

PH
O

TO
 / PAO

LO
 VESC

IA
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“It’s the CFO’s job to never be satisfied with how 
things are. The CFO must always be thinking 

about ways to make the company more efficient.”

the company uses to identify and develop 
potential future finance leaders. 

“Over the course of my career, I’ve gained 
experience in nearly every aspect of the 
business,” Yarrington says. “Chevron really 
wants its executives to have a variety of ex-
periences. It makes for better leaders.”

Thanks to careful financial stewardship 
during the rough times, and with production 
and oil prices growing again, the company’s 
financial outlook is strong. But that doesn’t 
mean Yarrington is getting complacent. “It’s the CFO’s job 
to never be satisfied with how things are,” she says. “The 
CFO must always be thinking about ways to make the 
company more efficient.”

Yarrington takes innovation to be a central responsi-
bility as CFO. Right now, she’s particularly interested in 
the role that digital technologies will play in the energy 
business. “The surface has just been scratched in this 
business,” she says. “Big data, AI, automation – these 

technologies will allow us to extract better 
insights and make good decisions at a faster 
rate than ever before.”

For Yarrington’s strategic and financial 
discipline, she’s received a number of honors, 
most recently being ranked the top CFO in 
the “Integrated Oil” sector by Institutional 
Investor. 

As a successful woman CFO, Yarrington 
leverages her position to help others follow 
her path. She leads Chevron’s Senior Women 

Executives Group, which has recently gotten involved with 
both Girls Inc. and Techbridge Girls. 

For Yarrington, the organizations aren’t just about 
getting girls involved in STEM – though that’s certainly an 
important component. “We mentor them academically, but 
we also expose them to cultural experiences, taking them 
to symphonies and the like,” she says. “Ultimately, it’s 
about providing these girls with role models and opportu-
nities they might not otherwise have.”

 ADVERTISING SUPPLEMENT 

PATRICIA E. (PAT) 
YARRINGTON
CHEVRON 
CORPORATION
TITLE: Chief Financial 
Officer and Chief 
Operating Officer
TENURE: 2009-present

© 2018 Robert Half International Inc. An Equal Opportunity Employer M/F/Disability/Veterans. RH-0518

844.374.3469 

roberthalf.com/ca-san-francisco-bay-area

Robert Half is proud to 
support Larkin Street and 
the Bay Area CFO Awards!

We’re the world’s leading staffing experts, but our real specialty is San Francisco. We work here. We live here. And we help here, through 

groups like Larkin Street Youth Services. Because sometimes the most meaningful contributions don’t happen in the office.
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A s a finance and HR software player focused on helping organizations automate 
their business operations, Workday has always put people at the center. 

That’s no contradiction, says Robynne Sisco, co-president and CFO. Consid-
er finance, Sisco’s home turf. “You hear people talking about how technology 
might replace certain finance roles,” she says. “But that’s not what I’m seeing 
at all.”

Far from it, Sisco predicts that new technologies will only continue to drive innovation in fi-
nance. “What my team spends their time on is completely different than what they would have 
just ten years ago,” she says. “Rather than focusing on transaction processing, we’re focusing 
on strategy and data analytics that inform business strategy.”

“If anything, good financial leadership is more valuable today than it’s ever been,” she adds.
Based in Pleasanton, Workday builds software designed to make workplaces more agile and 

efficient. Workday Human Capital Management, for example, one of the company’s core products, 
helps companies manage, develop and promote talent. Similarly, Workday Financial 

Management helps businesses understand their finances with data-driv-
en insights designed to help leaders make more informed decisions.

Since Sisco was promoted to CFO in 
2016, the company has successfully 

completed four acquisitions. In light 
of those successes, Sisco led the 

company last year in its $1.1 
billion convertible debt offer-

ing, setting the company up 
for the possibility of future 

large-scale acquisitions. 
She also led the organi-
zation’s adoption of the 
new ASC606 accounting standard, making Workday 

one of the first software companies in the United 
States to complete the process.

Of all her accomplishments, though, Sisco 
seems most proud of how the company has 
maintained its strong sense of culture during 

its growth. Even as the company has increased its 
employee count from 5,200 to over 8,200 in just two 
years, Workday hasn’t strayed from its core values, 
which revolve around the employee and the customer, 

she says.
The effort has paid off: Workday has been recognized 

for four consecutive years by the Great Place to Work 
Institute and is ranked seventh on this year’s Fortune 

list of 100 Best Companies to Work For. 
The company also focuses on fostering a diverse and 

inclusive workplace. A night-school MBA graduate, 
Sisco had CFO aspirations from the beginning. 

Now that she’s made it, she’s determined to 
help women and minority employees become 

leaders as well, serving as executive sponsor 
for one of Workday’s Employee Belonging 

Councils that was founded by the 
company’s black employee 

community, while directly 
mentoring five employ-

ees in the group.

“Good financial 
leadership is 
more valuable 
today than it’s 
ever been.”

Strong company culture drives 
HR and finance software firm

ROBYNNE SISCO
WORKDAY
TITLE: Co-President and 
Chief Financial Officer
TENURE: 2016-Present
BACKGROUND: VMware, 
VeriSign, Oracle, Visa

WINNER
Robynne Sisco

WORKDAY
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O
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RKDAY

CFO OF THE YEAR

PUBLIC COMPANY – LARGE
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W ith no operations officer in the C-suite, 
Autodesk CFO Scott Herren exemplifies 
the multifaceted nature of the modern 
CFO. On any given day, Herren’s various 

responsibilities have him involved in functions as diverse 
as investor relations, corporate development or financial 
automation.

That’s no problem for someone with Herren’s array of 
experience. Before joining Autodesk in 2014, he spent 
more than eight years outside of finance. While at Citrix, 
he led product development for the company’s desktop 
virtualization project and headed up European sales for 
nearly three years.

Far from impeding one’s career, having different 
kinds of professional responsibilities is essential for 
being a successful CFO today, Herren believes. “In my 
experience, it creates a kind of empathy and understand-
ing for other people in the organization that’s hard to get 
if your only experience is in financial roles,” he says.

“Being an effective communicator is just as important 
as skill with numbers for today’s CFO,” Herren adds. 
“During the transition of our business model, investor 
communications took up a major portion of my time. 
Being able to describe the purpose of the transition and 
the nature of the business in terms understandable to 
people who don’t work with this on a day-to-day basis 
was invaluable in those calls.”

That transition Herren refers to is Autodesk’s change-
over to an all-subscription model. “Today, a 100 percent 
subscription model is standard, but we were the first in 

the design software space to do it,” he says. “We knew 
that this was the future, but it was up to us to figure out 
how a company with our kind of products and userbase 
goes about making it happen.”

Breaking new ground, Autodesk had to be extremely 
precise in their planning. Extensive financial modeling 
provided by Herren’s team was pivotal, not only for pric-
ing out budgets and for scheduling, but also for proving 
to investors that it was the right strategic decision. Four 
years later, the company has met that model almost 
exactly, Herren notes.

With the transition to a subscription model firmly 
in the rear-view mirror, Herren is now looking down 
the road toward Autodesk’s future. Originally gaining 
notability as the provider of AutoCAD, the design soft-
ware that’s the standard for designing everything from 
buildings and bridges to cars, the company has since 
branched out into 3D animation, construction planning 
software and more. 

“We think of Autodesk as a ‘design and make’ compa-
ny,” Herren says. “From the design phase to planning to 
the jobsite, we want creators to look to Autodesk for the 
tools they need to complete their work.”

F or evidence that where you start your career is no 
sure sign of where you’ll end up, look no further 
than Zane Rowe. 

The South Africa-born CFO of VMware gradu-
ated with a degree in airline business administration before 
spending more than a decade in the industry. Working his 
way up to top financial posts at Continental, then United 
Continental, Rowe packed up for the West Coast in 2012 
to lead the North America sales division at Apple. In 2014, 
Rowe joined EMC as CFO and executive vice president. 
When Dell acquired EMC two years later, Rowe was ap-
pointed CFO and EVP of the company’s VMware division.

Rowe says he found the transition to high-tech natural. 
“In my experience, finding a fit is more about the team 
and the culture than what business you’re in,” he says. “It 
almost doesn’t matter the nature of the business, as long 
as you’re surrounded by people you connect with and a 
company with a mission you can get behind.”

In Rowe’s case, the uniting theme across his various posi-
tions has been how the organization is committed to bring-
ing the world together, he says. “What inspires me about 
VMware and all the companies I’ve worked for is the unique 
opportunity to influence people. Corporations have a global 
impact and as such have a responsibility to make the world a 
better place. Through our technology and our commitment 
to our ‘EPIC2’ values – execution, passion, integrity, custom-
ers and community – VMware does just that.”

Based in Palo Alto, VMware develops and markets a 
range of software, including compute, cloud, mobility, 
networking and security. Expanding the company’s 
portfolio beyond virtualization software has been one of 
Rowe’s strategic focuses in his tenure. For the past two 
and a half years, he’s successfully guided the company 
towards maintaining a strong core business while opti-
mizing the company’s product portfolio for growth. The 
result so far? Major top-line growth, annual double-digit 
growth in revenue and a stock price more than double 
what it was in 2016.

Rather than impeding his career trajectory, Rowe be-
lieves his experiences outside the traditional finance do-
main – operations, sales, strategy – have actually made 
him a better CFO. “As the pace of technological innova-
tion continues to accelerate, the CFO role is becoming 
more strategic and less about crunching numbers,” he 
says. “Combining business knowledge with their statisti-
cal and analytic skills is how modern CFOs can uniquely 
drive innovation at their companies.”

A blueprint for business model transition

Guiding a software firm to top-line growth

“Being an effective communicator 
is just as important as skill with 
numbers for today’s CFO.”

“The CFO role is becoming 
more strategic and less about 
crunching numbers.”

FINALIST

SCOTT HERREN 
AUTODESK
TITLE: Senior Vice 
President and Chief 
Financial Officer
TENURE: 2014-Present
BACKGROUND: Citrix, FedEx, 
IBM

FINALIST

ZANE C. ROWE
VMWARE
TITLE: Executive Vice 
President and Chief 
Financial Officer 
TENURE: 2016-present
BACKGROUND: EMC 
(acquired by Dell), Apple, 
Continental Airlines 
(merged with United 
Airlines to form United 
Continental Holdings)
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P eter Kuipers knows firsthand just how much the CFO role has 
changed in recent years. He first stepped into the C-suite near-
ly a decade ago, when he was made CFO of Yahoo!’s interna-
tional division.

Kuipers, EVP and CFO at Omnicell, a provider of medica-
tion automation management and predictive analytics tech-

nologies, says he’s seen major increases in the use of automation technology 
among finance teams, adding, “I have always been a supporter of automating 
processes and technology where they are practical and shift time to more 
value-added business-partner activities. The increased use of technology 
also enables having connected teams in multiple locations.”

Overall, Kuipers views artificial intelligence technologies as 
an asset, not a threat, to finance organizations. “CFOs are 
really excited about the opportunity that technology pres-
ents to enable the finance team to be more analytical and 
results-driven,” he says. “We want to increase the impact 
of our finance teams, not reduce their size.”

As automation, machine learning and AI applications 
become more available to corporate finance organi-
zations, finance teams are conversely becoming more 
involved in technology as well, he notes. Kuipers himself 
assumed all CIO responsibilities at Omnicell last year, on 
top of his business finance, accounting, investor relations and 
other financial duties. “CFOs play a role in strategically refining IT 
decisions,” he says. “Our job is to make sure that the company’s technology 
infrastructure can support and drive our growth objectives.”

In his career, Kuipers has participated in the 
successful acquisition and integration of over 
30 companies. Since Kuipers joined Omnicell, 
he’s kept up the trend: The company has al-
ready successfully completed several strategic 
acquisitions, which increased its market share 
and helped to accelerate growth. 

Kuipers’ team was pivotal in those acquisi-
tions, leading the financial modeling process, 
securing financing and performing due dili-
gence on the acquired companies. The acquisi-
tions have added additional robotic automation 
and artificial intelligence capabilities to the 

Omnicell platform, he says.
Based in Mountain View, Omnicell develops automation systems that 

remove the human factors involved in medication management, which the 
company says reduces errors and costs. One of the company’s core products 
is its central pharmacy automation platform, a robotic machine that receives, 
organizes and dispenses medication.

“The average pharmacy has between four and five thousand medications 
that they need to manage,” Kuipers explains. “We help health systems 
address and solve a complex problem to ensure patients can adhere to their 
medication regiment in a variety of settings from the hospital, to outpatient 
clinics, to retail pharmacies, to the home.” 
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“Our job is to make sure that the 
company’s technology infrastructure can 
support and drive our growth objectives.”

Technology seen 
as a CFO’s ally

WINNER
Peter Kuipers

OMNICELL

CFO OF THE YEAR

PUBLIC COMPANY – SMALL TO MEDIUM

PETER KUIPERS
OMNICELL
TITLE: Executive Vice 
President and Chief 
Financial Officer
TENURE: 2015-Present
BACKGROUND: Quantcast, 
The Weather Company, 
Yahoo!, Altera Corporation, 
GE, Ernst & Young
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S ri Kosaraju’s 16 years in investment banking 
taught him a lot. He learned about high-growth 
industries, corporate finance and equity 
derivatives. He learned about capital markets. 

He learned to identify companies with growth potential. 
And, he says, he learned that as companies get larger it 
becomes harder to innovate at the same pace. 

So what would lead Kosaraju in 2015 to join Penumbra 
Inc., the Alameda-based interventional medical device 
manufacturer and, at the time, employer of more than 500 
people?

“Penumbra had been flying under most investors’ 
radars, and I personally had not heard much about the 
company before I met Adam Elsesser, the CEO,” Kosara-
ju says. “But a few things about the company struck me 
as unusual and caught my attention. For one, they had 
grown and developed their company without any venture 
capital funding.” 

“But what really captured me was that the company’s 
founders were dedicated to creating a company capable 
of sustaining innovative practices while scaling up,” he 
adds. “That idea fascinated me.”

That commitment to innovation manifests in the com-
pany’s unique culture, Kosaraju says. Co-founders Adam 
Elsesser and Dr. Arani Bose “started the company with a 
clean sheet of paper,” Kosaraju explains. “They wanted to 
find a way to accelerate innovation as the company grew, 
and that philosophy has stayed with the company.”

Case in point is Kosaraju himself. “I took an unconven-
tional path to becoming a CFO, having never served in a 
finance or accounting role within a company before,” he 

says. “But Adam and the Penumbra team like to hire peo-
ple who don’t necessarily come from the expected mold. 
It fosters a fresh perspective for the company.”

Judging by the company’s numbers, Elsesser’s 
strategy seems to have succeeded. Since Kosaraju was 
appointed, Penumbra has grown from $125 million in 
annual revenue to more than $330 million, and the com-
pany now employs more than 1,800 people. 

Just five months in, Kosaraju helped lead the com-
pany’s IPO, which became one of the most successful 
billion-dollar-plus IPOs of the year. Last year, he led 
a successful follow-on offering, as well as the compa-
ny’s first acquisition. With 11 consecutive quarters of 
exceeding Wall Street analysts’ revenue predictions, 
Penumbra was also one of the top performing medical 
device stocks of last year.

Penumbra is noted as a manufacturer of “mechanical 
thrombectomy” devices, in which a catheter-like appara-
tus, together with a vacuum mechanism, literally sucks 
blood clots out of the body. The technique, which often 
leads to better patient outcomes, has become the new 
standard of care in treating conditions such as stroke.

R oxanne Oulman has made something of a spe-
cialty out of guiding companies through major 
transitions. 

While at Thoratec, she built a scalable orga-
nization that supported revenue growth of more than 350 
percent over a six-year period. Before that, Oulman lead a 
struggling division of Zomax Inc., a supply chain-outsourc-
ing provider, back to profitability, earning her company a 
nomination for Microsoft Vendor of the Year.

Her work as CFO of CallidusCloud has been no less 
exemplary. Earlier this year, SAP bought Callidus for $2.5 
billion, a price equivalent to nearly 10 times the company’s 
revenue in 2017.

Oulman’s leadership was instrumental to securing the 
deal. Even before she was CFO, she led numerous acquisitions 
for Callidus, as well as two follow-on offerings that raised a 
combined $175 million. As CFO, she led five more acquisitions 
and oversaw major growth in revenue, profit and employee 
numbers, catching the attention of the investing community.

Since she was appointed CFO, the company’s market cap 
has increased by over 90 percent, with quarterly software-
as-a-service (SaaS) growth often in excess of 30 percent. But 
supporting growth wasn’t the real challenge, she says. “The 
cloud software space is unique because growth usually comes 
with declining profitability,” Oulman explains. “Callidus was 
a growth-and-profit cloud story that captured the attention of 
the Street.” 

Like most CFOs today, Oulman’s responsibilities extend 
far beyond finance and accounting. Investor relations has 
been a major focus of attention for the past 18 months, she 
says, as she’s been explaining to new and old investors the 
company’s strategy for increasing profits and growth. And 
as the leader of IT, she helped support growth by transition-
ing the company to cloud solutions internally. 

CallidusCloud’s core product is a SaaS suite designed to 
improve sales, which the company refers to as “Lead to Mon-
ey.” It incorporates incentive compensation, performance 
analytics, business intelligence and business enablement, 
among other selling tools. Ultimately, the goal is to help 
companies sell more, faster, Oulman says. 

“In essence, CallidusCloud helps companies sell more 
efficiently through the power of incentives and stream-
lining the sales process,” says Oulman. “We also enable 
companies to analyze multiple performance factors of their 
top sales talent, then use that information to improve the 
performance of B and C level sales personnel and their 
activities support the company’s strategy.”

Unconventional path is the right track for CFO

Growth, profitability through fiscal leadership

“Adam and the Penumbra team 
like to hire people who don’t 
necessarily come from 
the expected mold.”

“Callidus was a growth-and-
profit cloud story that captured 
the attention of the Street.” 
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NON-PUBLIC COMPANY

M andy Fields 
got her start 
in finance on 
Wall Street as 
an investment 
banker for JP-

Morgan, covering the oil and gas 
industry. In her time there, she did 
what investment banking associ-
ates do. She helped take companies 
public through IPOs; she executed 
follow-on offerings. But she soon realized that 
where she really wanted to be was retail.

“My time in investment banking was a valu-
able experience, but the oil and gas industry just 
wasn’t my passion,” says Fields, now CFO for 
BevMo!, the Concord-based specialty beverage 
retailer.

Fields’s passion for retail originally led her 
to join Gap Inc.’s Banana Republic arm, where 
she worked her way up to a manager position in 
the FP&A department. From there, she joined 
Safeway, where she served in finance leadership 
positions for the company’s consumer brands de-
partment. And when Albertsons bought Safeway, 
Fields was a key part of the transition team.

In 2016, BevMo! announced Fields’s appoint-
ment to the company’s executive leadership 
team as part of a strategic restructuring 
aimed at driving growth. An oper-
ational CFO, Fields now leads pric-
ing and inventory management for 
BevMo! on top of her FP&A and 
accounting functions. 

That variety of duties is pretty 
typical for the modern CFO, Fields 
says. “The role is much more collab-
orative today than it may have been 
in the past. You have to have a strong 
relationship with the CEO. You have to 
step out of your comfort zone and bring 
creative ideas to the table. And you’re al-
ways working to support innovation, bringing 
data-driven insights to strategic decisions.”

At BevMo!, Fields’ contributions to innovation 
can be seen on the shelves of the company’s 

stores. She over-
sees pricing tests 
across various 
test markets to 
understand what 
consumers per-
ceive as value 
and how that 
drives their 
purchasing 
behavior. She’s 

put a renewed focus on inven-
tory management, working to 
ensure the company’s product 
offerings are available when 
customers need them. And her 
team has supported BevMo!’s 
tasting focus groups program, 
wherein the company lever-
ages its most loyal custom-
ers and lets them decide what a 
subset of the company’s future private 
label wines will look and taste like.

It’s no secret that the retail 
sector is struggling, but Fields 
says BevMo! has been able to 
stay relevant by capitalizing 

on the “convenience” trend 
through innovative part-
nerships with on-demand 

services, a growing 
e-commerce presence 
and recently-launched 
curbside pickup 
options. The company 
has also transitioned 
its supply chain to a 
self-distributed model, 
she says, unlocking cost 
savings that will help 
drive future growth for 

the company.

Creative CFO brings 
ideas to the table

MANDY FIELDS
BEVMO!
TITLE: Chief Financial 
Officer
TENURE: 2016-Present
BACKGROUND: Safeway 
(acquired by Albertsons), 
Gap Inc., JPMorgan

“You’re always working to support innovation.”

WINNER
Mandy Fields
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A nalysts agree: With an estimated growth rate 
of up to 15 percent per year, the barbecue and 
grill market is sizzling. Unsurprisingly, the 
opportunity to outfit the rapidly-growing ranks 

of outdoor cooking enthusiasts with everything from fuel 
to accessories is inciting unprecedented interest in the 
segment. But even in this hot market, Duraflame’s bold 
moves stand out.

Already a major player in in the space through its 
Cowboy brand, the Stockton-based company perhaps best 
known for its manufactured firelogs bought out the wood 
chip sector’s top two companies last year. The acquisi-
tions make Duraflame the leading wood chip and chunk 
distributor by far, with an estimated market penetration of 
over 90 percent.

Pivotal to the success of Duraflame’s 2017 acquisitions 
was the company’s CFO, Joe Martucci. In addition to 
leveraging and improving Duraflame’s banking relation-
ships and securing credit to finance the acquisitions, Mar-
tucci helped to identify the growth opportunities available 
in the wood chip and chunk market.

In functioning more as a strategic leader than the com-
pany’s chief accountant, Martucci is very much a modern 
CFO. “CFOs today can’t expect to just work on budgeting 
and payroll,” Martucci says. “In addition to finance, I have 
HR and IT leaders reporting to me, which makes me ulti-
mately responsible for ensuring the company has the tal-
ent base and infrastructure it needs in order to succeed.” 

“Overall, CFOs are becoming more valuable to orga-

nizations,” he adds. “But as a result, they need to demon-
strate their ability to build and maintain relationships, two 
factors particularly important in today’s businesses.” 

Also essential for a global business like Duraflame’s 
is how the organization handles global macroeconomic 
trends like interest rates or the price of oil, which can 
ultimately determine the profitability of the company. 
However, that’s not the kind of knowledge you usually find 
in a school, Martucci notes – which is why he’s such a big 
advocate of getting a variety of practical experiences.

Living and working internationally over a 16-year peri-
od, Martucci developed a robust understanding of cur-
rency and exchanges, as well as techniques for effectively 
managing remote teams. Those management skills have 
come in handy over the last year as Duraflame’s ranks 
have swelled from 312 employees to more than 600 over 
just a few months. 

But even though the size of the company has grown, 
Martucci still visits the company’s nine plants regularly. 
“You see things you just wouldn’t see back at headquarters, 
and you gain different perspectives. Being there not only 
helps keep staff engaged, it gives you the insight and the 
skillset you need to bring innovative ideas to the table.”

W hen David Weber joined Valley Fine Foods 
in 2016, the company was facing multi-
ple financial and operational challenges. 
Saddled with high production costs and 

a deteriorating cash flow, the Benicia-based company 
turned to Weber for his extensive food manufacturing 
experience and a fresh perspective to help revitalize the 
company’s finances.

Understanding the urgency of the matter, Weber got 
to work immediately. He led the process of identifying 
unprofitable products and ultimately eliminated a third 
of the company’s SKUs. He also led the closure one of 
the company’s three manufacturing facilities, the latter 
decision alone saving the company nearly $3 million in 
redundant overhead costs. 

The changes – though radical – were sound. Over the 
first year, the company’s EBITA grew to over 10 percent 
of revenue from a low of zero percent.

How did Weber know what Valley Fine Foods needed? 
“When I started, my number one priority was to develop 
a strategic planning process where previously there had 
been none,” says Weber. “Once we analyzed and under-
stood the nature of our costs and our consumer’s prefer-
ences, the decisions just flowed naturally from there.”

In addition to radically reducing the company’s costs 
through consolidation, Weber instituted a number of less 
conspicuous, though equally important, changes that ulti-
mately carried the company through its financial difficul-
ties. For instance, when Weber came on board, he found 
that Valley Fine’s relationship with its current bank was 

deteriorating, so he changed banks and in doing so, was 
able to restructure the terms to provide greater flexibili-
ty, availability and better interest rates.

A company leader in product pricing and procurement 
decisions, Weber isn’t a traditional CFO. That’s by de-
sign: Weber believes that CFOs should bring ideas to the 
table regarding not just finance or even operations, but 
the company’s overall business strategy. “CFOs tend to 
have an analytical mindset that’s key to innovation. It’s an 
important viewpoint that I think is underutilized in a lot 
of companies today.” 

A longtime executive in the food manufacturing space, 
and a serious home cook himself, Weber feels right at 
home at Valley Fine Foods. The company’s fresh and fro-
zen gourmet pasta brands—Three Bridges, Pasta Prima 
and Artisola—are made with natural ingredients and 
recipes are created by professional chefs. But what really 
keeps him engaged is the company culture, he says. 
“There are a lot of social opportunities for a company this 
size and a lot of unique benefits. Valley Fine really cares 
about employees and its customers. And you can taste it 
in the product.”

Competitor acquisitions are a blazing success 

Seasoned exec’s recipe for a stronger company

“CFOs need to demonstrate their 
ability to build and maintain 
relationships.”

“My number one priority was 
to develop a strategic planning 
process where previously there 
had been none.”
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B eing an early-stage CFO demands an entirely different set 
of skills from a late-stage CFO, says Erin Collard, CFO 
of Blend, the San Francisco-based software company 
known for its digital home loan origination platform. 

Collard knows that from experience: Since he 
co-founded Blend with fellow Palantir veterans Nima 

Ghamsari and Eugene Marinelli in 2012, the company has grown from 
a seven-person startup to a company employing more than 300 people 
and processing nearly $60 billion worth of mortgage applications last 
year. 

The germ of the idea for Blend came in the wake of the 2008-09 
financial crisis, when Collard was working on the trading desk. “As 

I watched the subprime mortgage crisis 
unfold it struck me just how little innovation 
there had been in the mortgage space, 
despite the vast amounts of money 
involved,” he says. “You could 
shoot a rocket into space 
and have it land on a 
moving asteroid but 
you couldn’t get a 
loan online.”

The goal of 
Blend’s software 

platform is to make getting a mortgage fast-
er, simpler and more transparent, Collard 
says. Today, the company counts Wells 
Fargo, US Bank and Movement Mortgage 
among its more than 70 customers, who 
together represent about 25 percent of 
the mortgage market.

As CFO from the very beginning, 
Collard was charged with managing 
virtually everything that wasn’t coding, 
he says. “Early-stage CFOs need to be 
adaptable and dynamic. When you start 
a company, so many things go wrong 
that you can end up getting stuck in the 
reactive mode. It’s really important that 
you find out a way to get out of that reactive 
mode and start being proactive about growth.”

Being a late-stage CFO is an entirely different story, 
though. “It’s less about raising money and getting customers and 
more about strategically investing the capital that you’ve already 
raised,” he says. “You need to know the industry and know where the 
technology trends are going so that you can take advantage of them early.”

In his time with Blend, Collard has proven an effective CFO of both variet-
ies. Most recently, he led the company’s efforts to secure a $100 million Series-D 
funding round last year, bringing the company’s total funding up to $160 million. 
He has also been pivotal in establishing strategic partnerships not only with 
financial institutions but also with more creative tie-ins like Lennar, one of the 
nation’s largest homebuilders.

In addition to co-founding Blend, Collard is noted for having worked with Peter 
Thiel to help grow Clarium Capital from a start-up into the multi-billion-dollar 
behemoth it is today.
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“Early-stage CFOs need to be adaptable and dynamic.”

CFO OF THE YEAR

EMERGING COMPANY

ERIN COLLARD
BLEND
TITLE: Co-Founder and 
Chief Financial Officer
TENURE: 2012-Present
BACKGROUND: Clarium 
Capital Management, 
advisor to Palantir 
Technologies

Successful financial strategy 
geared to company’s maturity

WINNER
Erin Collard

BLEND
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W hen Patrick Davis joined Sharethrough two 
years ago, the company was growing quick-
ly – but not fast enough for founders Dan 
Greenberg and Rob Fan. That made Davis’s 

mission clear: Find out where the San Francisco-based 
native advertising platform-provider was missing out on 
potential sources of growth.

For that, Davis’s expertise in financial analysis and 
operations experience, honed at PwC, Vantage Data Cen-
ters and others, proved invaluable. As Davis puts it, “A lot 
of great things were happening at the company, but they 
didn’t always know why they were happening.” 

“That’s a risky place for a growing company to be,” he 
adds. “Without knowing why something is happening, 
it’s hard to replicate it – or avoid it – in the future, and 
you can’t rely on the factors that are causing your current 
success to continue because you don’t know what they 
are or how long they’ll be around.”

So immediately upon starting, Davis dove into the 
sales operations business. He soon discovered that while 
the company was excellent at bringing new customers on 
board, they were losing out on potential streams of expan-
sion revenue from current customers. In response, the 
company reorganized its sales and customer service teams 
to better focus on both new and ongoing customers. 

Davis was also instrumental in rolling out the company’s 
recurring revenue business model. When he started, ser-
vice-based revenue accounted for 100 percent of the com-
pany’s earnings. Today, the mix has shifted, with recurring 
revenue accounting for nearly 40 percent of the business. 

Between the reorganization of the company’s sales team, 
the success of the new self-service application and other 
fruits of Davis’s ROI-based decision-making, the company’s 
revenue has climbed from around $50 million two years ago 
to just under $100 million today.

Looking forward, Sharethrough aims for its platform 
to be the leading exchange for connecting publishers 
with advertisers, Davis says. Between 70 and 80 percent 
of top US publishers already use the company’s software 
to manage their native digital advertising inventory, 
and Sharethrough controls about half a billion dollars in 
advertising supply, he says.

Prior to joining Sharethrough, Davis spent over 15 
years in the technology sector, 10 years of which were 
spent in companies operating on subscription-based 
business models. In his career, he’s raised over a billion 
dollars in venture equity and debt, successfully negoti-
ated more than half a billion in customer contracts and 
led business case analysis and subsequent integration 
for over a billion dollars’ worth of M&A transactions and 
customer contracts.

J im Johnson is a CFO’s CFO. Not only does he 
embody the multifaceted ethos of the modern 
chief financial officer—heading up facilities, IT 
and administration on top of his financial respon-

sibilities—but his company, Adaptive Insights, develops 
software that corporate finance leaders like himself use.

That position makes Johnson’s perspective particularly 
valuable to his company. “I was a user before I came on 
board,” he says. “I’m the customer. I know what problems 
we’re trying to solve.”

Keen to take advantage of that perspective, Adaptive 
has put him to work as a kind of product evangelist, he 
says. “My team and I meet a lot with other CFOs to discuss 
how they’re using the product. They provide us with great 
insight into how they use our solution, and we use that 
information to continuously improve the product.”

Adaptive Insights’ core product, Business Planning 
Cloud, is designed to provide both usability and capability, 
Johnson says. “It’s a powerful product, but it’s easy to use. 
That’s particularly important in today’s business environ-
ment, where things are constantly in flux. The agility and 
responsiveness of your modeling and planning processes 
can make or break the company.”

Serving some 3800 customers today, Adaptive In-
sights has seen revenue increase under Johnson’s lead-
ership from $60 million just two years ago to over $100 
million last year.

Like many modern CFOs, Johnson’s guidance at Adap-

tive Insights goes far beyond finance.  “As the company’s 
global facilities manager, I have the opportunity to interact 
with a lot of Adaptive Insights employees. That’s a really in-
teresting aspect of my job, and of course it helps me under-
stand the companies’ priorities—financially and otherwise.”

Under Johnson’s direction, Adaptive Insights has 
modernized many of its offices. At the company’s Palo Alto 
headquarters, for example, he transformed the office from 
an outdated cube environment into a denser, more open 
environment. Those design decisions have helped foster 
more cross-functional collaboration and improved employ-
ee satisfaction, he says.

A US Navy veteran, Johnson served at a string of differ-
ent software companies before joining Adaptive Insights 
in 2016. In his 15 years at Sun Microsystems, he helped 
grow Sun Microsystems from less than $1 billion to over 
$18 billion in annual revenue. While at TIBCO, he helped 
lead the company through one of the largest take-private 
transactions of 2014.

Closer look at growth potential proves profitable

Making a product better by using it every day

“Without knowing why 
something is happening, it’s 
hard to replicate it — or avoid it 
— in the future.”

“I was a user before I came 
on board. I’m the customer.  
I know what problems we’re 
trying to solve.”
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C ommunity health provider Tiburcio 
Vasquez Health Center Inc. had just 
five days’ worth of cash on hand 
when Brent Copen joined the organi-
zation as CFO and EVP of business 

development in 2015. 
Today, that figure is 60 days – and it represents 

just one feat in a string of accomplishments for the 
organization since Copen came on board. 

Copen restructured Tiburcio Vasquez’s $10 
million in debt, reducing interest rates by two 
percent—saving the organization approximately 
$150,000 a year. He established a new price struc-
ture for their clinics, generating millions of dollars 
in new revenue in the process. And he launched a 
new business development arm to focus on practice 
acquisition, clinic outreach and generating new 
revenue sources from philanthropy. 

As a result of Copen’s leadership, Tiburcio 
Vasquez has seen consistent annual surpluses, bet-
ter liquidity and an improved debt-to-equity ratio. 
But more importantly, Copen says, the financial im-
provements have “helped us to move into a virtuous 
cycle where we’re attracting and retaining more 
top talent, strategically reinvesting in our business 
infrastructure, improving health outcomes for our 
patients and reaching thousands more patients who 
desperately need our services.”

When he’s not helping lead Tiburcio Vasquez, 
Copen is hard at work teaching current and aspir-
ing non-profit leaders how to ensure their projects 
are properly funded and financed. A popular public 
speaker and a lecturer in five departments at the 
University of California, Berkeley, Copen is co-au-
thor of the “The Nonprofit Business Plan,” in which 
he codifies the strategies that have led to his orga-
nizations’ successes.

Prior to joining 
Tiburcio Vasquez, 

Copen served as 
CFO at Asian 
Americans for 
Community 
Involvement, 
a South Bay 

Area community 
health center, 

from 2011 to 2015.
Copen was already 

on the path to becoming 
a non-profit CFO from 
the time he graduated 
college. Earning a fel-
lowship from the Robert 
F. Kennedy Memorial to spend a year in an agency 
that offered job training services to homeless youth 
in San Francisco, Copen learned quickly about the 
“inextricable link between money and mission,” 
he says. “For an organization to perform at its very 
best it has to be properly resourced. CFOs should 
always be leading the effort toward ensuring there 
is a healthy cash position.”

Named in honor of the famous California bandito 
perhaps better known as “Zorro,” Tiburcio Vasquez 
Health Center has served uninsured and publicly 
insured patients in the East Bay for more than 45 
years. Their more than 300 healthcare profession-
als speak at least 12 languages and serve more than 
26,000 local community members every year.

Building a strong 
organization to serve 
the community better

There is an 
“inextricable 
link between 

money and 
mission.” 

WINNER
Brent Copen

TIBURCIO VASQUEZ 
HEALTH CENTER

CFO OF THE YEAR
EMERGING COMPANYCFO OF THE YEAR

NON-PROFIT ORGANIZATION

BRENT COPEN
TIBURCIO VASQUEZ 
HEALTH CENTER
TITLE: Chief Financial 
Officer and Executive Vice 
President of Business 
Development
TENURE: 2015-Present
BACKGROUND: UC Berkeley, 
Asian Americans for 
Community Involvement, 
La Piana Consulting, 
Nonprofit Finance Fund, 
Columbia University
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S tatistics show that the outlook for a foster kid 
in America remains stubbornly inadequate. 
Often lacking a strong support network, those 
raised in the foster care system are far more 

likely than their peers to experience poverty, homeless-
ness and incarceration as adults. 

Nevertheless, organizations like First Place for Youth, 
the Oakland-based, nationally-recognized non-profit 
working to help foster kids beat the odds, are an encour-
aging sign that things might be turning around for this 
often-overlooked population. 

“First Place helps young adults who have recently 
aged out of the foster system navigate through challeng-
ing circumstances,” says Liz Bender, chief finance and 
growth officer. Support for participants comes primarily 
in the form of housing, education and employment assis-
tance, she explains.

The organization served more than 1,400 foster youth 
last year, Bender says. And while only 78 percent of 
foster youth earn a high school diploma or GED by the 
time they’re 21, 85 percent of young people participating 
in the organization’s My First Place program earned or 
were actively pursuing their high school diploma or GED 
high school diploma or equivalent while in the program 
last year.

First Place is already in six California counties and is 
working with multiple governments in various regions of 
the coutry, teaching local agencies about their program 
and how they can replicate First Place’s success in their 
communities. But to really beat the odds on a national 

scale, sustainable organizational growth is going to be a 
primary concern. 

That’s where Bender comes in. “I see the non-profit 
CFO as a key player in guiding the organization’s strat-
egy throughout the year,” she says. “Your job is to take 
the organization’s vision and find a way to make it work. 
And if it’s not feasible, that might mean rethinking the 
strategy, too. It’s a role of creativity, in that sense.”

In her tenure, Bender has transformed the finance 
department from its previous accounting and compliance 
focus into an organizational unit centered around provid-
ing insight and projections to inform strategic decisions. 
She implemented a rolling forecast system, helping 
leadership better understand the financial implications 
of their decisions. And she built up First Place’s infra-
structure to make it more efficient and better prepare 
the organization for its plans to scale up.

Bender was also pivotal in rolling out the My First 
Place Affiliate Network, the organization’s new ex-
pansion program, recruiting and vetting two national 
affiliates and supporting the implementation of train-
ing and technical assistance to affiliate partners across 
the country. 

P layworks CFO Tom Low likes to refer to his 
non-profit work as his “fifth career.” The private 
sector financial exec turned social entrepreneur 
started off in the marketing field. But his career 

really took off in 1998 when, as CFO, he helped take then-
venture-backed Restoration Hardware public.

Although the $500 million IPO was a major success, the 
excitement of the dot-com boom proved too strong a pull for 
Low, he says. “The timing was off though, unfortunately, 
and I only got to witness the bust. I did learn some valuable 
lessons, however, above all the importance of financial 
discipline.”

During the next chapter of his career, Low was a partner 
at Bridges SF LLC, a boutique professional services firm. 
All the while, though, he was getting progressively more 
involved in the non-profit space. In 2011, Low decided to 
go all in on non-profit, joining Thrive Networks Global, the 
Oakland-based NGO working to improve the health and 
wellbeing of underserved communities in Asia. 

Today, Low serves as Chief Financial Officer for Play-
works, where he says feels right at home. “I was seeking 
a mission-based organization that would align with my 
personal interests, and I was really taken with Playworks’ 
vision.” 

Also headquartered in Oakland, Playworks is a non-prof-
it that helps educators ensure every child can experience 
safe and healthy play daily. Rooted in the science of devel-
opmental psychology, which stresses childhood play for 
social and emotional well-being, the organization improves 

recess time through on-site coaches, as well trainings 
with staff where they learn how to make recess time more 
constructive and effective. Those trained staff and coaches 
then lead specially-formulated games that integrate into 
recess time, each of which teaches kids valuable life skills 
that they need to thrive.

The result? Happier and healthier kids, fewer referrals 
to the principal’s office and teachers report 43 percent 
less bullying at their schools compared to non-Playworks 
schools.

Currently, Playworks is running its programs in schools 
in 48 states, with the goal of reaching 3.5 million children 
by 2020, Low says. To reach that goal, Low is making full 
use of his financial expertise. In his first year, he made 
changes to the procurement process that resulted in 
savings of over $200,000 annually. He also instituted a 
bottom-up, rolling-forecast planning process which allowed 
every budget holder in the organization to have a real-time 
view of the budget to influence decision-making. And he 
was a key player in Playworks’ recent $26 million growth 
capital investment, helping to secure essential funding 
from multiple foundations.

Smart strategies support non-profit’s vision

Play is work for “fifth career” CFO
“ I was seeking a mission-based 
organization that would align 
with my personal interests.”

“ Your job is to take the 
organization’s vision and find 
a way to make it work.”

FINALISTri

LIZ BENDER
FIRST PLACE FOR 
YOUTH
TITLE: Chief Finance and 
Growth Officer
TENURE: 2015-Present
BACKGROUND: The 
Edna McConnell Clark 
Foundation, Weill Cornell 
Medical Center

FINALIST

TOM LOW
PLAYWORKS
TITLE: Chief Financial 
Officer
TENURE: 2015-Present
BACKGROUND: Thrive 
Networks, Bridges SF 
LLC, Safeway.com, 
Innotas, Ask.com, 
Restoration Hardware



For more information, please visit www.gilead.com.
© 2018 Gilead Sciences, Inc.

Advancing
Therapeutics,
Improving 
Lives.

For more than 30 years, Gilead has 
worked to develop medicines that address 
areas of unmet medical need for people 
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W hen eBay spun out PayPal as 
an independent company in 
2015, it was John Rainey’s job 
to explain to investors the val-
ue of the new business. 

Rainey, who serves as CFO 
and EVP of global customer operations, was up to the 
task: After 18 years in the airline industry, he’s no 
stranger to tough investor calls. 

“When we first branched off, we were a bit mis-
understood in the investor community,” says Rainey. 
“Some people thought that we’d be competing with 
new payment apps and traditional banks for market share. It was my 
number one priority at that point to explain to investors what makes us 
different.” 

What is that differentiator? Says Rainey, “PayPal is more than just 
a payment button. We develop technologies that add security and 
trust to financial interactions. We don’t just process transactions, we 
drive innovation in the global financial system.”

Democratizing financial services is central to the company’s mis-
sion, Rainey adds. He points to the estimated two billion people in the 
world underserved by financial institutions as an example of where 
the company is headed. 

“The thing about those two billion people is that while they don’t 
have access to basic financial services like checking, savings or 

insurance, 70 percent of them have a mobile device,” 
Rainey says. “We believe that this proliferation of 
mobile devices is an opportunity to finally get those 
people into the global financial system and receive the 
benefits therein. We can put a bank branch in the palm 
of their hands.”

The fintech arena is always a site of major activity, 
with the payments sector in particular seeing numer-
ous new entrants in the past five years. That hasn’t 
shaken PayPal, though. Payment volume continues 
to increase, and on the financial side, the company 
has experienced its best cost performance ever with 

Rainey at the helm.
Cost management and stock buyback programs have contributed to 

that success, but Rainey’s boldest decision was to sell the company’s $6 
billion consumer credit portfolio to Synchrony Financial last year. 

“Part of being innovative as a company is being okay with divesting 
aspects of the business that aren’t central to the mission,” explains 
Rainey. In PayPal’s case, the decision will free up more than a billion 
dollars of cash flow every year.

“Strategic cost decisions like that are where CFOs can really con-
tribute to innovation,” Rainey says. “It shouldn’t be just about cutting 
costs, the real goal should always be increasing the bottom line. To do 
that, you need to be creative and you need to understand the opera-
tional side of the business.”

CFO’s strategic cost decisions support innovation

CFO OF THE YEAR

TRANSFORMATION AGENT

JOHN RAINEY
PAYPAL
TITLE: Chief Financial Officer 
and Executive Vice President 
of Global Customer Operations
TENURE: 2015-Present
BACKGROUND: United Airlines, 
Continental Airlines (merged 
with United Airlines)
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Congratulations
We proudly support Larkin Street Youth Services  

and applaud its commitment to empower and care for  
San Francisco’s homeless and at-risk youth. 

Congratulations to all of this year’s remarkable  
CFO of the Year Award winners.
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CFO’s strategic cost decisions support innovation
“Part of being 
innovative as 
a company is 
being okay with 
divesting aspects 
of the business 
that aren’t central 
to the mission.”

WINNER
John Rainey
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the profession with considerable achievements, 
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C omplex problems don’t scare Steve Louden. 
He seeks them out. It’s why he went into 
finance in the first place, he says.

“I’ve always liked solving complex, ambig-
uous business problems,” Louden says. “Some people 
think that corporate finance is all just playing with mas-
sive spreadsheets with tiny six-point type, but that hasn’t 
been my experience at all. At least in today’s business 
environment, it’s a lot of strategy and it’s a constant test 
of your analytical and creative skills.”

Louden joined Roku, the Los Gatos-based entertain-
ment streaming platform provider, as CFO in 2015, ar-
riving there through what he calls a “long and winding” 
path. He never worked in an accounting firm and he was 
never controller, but what Louden does bring to the role 
is two decades of business and strategy experience.

That diversity of experience has proved valuable as a 
CFO, Louden says. “You still have to have an eye for the 
numbers and you have to be data-oriented, but compa-
nies today are looking for people who can provide insight 
into business problems too.”

Overseeing corporate development, IT and customer 
support on top of his financial responsibilities, Louden was 
a pivotal figure in the company’s going public last year. 
One of the most successful tech IPOs of the year, Roku’s 
stock jumped 67 percent in its first day of trading. The IPO 
has in turn allowed the business to fund growth into new 
revenue-generating areas, Louden says, and last year the 
company posted its first year of positive free cash flow.

As CFO, Louden helped prepare the company for the 
IPO by refining everything from compliance to finan-
cial reporting to strategic planning, but he found that 
investor communications were even more important and 
challenging than he expected. He’s come through the 
process with an enhanced understanding of, and appre-
ciation for, the CFO role, he says. 

“I’ve learned that as CFOs we have to be ‘BIRD’-like,” 
he says. “We have to provide Business Insight that’s 
Relevant and Digestible. If you can’t present the infor-
mation to owners and stakeholders in a way that’s easily 
absorbable, it’s going to be difficult to build the kinds of 
relationships you need to grow the company.”

Established in 2002 by ReplayTV founder Anthony 
Wood, Roku has branched out in the last few years 
beyond its original streaming player product. Last year, 
the company premiered its own free streaming channel, 
The Roku Channel, which is supported by ads. It also 
launched a self-serve advertising business last year, 
which advertisers can use to get their messages in front 
of Roku users.

CFO’s role demands multifaceted ability
“In today’s business environment 
it’s a lot of strategy and it’s a 
constant test of your analytical 
and creative skills.”

FINALISTri

STEVE LOUDEN
ROKU 
TITLE: Chief Financial 
Officer
TENURE: 2015-Present
BACKGROUND: Expedia, 
WaMu, McKinsey & 
Company, The Walt 
Disney Company, 
Merrill Lynch
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HELPING 
KIDS GET OFF 

THE STREET 
FOR GOOD

Founded in 1984, Larkin Street is the 
largest provider of services for young 

people experiencing homelessness 
in San Francisco.

Comprehensive physical and emotional wellness 
services alongside intensive case management

Supportive and emergency housing for over 
80,000 bed-nights per year

Job-readiness training, internships and career-
track placements

GED prep, college readiness and Learning Centers 
for careers in technology, healthcare and more

WHAT WE DO AT LARKIN STREET

larkinstreetyouth.org
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Congratulations to the 2018 Bay Area CFO 
of the Year nominees and winners. Your 
leadership has enabled your organizations 
to flourish and has improved the quality of 
life in our community.

www.deloitte.com

Leading the pack

24 SAN FRANCISCO BUSINESS TIMES


