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E
ntrepreneurs remain the most resilient resource

behind the growth of the U.S. and world

economies, creating new jobs and innovative

products and services. Each year, Ernst &

Young’s Entrepreneur of the Year (EOY) awards program

salutes the accomplishments of these business leaders.

The program started in 1986, in Milwaukee, as a way to

honor, and bring recognition to, outstanding entrepreneurs

at the helm of dynamic and growing businesses. Since then,

it has expanded into a global event, with awards presented

in 35 countries around the globe. Each year,

thousands of individuals vie for the presti-

gious honor.

Chain Store Age became the exclusive

sponsor of the U.S. retail awards category in

1990. All of the regional retail winners are

profiled in this special section. 

Methodology: The EOY award criteria include financial

growth, company history, current stage of development,

future prospects, business leadership, team management

and community involvement. 

However, a retailer does not have to be the biggest,

fastest-growing or most profitable to qualify for an award.

The judges also factor in an entrepreneur’s vision and moti-

vation, along with other non-quantifiable but equally criti-

cal factors.

To qualify, a nominee must be an owner/manager of a

public or private company that is at least two years old. The

individual must be primarily responsible for the perform-

ance of the company.

Awards process: Nominations can be made by anyone

associated with a successful entrepreneur, including

employees, bankers, spouses and entrepreneurs themselves.

The yearlong award process kicks off in January, when

nominations are solicited nationwide. Finalists are inter-

viewed to discuss their nomination information.

In the next step of the process, a local, independent panel

of business and civic leaders selects categories and award

recipients. Each of these independent regional judging pan-

els selects categories and award recipients based on the

quality and quantity of the nominations

received. This year, 260 regional winners in a

variety of categories, including retail and

consumer products, were selected. (The retail

winners are profiled in this special section).

In November, past and present EOY award

winners from around the world are invited to

the annual Ernst & Young Entrepreneur of the Year Awards

event, where current-year winners are inducted into the

Entrepreneur Hall of Fame. The program also includes

business forums, networking activities and guest speakers.

The program culminates with the national-awards gala,

where the national finalists and winners are named, as well

as the overall Entrepreneur of the Year winner, who will go

on to represent the United States at the World Entrepreneur

of the Year awards.

To nominate yourself or someone else for the annual

Ernst & Young Entrepreneur of the Year award in 2008, call

(800) 755-AWARD, or visit the Entrepreneur of the Year

Web site at www.ey.com/us/eoy. ■
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Take all the rules you thought you
knew about running a business and

turn them upside down: Work hard but
play harder. Only hire your friends.
Make emotional connections.

If this sounds like corporate blasphe-
my, remember that the retail industry is
not in Kansas anymore. The Internet
has created a world of commerce not
unlike the mythical Oz, where virtually
any item a shopper wishes for can be
found.

Like the wizard who ruled Emerald
City, Tony Hsieh, CEO of rising star
Zappos.com, knows success lies not in
the products it sells, but in the magic it
delivers. Dorothy’s ruby red slippers,

like the shoes sold at Zappos.com, were
merely a launching pad.

With its promise of free overnight
shipping and 24/7 customer service,
Zappos is on track to sell $800 million
worth of shoes, apparel and accessories
this year—but what consumers are real-
ly buying is the magic of an outstanding
customer experience.

The infrastructure for providing ex-
ceptional customer experiences is the
personable Zappos culture, which is
what motivated Hsieh, a Harvard grad-
uate with a computer-science degree, to
invest in the fledgling company in 1999.
Assuming the leadership role in 2000,
he took Zappos from $1.6 million in
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sales his first year to $597 mil-
lion in 2006.

If you visit the Zappos head-
quarters in Henderson, Nev.,
chances are you wouldn’t find
Hsieh sitting behind a desk in the
corner office. More likely, he
would be at the karaoke machine
in the cafeteria participating in a
Zappos’ Idol moment.

Talking with Chain Store Age
last month, the surprisingly soft-
spoken and unassuming Hsieh,
33, insisted there are some
“incredibly talented singers at
Zappos, but I’m not one of
them.” Performing is not a pre-
requisite for employment, but a
passion for having fun is the
unwritten requirement in every-
one’s job description.

Interviews are sometimes
conducted in a speed-dating for-
mat, with prospective employees
talking with five or six managers
in fast-paced five-minute dia-
logues. If the individual gets a
green light from these chats, then

there are more traditional interviews in
the specific area where they wish to
work to assess the candidate’s technical
abilities. Lastly, and most critically, they
are interviewed by human-resources
professionals to confirm a cultural fit.

“There are plenty of candidates who
would be great individual contributors,
but if they are not a cultural fit we would
not hire them,” said Hsieh. “We want
people who are eager to live the Zappos

Cultural 
Revolution
Zappos’ lifestyle-driven CEO measures

value in service not sales 

Cultural 
Revolution
Zappos’ lifestyle-driven CEO measures

value in service, not sales 

Tony Hsieh
CEO
Zappos.com
Henderson, Nev.
Annual sales: $800 million (pro-
jected 2007)
Type of business: Online
footwear and apparel retailer (also
operates three outlet stores in Las
Vegas and one at the corporate
DC in Shepherdsville, Ky.)
Areas of operation: Nationwide
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lifestyle and promote the Zappos cul-
ture—not a typical nine-to-five office
employee. One of the core values at
Zappos is a willingness to embrace
change and drive change. We actually
want people who like to have fun and be
a little weird at times.”

For instance, office parades are a
common occurrence as well as a source
of competitive camaraderie between
departments. Recently Zappos software
engineers dressed like bugs, because as
Hsieh explained, their job is “to stamp
out bugs,” and paraded through the
offices handing out edible bug candies.

Not to be outdone, the next group of
parading associates led an Oktoberfest
celebration, complete with lederhosen
costumes, and sausage, pretzels and
root beer for all. 

“I want our employees to wake up
and feel like they are going to hang out
with friends, not going to work,”
explained Hsieh. “Working at
Zappos is a lifestyle not a job.
When people visit our offices, they
are always surprised at how
friendly everyone is and what a
fun atmosphere we have.”

The Zappos culture encourages
employees to spend time together out-
side of work. When he’s not in the
office, Hsieh is usually hanging out with
co-workers. He admitted that, although
there isn’t an agenda, usually half the
time is spent talking about Zappos. In
some circumstances, that could be con-
strued as borderline workaholic—but
given the focus on fun and the fact that
Hsieh loves the lifestyle, a better
description might be playaholic.

Perhaps the cultural commitment has
roots in what Hsieh described as the
best advice he has ever gotten: “Two or
three years ago, Robert Greenberg,
CEO of Skechers, told me the most
important thing in life is quality of
life—it’s not about the money. I try to
apply that philosophy to my personal
life as well as at Zappos.”

However, the fun-loving nature and a
personal commitment to remain humble
never obstruct Hsieh’s business acumen

or his dedicated work ethic. For exam-
ple, Zappos acquired 6pm.com, a Web
site with a product offering comparable
to Zappos but at discounted prices, in
September.

“We’ve found many customers don’t
buy from Zappos because they care
more about discounted prices than
superior customer service,” said Hsieh.
“At 6pm.com, shoppers can find end-of-
season product at lower prices.”

The two Web sites will be operated
completely separately, although 6pm.
com will serve as an outlet store for
merchandise that doesn’t sell on
Zappos.com. Additionally, the Zappos
distribution center (DC) in Shepherds-
ville, Ky., will manage inventory and
fulfillment for both Web sites.

In the world of e-commerce, the next
step for customer service, suggested
Hsieh, is for the retailer to help its cus-

tomers feel a personal, emotional con-
nection with the company. 

“That connection is hard to make
when it’s next to impossible to find a
phone number on most Web sites,” he
added.

The Zappos phone number is on the
top left corner of every page on its Web
site, because Hsieh explained, “We
don’t view the contact as an expense;
we view it as an investment. It’s a
branding opportunity for us and it gives
us the opportunity to deliver great cus-
tomer service in a very personal way.”

“Most call centers measure the aver-
age time of each phone call and the
emphasis is on how many customers
each representative can talk to in a day,
which translates to how quickly they
can get the customer off the phone.”

Zappos takes an entirely different
approach. “What we care about,” said
Hsieh, “is that our associate went above

and beyond the customer’s expecta-
tions. Calls may last an hour, and if a
customer is looking for a particular pair
of shoes that are out of stock, our asso-
ciates are trained to look at competitor
Web sites to find what the customer
wants. Yes, we don’t make a sale, but
we might develop a life-long relation-
ship with that customer.”

It seems to be working. On an aver-
age day, 75% of Zappos’ orders are
from repeat customers. Hsieh also noted
that Zappos has more than 6 million
customers, roughly 2% of the U.S. pop-
ulation.

“Getting the word out to the other
98% is a huge opportunity for us,” he
said. But advertising is not an integral
part of the plan. “Our strategy is to put
money back into the customer experi-
ence rather than invest a lot of money
in marketing. Services such as free

overnight shipping and operating the
warehouse 24/7 make this possible,
but it is expensive and certainly not
the most efficient way to run a ware-
house. However, most of our growth
is from repeat customers, and they do
our marketing for us.”

Hsieh plans to continue to grow the
business. Besides the recent addition of
apparel to its product mix, Zappos has
launched a number of Web sites that
build a sense of community and re-
inforce the focus on individual lifestyles.
Running.Zappos.com caters to the avid
runner’s lifestyle; Outdoor.Zappos.com
is geared to hikers and campers;
Couture.Zappos.com appeals to high-
end shoppers; and RideShop.Zappos.
com is for the skateboarding or surfing
enthusiast.

“In 10 years, I would like Zappos to
be a household name that people are
extremely excited about and equate to
excellent service,” declared Hsieh.
“We’ve received customer e-mails ask-
ing us to please manage the IRS or take
over an airline—we’re not planning on
that anytime soon, but we like that cus-
tomers perceive our brand to be about
service, not just shoes.” ■

—cgentry@chainstoreage.com
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Of the thousands of publicly
traded companies in the United

States, very few have CEOs under
the age of 35. Gymboree Corp. is
one of them. At 34, Matthew
McCauley is the youngest CEO in
the company’s 31-year history.
What role did his youth play in his
success?

“I don’t think it’s as much about
age as it is about personality,”
McCauley said. “It’s more of a will-
ingness to try new things, look at
things from a fresh perspective and
not accept the status quo. If there is
an advantage to being young in a
business like this, it is that you
don’t come into situations with a
‘been there, done that’ attitude.”

McCauley started out in retail
handling distribution at Payless
ShoeSource. From there, he went

Jefferson Pedersen has taken a
concept originally tested by

NASA—color-changing technolo-
gy—and helped develop it into a
$42 million retail business. But
the 31-year-old CEO gets his
biggest reward in the delight that
his merchandise—which changes
color in the sunlight—brings to
people of all ages.

“One of my favorite parts of this
business is the smile that comes
over a person’s face as they watch
one of our products change color,”
said Pedersen, president and CEO,
Del Sol, Sandy, Utah. “I call it our
‘wow guarantee.’”

Del Sol was founded in 1994
(Pedersen’s brother-in-law was
one of the co-founders) as a push-
cart mall operation. When Pedersen
joined, in 2000, it had five free-
standing stores.

to Gap Inc., where he
served in a variety of
positions.

In 2001, McCauley
joined Gymboree as
director of allocation.
One promotion follo-
wed the other in swift
succession, and in 2005,
he was named president.
In 2006, McCauley was
appointed CEO.

McCauley has been
at the forefront of
Gymboree’s growth
initiatives, the newest
being the value-orient-

ed Crazy 8 concept. At the same
time, he has concentrated the com-
pany’s focus strictly on its core
children’s product, shutting down
its Janeville women’s apparel
chain. His strategy seems to be
working: Gymboree’s sales hit
$247.6 million in the third quarter,
up 18% vs. last year. Same-store
sales were up 8%.

Friendly, open and enthusiastic,
McCauley routinely encourages
and seeks feedback from others in
the Gymboree organization.

“The thing that I really love
about my job is the ability to work
with a team of really creative peo-
ple who can rally around a vision
and achieve seemingly impossible
goals,” he said.

As to the attraction of retail,
McCauley says it harkens back to
his love of fixing things.

“In retail, there is always some-
thing to fix,” he explained, “and you
are able to see tangible results of
your efforts almost immediately.”

Outside of work, McCauley is a
devoted family man and father.

“My family and my church are
the most important things in my
life,” he said. “I spend a lot of time
wrestling with my kids, and I love
to go four-wheeling when I have a
bit of downtime.” ■
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Matthew McCauley
CEO and chairman
Gymboree Corp.
San Francisco
Annual sales: $791.6 million
Type of business: Children’s
apparel and accessories
Number of stores: 755 (587
Gymboree stores (557 in the
United States and 30 in Canada),
73 Gymboree Outlet stores, 86
Janie and Jack shops and 9 Crazy
8 stores)
Areas of operation: Nationwide
and Canada

Jefferson Pedersen
President and CEO
Del Sol
Sandy, Utah
Annual sales: $42 million 
(est., 2007)
Type of business: Manufacturer
and marketer of color-changing
products 
Number of stores: 100 
Areas of operation: United
States, Mexico and the
Caribbean 
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“I learned the retail side of
things in St. Martin, running the
Del Sol store there with my wife,”
he said. “Later on, I came back to
the States and was put over sales
and marketing.”

Young, enthusiastic and highly
energetic, Pedersen sensed the
company’s potential and set about
expanding its product line and
retail portfolio. In 2003, he bought
25% of the business and took over
as president (in 2006, he bought
out the majority share).

Today, Del Sol operates 100
stores, half of which are located
outside the United States, primari-
ly in cruise-ship ports in the
Caribbean and Mexico. Customers
can also buy goods on its Web site.

“Sunny tourist destinations are
our main target,” Pederson said.
“We are heavily promoted on
cruise ships.”

Stores average 1,000 sq. ft. and
sell privately branded apparel and
accessories, from nail polish to
board shorts and sweatshirts to
sunglasses. The products change
colors when exposed to sunlight
(the colors change back once in-
doors). The average store transac-
tion is around $40.

“About 50% of our sales are in
apparel,” Pedersen said. “We print
about 1.5 million shirts annually.”

Apart from 10 corporate-owned
locations, Del Sol stores are inde-
pendently owned. The company
has exclusive arrangements with
storeowners whereby they can sell
only its products and the company,
in turn, doesn’t sell to anyone else
in the market.

Del Sol expects to open 20 to 25
stores in 2008 (airport locations
are new to its real estate strategy).
Plus, the company will unveil an
interactive concept, Sol Kids, in
three locations.

“We think the market can sup-
port 300-plus Sol Kids,” Pedersen
added.

To date, all of Del Sol’s growth
has been funded organically.

“We could grow a lot faster—I
get about three to five calls a week
from private-equity companies
and venture capitalists wanting to
invest,” Pedersen said. “But I
think we’ve done things the smart
way in not giving up any control.
We may change that strategy, how-
ever, to grow Sol Kids.”

Pedersen credits the people in
his organization to his success.

“People make your business,”
he said. “Whenever I hire some-
one, I make sure of three things:
first, that I can trust them; second,
that they have a burning desire to
succeed; and third, that I enjoy
working with them.” ■

man, First Act. “But then I remem-
bered how much it cost to buy my first
guitar. I wanted to change the industry
by creating a new channel of distribu-
tion and put guitars into more hands.”

The company was founded with the
idea of developing affordable, but
high-quality guitars that would be
sold in places where people shop
everyday.

“I thought, ‘How many people
think about going to a guitar store to
buy a guitar on a daily basis?’ If you
put one in a place where they shop
everyday, the product gets so much
more exposure,” Chiu said.

The challenge, however, was that
big-box retailers were not all that
interested in carrying guitars. Some
had tried, but had little success. Chiu
rethought the company’s strategy and

launched a musical-
instrument line created
specifically for children.
The instruments were
designed to make learning
how to play fun, as
opposed to a chore.

“It took off right away,”
he said. “Customers loved
it and we created a new
category—and new rev-
enue opportunities—for
retailers. Because the
children’s line was a suc-
cess, it gave us the oppor-

tunity to go back to the retailers with
an adult line.”

In less than 10 years, First Act has
evolved into one of the nation’s lead-
ing manufacturers and marketers of

When Bernard Chiu sold his suc-
cessful home-appliance com-

pany Duracraft in 1999, he planned to
spend more time on the golf course
and with his family. But in 1998, he
was asked to take a leadership role in
a new musical-instrument company
that was just getting off the ground,
First Act.

“At first, I didn’t want to be a part
of it,” said Chiu, 51, CEO and chair-
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Bernard Chiu
Chairman and CEO
First Act 
Boston
Annual sales: $100 million
(2006)
Type of business: Manufacturer
and marketer of musical 
instruments
Number of stores: One 
Areas of operation: Global
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musical instruments, with a diversi-
fied product lineup that includes gui-
tars, drum sets, amplifiers, hand-per-
cussion instruments and related
accessories. Whether a person is a
beginner or a big-time rock star,
First Act can meet their needs. It
sells direct to consumers on its Web
site, and also supplies such chains as
Toys “R” Us, Target and Wal-Mart.
Its product offerings include begin-
ning instruments for children, band
instruments for school music pro-
grams and limited edition and cus-
tomized guitars.

In 2005, the company opened its
first freestanding location, First Act
Guitar Studio, in Boston. The store
celebrates the artistry of guitar mak-
ing and invites customers to play any
guitar that catches their eye. It in-
cludes a glass-enclosed space where
visitors can watch a craftsperson put
the finishing touches on a custom
guitar. It also offers guitar lessons and
live performances by major artists.

“It’s a concept store that serves as
a repository for people to come in and
test products,” Chiu said. “We use the
store to gather customer feedback for
product development.”

The Boston location, Chiu added,
is the first of 10 to 12 stores that the
company plans to open in major mar-
kets across the country.

“They will be living advertisements
that allow consumers to experience
our brand in a truly interactive way,”
he said.

Chiu, who grew up in Hong Kong
and moved to the Boston area in 1983,
hopes to continue to grow First Act.

“Our goal is to continue to make
great products and new categories for
retailers and consumers of all ages,
from babies to rock stars,” he said.

Chiu has left the days of retirement
behind, at least for now. But he still
makes time for his family and golf.

“It’s hard to find a balance between
work and play, but it’s important to
make time for everything you love,”
he said. ■

mile in making sure customers under-
stand how to use them.

“Customer service is our specialty,”
Barbat said. “We teach shoppers how to
use the products and check in with
them on a monthly basis.”

Wireless Toyz began franchising in
2001, and in 2002, started expanding
outside its Michigan home base. It’s
been growing at a steady clip ever
since. With approximately 200 stores
nationwide, Wireless Toyz still has
plenty of expansion potential. Barbat
hopes to take the company to 1,000
locations within the next five years.

“We want to be a strong brand in the
consumer’s mind,” he
added, “so that when
they think of cell phones,
they think Wireless Toyz
instead of, for example,
Sprint or Verizon. Be-
cause Wireless Toyz is
where they can get those
carriers.”

So what type of phone fits his
lifestyle?

“A BlackBerry Pearl,” Barbat said.
“It’s one of the best and most sleek
tools out there. It has all I need.”

Although his BlackBerry makes
work that much more accessible,
Barbat said he’s learning how to shut it
off.

“My wife is helping me with that,”
he said, adding that he has two young
daughters at home. “If you don’t have
balance in your life, you won’t be as
productive.” ■

Joe Barbat owes much of his success
to Blockbuster’s national expansion.

Barbat was working at one of his
father’s seven video stores when the
big chain rolled into his small Michigan
town.

“Within 30 days, we felt the pain that
comes when a national retailer comes
into town,” said Barbat, 31, said. “It
really impacted us. I had to quickly fig-
ure out a way that we could different-
iate ourselves in the market.”

The year was 1995 and pagers and
beepers were becoming a hot commod-
ity. 

“I had just bought a paging device

and found it really fascinating,” Barbat
said. “So I decided to buy some and put
them up for sale in the store. A week
later, we ran out of inventory.”

Under his direction, the video store
where Barbat worked evolved into a
mobile-communications destination
under the new banner of Wireless Toyz.
More stores followed. As cellular serv-
ices expanded, Barbat helped pioneer
the concept of offering wireless com-
munications from multiple carriers,
both national and regional providers,
under one roof. Today, it offers one-stop
shopping not only for cellular-phone
service, equipment and accessories, but
also for satellite TV and radio offerings.

“We are committed to connecting
customers through any and every wire-
less device,” Barbat said. “If they can
hold it in their hand, clip it on their ear
or watch it on screen, Wireless Toyz is
the place to purchase it.”

More than just selling high-tech
devices, Wireless Toyz goes the extra
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Joe Barbat
Founder and CEO
Wireless Toyz
Farmington Hills, Mich.
Annual sales: $69.7 million
(est.)
Type of business: Wireless-
communications services and
equipment
Number of stores: 200
(includes franchised locations
and 22 corporate owned)
Areas of operation: 24 states
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Jason Araghi has lived an internation-
al lifestyle, so it’s somewhat fitting

that he and his brother Jon now run a
company with locations around the
world. 

“By the end of 2007, we should
have 60 international locations, which
includes about 20 in Iraq,” said Jason
Araghi, 43, president and CEO, Green
Beans Coffee Co., Larkspur, Calif.,
which operates coffee cafes on U.S.
military bases throughout the Middle
East, Southwest Asia and Africa. 

Jason, a chiropractor by training, got
into the coffee business by accident. He
moved to Riyadh, Saudi Arabia, after
being recruited to open a large chiro-
practor and sports clinic in the Gulf
City. Personal injuries brought an end
to his chiropractic career, and he was
managing the business aspects of the
clinic when a former patient—a prin-
cess—presented him with a new oppor-
tunity: the chance to open a cafe in her
new furniture showroom. 

Joined by his younger brother, Jon,
also a chiropractor but with a long-
standing interest in the coffee business,

the two men opened a Seattle-
styled coffeehouse in Riyadh. U.S.
military personnel from a nearby
base became regular customers.

“We entered into discussion
with the military to open a cafe on
site at the base, so that soldiers
wouldn’t have to drive 45 minutes
for a good American cup of cof-
fee,” Jason said.

Within a few months, Jason
and Jon opened the first Green
Beans cafe, at Eskan Village, in
Saudi Arabia. 

The concept was an immediate
hit, providing far-flung military person-
nel with a taste of home and a place
where they could relax. More locations
followed, with the business growing in
tandem with the footprint of the U.S.
military. The company now serves
thousands of soldiers a day, from the
Horn of Africa to Central Asia, in dif-
ferent branches of the service. 

The overwhelming majority of
Green Beans outposts are not tradition-
al bricks-and-mortar facilities. Instead,
the company has a self-contained unit,
similar to a shipping container, which it
can drop into even the most remote
locations.

“It’s good to go—all you have to do
is plug in the water and power,” Jason
explained. “It is basically a 44-ft. trailer
container that is totally redone inside,
with tile, marble countertops, tables
and chairs.”  

Wherever they open, the cafes
always generate the same positive re-
action,

“Some soldiers have said that Green
Beans is the best part of their tour,”
Jason said. 

In March 2007, Green Beans opened
its first location stateside, in Vacaville,
Calif., near Travis Air Force Base.
Several others followed. Unlike the
overseas cafes, the U.S. locations are
open to the general public.

“As we expand domestically,” Jason
said, “our biggest challenge will be to
grow brand awareness. Unlike military
personnel, the general public is not
familiar with our brand.”

While Jason oversees the company
from its California headquarters, his
brother Jon is based in London and is
very involved in international opera-
tions. Looking back on his career to
date, Jon, 37, said the top lesson he has
learned throughout all of his experi-
ences with Green Beans is that “the
U.S. soldier is the best customer in the
world.”  

Jason and Jon have made it a priority
to give back to their customers. A por-
tion of the gross sales of all Green
Beans locations is donated to charities
that support the U.S. military and their
families. ■

Jason Araghi 
President and CEO, above, left

Jon Araghi 
VP, above, right

Green Beans Coffee Co.
Larkspur, Calif.
Annual sales: $20 million (2006)
Type of business: Coffee cafes
Number of stores: 65
Areas of operation: Global 
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Tom Campion
Founder and Chairman
Zumiez, Inc.
Everett,Wash.
Annual sales: $298.2 million
(2007)
Type of business: Retailer of
snow, surf and skate products
for young men
Number of stores: 280+ stores
Areas of operation: 27 states

Tom Campion, 59, is all about hav-
ing fun. The founder and chairman

of Zumiez zooms through each day,
enjoying the moment and reveling in
the frenetic pace of running a hot retail
concept. In fact, he says that to be a suc-
cessful entrepreneur, the pace and the
risk should be part of the draw.

“You’ve got to be able to ask your-
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self [before launching an entrepreneur-
ial venture], ‘Can I handle the stress of
risk?’” said Campion. “It’s not for
everybody. That’s why such a small
percentage of people do it.”

Campion knew from a young age
that he would be part of the percentage
who do it. He went to J.C. Penney in
1970, right from college, and worked
for the department store chain for nine
years before launching Above the Belt
in 1978.

He and co-founder Gary Haakenson,
(who today is mayor of Edmonds,
Wash., and no longer plays an active
role in the company), both graduates of
Seattle University and both former
Penney employees, opened the first
Above the Belt store in Northgate Mall
in Seattle, selling apparel that catered to
young men and women. In the late
1980s, recognizing an opportunity in
the extreme sports-apparel category,
Campion modified the model and, in
1997, changed the name to Zumiez to
reflect the new direction. Although the
metamorphosis of the brand occurred
no less quickly than many retail con-
cepts, Campion still wishes, looking
back, that he’d pushed the envelope a
little faster.

“If I could have done anything dif-
ferently along the way, I’d probably
have grown a little faster at the begin-
ning,” he said. “There were two of us in
it at the start, and interest rates were
really high. It was late ’70s, early
’80s—a very different time than
today—and I would have been more
aggressive with the amount of product
in stores and I would have been more
on trend with younger fashions.”

In May 2005, Campion took Zumiez
public, making enough of a splash with
the offering to be labeled as one of
2005’s hottest IPOs. The successful
public launch, coupled with consistent
profitability and rapid sales growth, is
allowing Zumiez—still mall-based—to
speed its expansion across the country,
selling clothing, shoes, accessories and
gear to 12-to-24-year-olds who enjoy
action sports such as snowboarding,
skateboarding and surfing.

The acquisition of the 19-store Fast
Forward chain in May 2006 gave
Campion a desired stronghold in the
smaller competitor’s home state of
Texas—and all of those Fast Forward
stores have since been converted to the
Zumiez banner. Today, Campion and
his team are focused on continued
growth—and the chain’s leader still
hasn’t tired of the stress that comes
with growing and managing his own
business.

“I love the risk,” he said. “I love
multi-tasking, I love everything about
retail.”  ■

When Shau-wai Lam, 66, joined
Dah Chong Hong Trading Corp.

(DCH), his initial assignments were in
international trade. But he found his
true calling when the company ven-
tured into automobile retailing. He
helped establish the company’s first
dealership, DCH Paramus Honda in
1977, in New Jersey.

A couple of years later, Lam was
sent to Los Angeles, where he was
responsible for the start-up of two ad-
ditional dealerships under his supervi-
sion. Both locations became the top
national-ranking dealerships of their

Shau-wai Lam
Chairman
DCH Auto Group
South Amboy, N.J.
Annual sales: $2 billion 
(2007 est.)
Type of business: Auto 
dealerships
Number of stores: 32
Areas of operation: California,
Connecticut, New Jersey and
New York

respective franchises.
After his appointment as president of

DCH Auto Group in 1988, Lam led the
company’s expansion. In 1992, he was
appointed chairman. Today, with 32
dealerships in California, Connecticut,
New Jersey and New York, DCH is one
of the largest auto-dealer groups in
the country. The company’s sales are
expected to exceed $2 billion this year.
Lam credits the company’s success to
an unflagging emphasis on ensuring
that customer satisfaction takes top
priority at every DCH dealership.

“I am fortunate to have the support
of many capable and loyal colleagues
who are dedicated to our mission: to be
an innovative industrial leader totally
committed to customer satisfaction,
employee satisfaction, integrity and
teamwork,” he said.

Under Lam’s leadership, DCH has
earned a reputation as a company that
believes the best way to do business is
to behave with honesty, integrity and
with the highest ethical standards. He
takes pride in the fact that DCH deal-
erships have received more J.D. Power
and Associates Dealer of Excellence
Awards than any other dealership
group in the nation. His advice to
those who are just starting out in busi-
ness reflects his own high moral stan-
dards.

“Behave with honesty and the high-
est ethical standard and always do the
right thing,” Lam said. “Put the team’s
interest ahead of one’s own interest. Be
humble and be respectful to others.”

Lam, a vice chairman of the U.S.-
Chinese Chamber of Commerce, is a
strong believer in giving back to the
community. He and his wife of 39
years, Marie, are very active in support-
ing organizations that provide commu-
nity, health, educational and cultural
services. They have two children, one
of whom has followed his father into
auto retailing.

“My son has been learning the busi-
ness from the ground up.” Lam said.
“He is now a service manager at one of
our dealerships and is passionate about
the business.” ■
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Tom Dickson is an unlikely candi-
date to be a viral marketing super-

star, but that’s exactly what he has
become. And in so doing, he has trans-
formed his formerly little-known blen-
der company, Blendtec, into a national
phenomenon.

It all started in November 2006,
when Dickson, at the urging of his mar-
keting director, starred in a series of
quirky videos that featured him in a
lab coat asking, “Will it blend? That is
the question.” The clips, which were
posted on the popular online video site
YouTube, showed Dickson testing the
strength of his product by blending
an array of unorthodox objects—from

Happy Meals to the handle of a rake.
“No one knew the Blendtec name

and we wanted to change that,” said
Dickson, CEO, Blendtec, Orem, Utah.

Until the videos broke, Blendtec was
known primarily as a manufacturer of
commercial heavy-duty blenders and
dispensers, whose products were used
in coffee shops, juice bars and restau-
rants worldwide. The company decided
to go online to promote its consumer
product line, available via its Web site
and retail stores.

While some entrepreneurs set out
to build a better mousetrap, Bob

Shearer and his brother decided they
could build a better potato chip. That
was 34 years ago, when fresh out of
college and working in their father’s
grocery business, they purchased a dis-
tributorship that delivered Wise-brand
chips.

It was a trial-and-error learning
process in the early days; neither broth-

It succeeded beyond its wildest
expectations. To date, the Blendtec in-
fomercials have been viewed more
than 60 million times, on both
YouTube and the company’s own
video site, WillItBlend.com, which
now features a “Will It Blend?” blog.
The videos helped get Dickson invita-
tions to appear on “The Today Show”
and "The Tonight Show with Jay
Leno.” Blendtec now sells “Will It
Blend?” merchandise, including a
spoof shirt with the slogan “Tom
Dickson Is My Homeboy.” Most
importantly, the viral campaign gave a
jolt to consumer sales, which have
skyrocketed during the past year. 

“We took creative risks to
boost brand awareness and
the outcome was very suc-
cessful,” Dickson said.
Blendtec continues to add
new clips on a regular basis.

The YouTube campaign
reflects the 61-year-old
San Francisco native’s
philosophy: “Never give
up.” Throughout his child-
hood, he struggled with
dyslexia and was told he
would never make it to
college. But Dickson kept
his nose to the grindstone,

and honed his talent for putting
things together. In high school, he
manufactured motorcycle parts in shop
class and sold them to a local auto
store. He kept at it for years, using the
money he earned to put himself
through college. In 1971, he graduated
from Brigham Young University, with
a degree in engineering.

After graduation, he went to work at
a pharmaceutical company, where he
developed a motion-sickness patch.
From there, he went on to invent a grain
mill that revolutionized the way home-
makers mill wheat into flour. That
invention proved the foundation for the
company that would become Blendtec.

“I’ve learned over the years that you
can’t give up, you have to love what
you do and you have to have fun with
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Tom Dickson
Blendtec 
Orem, Utah
Annual sales: Approximately
$40 million
Type of business: Manufactures
and sells blenders and 
dispensers 
Area of operation: Worldwide

Robert J. Shearer
Co-founder and CEO
Shearer’s Foods
Brewster, Ohio
Annual sales: $150 million
Type of business: Manufacturer,
distributor and retailer of snack
foods
Number of stores: One factory
outlet 
Area of operation: Nationwide

it,” Dickson said, adding that he fuses
this mentality into all areas of his com-
pany’s culture. “We strive to make the
office a fun place to be for all of our
employees.”

Dickson’s new-found celebrity status
has not gone to his head (people line up
to get his autograph at trade shows). He
still is most comfortable when he is
designing, engineering and developing
new products. He loves to work with his
hands, and, in his free time, spends
hours remodeling cars.

But above all else, Dickson is a
family man. He keeps plenty busy with
his 11 children and 27 grandchildren. ■

Shearer’s CEO Robert J. Shearer,
pictured with his wife, Melissa.
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er had any real knowledge about what
went into the making of a potato chip. 

“We thought potato chips were made
from basic table-stock potatoes,”
Shearer, 56, said. “Fortunately, we
learned early on that you needed chip-
ping-stock potatoes.” 

Their first objective was quite sim-
ple: create a potato chip that they
liked to eat. When they began exper-
imenting with kettle-cooked chips,
they gave every employee five cases
of chips to take home each week to
sample and share with neighbors. “I
knew we had a winner when I got a
call from a woman in Florida telling
me how much her family loved our
chips,” Shearer recalled. “We had not
distributed chips anywhere at that
point so I asked how she managed to
try them. She and her family were
visiting relatives in Ohio, who just
happened to live next door to one of
our employees. They ate a case of
our chips on the drive from Ohio to
Florida and were hooked.”

With annual sales topping $150
million last year, people around the
country have gotten hooked on
Shearer’s snacks, which have expand-
ed to include popcorn, pretzels and
tortilla chips, as well as numerous fla-
vors of their signature kettle-cooked
potato chips. 

When the Brewster, Ohio-based
company started, there were two ket-
tles churning out 250 lbs. of chips on a
busy day. Today, the company makes
20,000 lbs. of chips hourly and has two
manufacturing plants, four distribution
centers and approximately 700 em-
ployees. 

“I didn’t think about it at the time,
but we were building the culture of the
company at the same time that we were
developing chips and growing the busi-
ness,” Shearer said. “I was focused on
the vision, passion and commitment to
create quality products and hire quality
people. We’ve been blessed with great
people and several of them have been
here for more than 30 years, including
some of our current managers who

started with us 34 years ago.” 
The company also has a “sharing

and caring” committee that works with
fund-raisers and charities to benefit
employees in need as well as the local
community. ■

Edmonson observed a gap in the mar-
ket for a positioning system (for
recreational use) that could benefit
from the rapid advances in wireless
technology, the Internet, GPS and
handheld devices. The company pre-
viously developed a GPS system for

golf carts, then leveraged
this experience and, under
Edmonson’s direction, cre-
ated the SkyCaddie, a per-
sonal GPS system about the
size of a cell phone, for use
by golfers on any course in
the world. Heralded as the
world’s first digital golf
caddie, the hand-held Sky-
Caddie measures distance
on a golf course using the
same global-positioning
system used by the U.S.
military. It was the inven-

tion of this device that Edmonson
feels was key to the company’s suc-
cess.

“Leveraging our core competen-
cies in the expected convergence of
wireless devices, GPS and the
Internet, my partners and I developed
a solution to answer one of the oldest
and most common questions in the
popular game of golf: ‘How far?’” he
said. “By being first in the market, we
established our brand and built a bar-
rier to entry against competition with
a proprietary database of golf-course
maps. We were also fortunate to have
selected a receptive consumer market
of 50 million golfers who seek ways
to improve their game.”

Summarizing his, and his compa-
ny’s, success, Edmonson said, “Inno-
vation, speed to market, branding,
creating barriers to competitive entry
and commitment to quality have made
our company No. 1 in its category.”

SkyHawke Technologies has no
bricks-and-mortar stores; its products
are sold via resellers and through its
own Web site. The signature prod-
uct—SkyCaddie—is used on more
than 16,000 golf courses in 45 coun-
tries around the world. ■

Richard Edmonson, 61, would
offer the following advice to bud-

ding entrepreneurs: Beware potential
potholes. “Before committing to an
entrepreneurial endeavor,” cautioned
the CEO of Ridgeland, Miss.-based
engineering company SkyHawke
Technologies, “one would need to
understand that rewards come with
high risks. In that regard, entrepre-
neurs should make a realistic assess-
ment of their applicable competencies
and their commitment to a long road
of potholes and blowouts.”

While Edmonson, like most suc-
cessful entrepreneurs, has likely skirt-
ed a few potholes along the path to
success, he has clearly found firm
ground in the development of innova-
tive positioning systems that enhance
the golfing experience. CEO of
SkyHawke Technologies since 1998,

Richard Edmonson
CEO
SkyHawke Technologies
Ridgeland, Miss.
Annual sales: Not available
Type of business: Manufacturer
and online retailer of positioning 
systems for recreational use;
hallmark product: SkyGolf Sky-
Caddie, a rangefinder for golfers.
Areas of operation: 45 countries
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Like any avid oenophile recalling his
first sip of wine, Jim Bernau has

clear memories of the night his father
opened the family’s first bottle of wine
and predicted that one day “Oregon
would be covered with fields of
grapes.” What the senior Bernau could
never have anticipated was that his son
would be at the forefront of transform-
ing their home state into a world-class
producer of fine wines. 

At the early age of 10, Bernau and
his older brother began experimenting
with wine making, albeit the fermen-
tation of frozen grape juice snatched
from the family freezer left much to
be desired. During his college years at
Oxford University, Bernau developed
more refined tastes, gravitating to rich
burgundies that became inspiration
for the pinot noir his Willamette
Valley Vineyards has become re-
nowned for. 

“Our pinot noir was the first wine in
the United States to receive permission
from the federal government to list
resveratrol, the antioxidant that aids in
cardiovascular health, on the label,”
said Bernau, who credits the powerful

in nature, and always has been.
“Houchens Industries is a company

composed of entrepreneurs,” Gipson
said. Founded as BG Wholesale in
1918 by a teenage entrepreneur named
Ervin Houchens, the company to-
day is a diversified conglomerate of
store brands, including Food Giant,
IGA, Piggly Wiggly and, of course,
Houchens.

“As companies continue to fold into
Houchens Industries, the people, their
spirit and entrepreneurial drive are what
help set us apart from a typical single-
interest organization,” Gipson noted. 

When asked what or who has most
influenced his personal and profes-

Entrepreneurialism is in the DNA
of Jimmie Gipson and of the

company he runs. The 66-year-old
chairman and CEO of supermarket-
operator Houchens Industries—
which says it is the largest 100%
employee-owned company in the
United States—is quick to say that his
entire organization is entrepreneurial

antioxidants inherent to pinot noir with
keeping him younger than his 54 years.

In his passion to become a wine-
maker, Bernau realized it would take
a village to build the vineyard he
dreamed of. He began purchasing land
for his vineyard in 1983, but worked
full-time as the director of a small-busi-
ness association and spent every spare
moment tending grape vines and enlist-
ing investors.

In 1989, the company garnered 841
shareholders through its first public
offering. After two subsequent offer-
ings, the company raised approximate-
ly $5.5 million. 

Bernau, who also worked as a lobby-
ist to further the development of the
wine industry in the Pacific Northwest,
has spent the majority of his career
working closely with government offi-
cials. 

“There are advantages in being com-
fortable with government processes and
my years as a lobbyist have served the
business well,” he noted. “For instance,
I wrote the first laws for interstate ship-
ment of wines never suspecting that one
day my vineyard would be shipping
wine around the country.” 

His advice to other entrepreneurs:
“When you are building an industry,
realize how important it is to work
closely with lawmakers to establish the
right conditions under which the indus-
try can be grown.”

Today, his company also owns a
wine-distribution company and sells
direct to consumers via online and
phone orders. The once-small vineyard
has grown to encompass more than 500
acres, approximately half company-
owned and half leased, with annual
sales totaling $15 million. ■

James (Jimmie) Gipson
Chairman and CEO
Houchens Industries
Bowling Green, Ky.
Annual sales: $2 billion-plus
(est.)
Type of business: Supermarket
retailer
Number of stores: Operates 150
stores under the Houchens, Food
Giant, IGA, Piggly Wiggly and Mad
Butcher banners; 220+ Save-A-
Lot stores; 40 convenience stores
under various banners; and 23
tobacco shops, plus other non-
retail businesses
Areas of operation: Nationwide
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Houchens chairman and CEO
Jimmie Gipson, far right, is
greeted by Western Kentucky
football coach,David Elson,
far left,after the naming 
of Houchens Industries-
L.T.Smith Stadium.

Houchens chairman and CEO
Jimmie Gipson, far right, is
greeted by Western Kentucky
football coach,David Elson,
far left,after the naming 
of Houchens Industries-
L.T.Smith Stadium.

James W. Bernau
Founder and CEO,
Willamette Valley Vineyards
Turner, Ore.
Annual sales: $15 million
Type of business: Vineyard,
distributor and retailer of fine
wines
Areas of operation: Nationwide
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sional philosophies, he said, “When
you spend your days surrounded by
these types [entrepreneurs] of peo-
ple, it is difficult to determine any
single personality or trait that had an
influence greater than or less than
another. It is the collection of all of
those qualities that have made the
difference.”

Founder Ervin Houchens retired
from the company in September
1983, at the age of 85, and handed
the reins to nephew Ruel, already a
40-year Houchens veteran. In 1993,
Jimmie Gipson, a 30-year employ-
ee, succeeded Ruel Houchens,
marking the first time in the compa-
ny’s history that someone outside
the family held the top leadership
position. Gipson was instrumental
in charting a course of diversifica-
tion, facilitating the Employee
Stock Ownership Plan (ESOP) that
made the Houchens employees
stockholders in the company, and
leading the way in key acquisitions
and rollouts.

Of his many accomplishments,
Gipson is perhaps most proud of the
role he has played in strengthening his
college alma mater, Western Kentucky
University  (WKU) in his hometown of
Bowling Green. This year, Houchens
Industries made a $5 million gift to
WKU to enhance an expansion and
renovation project for the university’s
football stadium. 

“Very early on, Western Kentucky
University was a part of my life experi-
ence,” said Gipson of the significant
contribution. “Growing up in the area,
and as a graduate of WKU, I became
aware of the value that a university can
have on its community, and how impor-
tant it was for the community to recip-
rocate.

“Strengthening the university
through whatever support Houchens
Industries can offer as a corporate citi-
zen leads to a stronger geographic
region both economically and socially,”
he added, “and should ultimately lead
to a stronger pool of talent for everyone
to pull from.” ■

much a part in the chain’s suc-
cess as efficiency and scalability.
“Knowing our business and knowing
our customers has consistently been
important,” he said. “And listening to
good advice has served us well.” Some
of the best advice came from the
founder, their father Victor Sorbaro.

“My father always said that buying
real estate was the best thing anyone can
do because you can walk on it and touch
it, and it always goes up in value,”
Sorbaro said. “Buying our locations as
opposed to leasing them has proven to
be a very beneficial strategy for us.” ■

Brothers David and Stephen Sorbaro,
44 and 46 respectively, haven’t

once touched the brakes since their par-
ents Marion and Victor Sorbaro handed
them the keys to their now 44-year-old
company in the late 1980s. In fact, the
pair has increased the store count of the
retail and wholesale tire operation from
11 to 58 and has strategically spread the
chain’s regional reach. Modern Tire
Dealer ranks Mavis Discount Tire as
the 12th largest independent tire-store
chain in the United States.

The Sorbaros’ efforts haven’t gone
unnoticed. Ernst & Young presented its
Entrepreneur of the Year 2007 award
for the metropolitan New York area to
the Sorbaro brothers in the “Turn-
around” category.

Success, says David Sorbaro, has
come from a focus on the fundamentals.
“I think the two keys to our success
have been, first and foremost, keeping
everything simple and scalable, so that
stores could easily be added,” he said.
“And, second, our success has come
from creating as many efficiencies as
possible—through electronic systems
and logistics.”

But the younger Sorbaro is quick to
say that the human factor played as

When Dave Dreiling graduated
from Kansas State University in

1989 with a degree in marketing, he and
a partner went into business together
selling customized imprinted sweat-
shirts, T-shirts and other logo’d apparel
to fraternities and sororities. They called
their company “It’s Greek To Me,” and
to distinguish themselves in the market-
place, they made house calls, giving
potential customers the chance to try on
and buy products on the spot.

“When I first started this business,
many people—including five banks—
thought it would fail,” said Dreiling, 40.
“But I was just too bullheaded to listen,
so I went and did it anyway.”

Luckily for him, he didn’t take the
naysayers’ advice. Dreiling stayed with
the fledgling business, buying out his
partner in 1991. He also expanded its
reach to include the high-school market,
where he found a receptive audience.
By eliminating the middleman, Dreiling
was able to offer customized jackets and
the like to high-school groups at a value
price. The business, which evolved into
GTM Sportswear, hasn’t stopped grow-
ing since.

Today, about 85% of GTM’s busi-
ness comes via its custom division,
which sells imprinted sportswear to
athletic teams, booster clubs, cheer/
gymnastic squads and other athletic
groups. The company also operates
“The K-State Super Store” and “Cats
Closet,” the retail arm of the Kansas
State Athletic Department.

David Sorbaro, left,

Stephen Sorbaro, right

Co-owners
Mavis Discount Tire
Mount Kisco, N.Y.
Annual sales: $100 million-plus
Type of business: Tire retailer
Number of stores: 58
Areas of operation: Primarily
southeast New York 
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Dreiling, who grew up in the retail
business (his family owned a small spe-
cialty apparel chain in Kansas) felt the
entrepreneurial pull at a young age. Al-
ways industrious, he bought a limousine
while in college and started a car service.

In addition to running GTM Sports-
wear, Dreiling is the founder of and
majority investor in “Hungry Cats,” a
group that operates five Quiznos stores
in several markets. He also has acquired
the Kansas franchise for Growth Coach,
a home-based, business-to-business
coaching system.

How does he find the time for every-
thing?

“In order to balance all of my busi-
nesses, I make sure I stay very efficient
at work,” Dreiling said. “I focus a lot of
my time around putting the right man-
agement in place.”

Dreiling said he’s learned over the
years not to make a business deal based
on the deal alone.

“I don’t care how good the deal
looks,” he explained, “if it’s not with
someone I trust and if it’s not with
someone I want to spend time with, I
don’t want to do it. It all comes back to
people.”

At the end of the day, Dreiling enjoys
spending time with the people that mat-
ter most to him: his wife Kristen and
their two children, Tyler, 14, and
Morgan, 12. ■

types. In 1984, he popped them in
the back seat of his truck and called
on guitar dealers along the East
Coast.

He was able to launch his com-
pany a year later, after he secured
enough orders to fund his venture. 

In 1986, Smith contacted Gibson
Guitar Corp. pioneer and former
company president Ted McCarty,
who was known for creating the
famous Flying V guitar, and looked
to him as a mentor.

“Ted was an extremely influential
person in my career,” Smith said.
“My advice to aspiring entrepre-
neurs is to find a teacher and glue
yourself to them. You can learn so
much from someone who has gone
through it all before.” 

His collaboration with McCarty
eventually gave rise to various inno-
vative modifications, some of which
have become standard to PRS guitar
models. The Private Stock collec-
tion, PRS’ most high-end line of
guitars, are made utilizing a vast
range of exotic materials including
various stones, elaborately figured
tone woods and intricate shells for
inlays.

Now, the company makes more
than 15,000 guitars each year. Al-
though consumers can’t purchase
guitars online, the site does sell gui-
tar accessories. Looking forward,
Smith hopes to double the company
size within the next three to five
years.

“I really believe in the power of
following your dreams, even through
the hardest of times,” Smith said. He
said he is inspired by those who
never give up—from civil-rights
pioneer Abraham Lincoln to Olym-
pic Gold gymnast Kerri Strug, who
clinched the world title in 1996
while competing on a broken ankle. 

Although he no longer has time to
work on guitars every day, his pas-
sion to build them never wavers. In
his free time, Smith said he loves to
fish and spend time his wife, three
children and two stepchildren. ■

To say that Paul Reed Smith is
passionate about guitars would

be an understatement. Smith, a
native of Bowie, Md., began making
guitars in the attic of his childhood
home, while attending St. Mary’s
College of Maryland as a math
major. He built his first one as a
challenge to a music professor for
some credits. He ended up earning
an “A.” 

“I always knew that this is what I
wanted to do with my life—I just
had to figure out a way to do it,”
Smith, 51, said.

He left college after his sopho-
more year to chase his dreams of
starting his own guitar business. 

“It was obvious that I couldn’t
make a living by selling one guitar at
a time,” Smith said. “I had to go to
market with more guitars, change
my lifestyle or be very poor.”

Refusing to settle, Smith decided
to hang outside local concert venues
to make friends with roadies. He
started snagging backstage passes
and peddling his guitars to rock
stars. After getting orders for more
than 50 guitars, he built two proto-

David Dreiling
President 
GTM Sportswear
Manhattan, Kan.
Annual sales: $28 million
Type of business: Direct 
marketer of customized logo
jackets, uniforms and sportswear
Areas of operation: Nationwide
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Paul Reed Smith
Founder, managing general
partner 
Paul Reed Smith Guitars (PRS
Guitars)
Stevensville, Md.
Annual sales: $30 million-plus 
Type of business: Manufacturer
and online marketer of guitars
Areas of operation: Worldwide.
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An extensive background in textiles
combined with an inventive mind

helped Craig Rubin revolutionize the
fabric industry. The 63-year-old busi-
nessman is the co-founder of Crypton,
best known for its specially engineered
fabric system. Featuring a fully integrat-
ed moisture barrier and available in a
multitude of color and style options,
Crypton Super Fabric is one of the most
specified upholstery fabrics in the
health-care and hospitality markets. 

Prior to starting the business, Rubin
sold textiles in the contract world for
some 30 years. He understood the mar-
ket and also knew what it lacked: a fab-
ric that was resistant to moisture, stain
and bacteria, yet soft, breathable and
comfortable. 

“After seeing a display of disposable
undergarments for adults in a drug store
I had an epiphany,” Rubin said. “That’s
what I wanted to do with a fabric.”

He called the manufacturer, which
was none too eager to share its secrets
with him. Rubin spent the next several
years working on his own formula. He
also got married. After extensive re-
search, he and his wife, Randy, quit
their jobs to devote themselves full-time
to the pursuit, assembling a top-notch
research and development team. 

Working in the basement of his
home, Rubin and his team developed
the Crypton Super Fabric formula, estab-

lishing the company in 1993. 
“For the first couple of years, my

wife and I literally lived on the road. But
if you want to be successful, you have to
believe in what you are doing and be
willing to take a risk,” Rubin said.

Crypton was founded strictly as a
licensing and branding company. Its
business model changed in 2002 when
it started manufacturing its product
itself.

The majority of Crypton’s revenue is
generated through licensing and manu-
facturing. The company works with 11
licensed mills and more than 40 distrib-
utors that sell Crypton Super Fabrics to
architects and consumers. Its patented
technology is engineered into every
fiber, making it permanently stain, liq-
uid, mold, bacterial and odor resistant.

Rubin is always on the lookout for

ways to expand Crypton. Its offerings
now include car coverings, a disinfec-
tant and deodorizer, cleaner, a line of pet
products, accessories and items that it
sells direct to consumers via its Web site.

As the sole owners of Crypton,
Rubin and his wife run the company
together. She is responsible for market-
ing, branding and legal.

“We don’t step on each other’s toes,
which is how we’re able to work so well
together,” Rubin said. ■

sells them—and he doesn’t have bricks-
and-mortar stores. Rainbow sandals are
sold in retail stores  nationwide and via
the company’s Web site. In 2006, the
company generated about $40 million in
sales and projects an estimated $50 mil-
lion this year. New products are expect-
ed to pump sales—besides selling
sheepskin boots, Longley has intro-
duced crystal-imbedded sandals geared
toward the female shopper. The new
bling-themed footwear retails for about
$80, while more basic thongs with col-
ored leather retail for $44 to $48. Ac-
cording to Rainbow Sandals’ founder,
the company isn’t abandoning its roots,
but is playing around with some unique
concepts to keep the brand current. ■

When Jay Longley turned 30, he
had $200 in his savings account

and an idea in his head. The combina-
tion turned out to be quite lucrative.
Today, at age 63, Longley is the well-
heeled CEO of a California company
called Rainbow Sandals, one of the top
three best-selling brands of sandals in
the United States.

The surfer/hang-glider/skier/biker/
snowboarder-turned-entrepreneur made
his first pair of sandals in 1974, empty-
ing his savings account to buy three
sheets of leather. Friends helped him
obtain glue and rubber and webbing,
and Longley’s first pair of sandals was
something unique: a sandal that molds
to the wearer’s foot without wearing out
or breaking.

For the first year, Longley’s Laguna
Canyon Road garage was his workshop.
He made six pairs of sandals a day, un-
til a fellow surfer and retail shop owner
put in an order for 100 pairs. In 1975,
Longley left his garage and set up shop
in San Clemente, where Rainbow San-
dals are still handmade.

While the surfer footwear hardly
became an overnight sensation—it
wasn’t until 1999 that Rainbow Sandals
evolved from a local favorite to a main-
stream trend—the company continued
to grow over the decades. Part of what
gave the company such staying power
was the longevity of its product. “They
last so long,” said Longley of his san-
dals. In fact, to celebrate the brand’s
quality and long lifespan, Longley
frames and hangs 20-year-old Rainbow
sandals people have sent back to him to
prove how long they’ve lasted.

Longley doesn’t advertise his sand-
als—he said word-of-mouth is what

Jay R. Longley, Jr.
Founder and CEO
Rainbow Sandals
San Clemente, Calif.
Annual sales: $50 million (est.
2007)
Type of business: Manufacturer
of men’s and women’s leather
sandals
Areas of operation: Nationwide

Craig Rubin
Co-founder
Crypton 
West Bloomfield, Mich.
Annual revenue: Approximately
$25 million to $29 million 
Type of business: Manufacturer/
licenser of fabric system; also
sells related product on Internet  
Areas of operation: Nationwide
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When Mark Loberg walked out on
a six-figure income and a 20-year

career in one of the nation’s top auto
dealerships in 1999, he had no idea of
what he was going to do next. He knew
only that he wanted to work for himself.

“I was very frustrated working for
other people,” Loberg, 45, said. “It was
time for a change.”

It didn’t take Loberg very long to
find his niche. He signed on with a com-
pany that was looking for distributors for
a high-quality floor coating for residen-
tial garages, charging the initial supply
of materials to his credit card and adding
ready-to-assemble cabinets to his stock.
Six months after leaving the dealership,
Loberg launched PremierGarage.

“The offering was unique in that no
one else was selling both components—
the coating and cabinets—as a package,”
he explained. “Also, it was geared to
more affluent customers.”

From a one-person startup, Premier-
Garage has evolved in just under nine
years into the largest provider of garage
enhancement in North America, with 86
franchisees in 38 states and three
Canadian provinces. It has 122,000-sq.-
ft. of manufacturing and distribution
space and offers a menu of options, from
innovative floor-coating systems to inte-
grated cabinetry and organizers to

Jack Dalrymple, 59, serves with
pride as the 35th lieutenant gover-

nor of North Dakota. He is equally
proud of the work he has done in
helping his state’s wheat farmers
grow and prosper.

Dalrymple grew up on his fami-
ly’s wheat farm in North Dakota.
After graduating from Yale Univer-
sity, he returned home to manage
the farm, and expanded its opera-
tions considerably. Facing falling
commodity prices and open trade,
he looked for new ways to add value
to the farm’s durum wheat crop. As
organizing board chairman of Dak-
ota Growers Pasta Co., he led more
than 1,000 farm families to build a
$40 million integrated durum mill
and pasta-processing plant.

The company started operations
as a farmer-owned cooperative in
1993 and went private in 2002. It
has evolved into the third-largest

complete makeovers.
“The garage is really the ‘last frontier’

of the home improvement industry in
that homeowners are still discovering
that there are many things they can do
with that big space,” Loberg said. “We
help them organize their garage and turn
a completely dysfunctional space into
one that is functional, clean and useful.”

For the most part, PremierGarage
does not operate stores or display
rooms. The company encourages its
franchisees to form alliances with local
home builders, in effect, creating a
showroom in model-home garages.

“We also do a lot of direct mailings to
customers with higher-scale home val-
ues,” Loberg said. “And we get a lot of
traffic from sponsored searches on the
Internet.”

As to his success, Loberg said there is
no big mystery.

“We offer a quality product, take care
of the customer right the first time, deliv-
er what is promised and show up on
time,” Loberg said. “Whether you are
selling socks, cars or garages, it all
comes down to taking care of your cus-
tomers.” ■
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Mark Loberg 
Founder and CEO
PremierGarage
Phoenix
Annual sales: $53 million (est.
2007)
Type of business: Manufacturer
and marketer of garage enhance-
ments 
Areas of operation: Nationwide
and Canada 

manufacturer and marketer
of dry pasta products in North
America.

Dalrymple said, “the real credit
goes to the dedicated-management
team and the great employees of
Dakota Growers Pasta Co. They real-
ly take a lot of pride in our business.”

Dakota ranks as a leading supplier
of pasta for store brands and private-
label lines, and the No. 1 supplier to
the foodservice industry. It also sells
its own line of low-carb pasta prod-
ucts, marketed under the Dream-
fields brand, in supermarkets and on
its Web site.

Throughout his career, Dalrymple

always carved out time for his fami-
ly (he has four daughters) and public
service. In 1985, he was elected to
the North Dakota legislature, where
he served eight terms. In 2000, he
was elected lieutenant governor. He
presides over the North Dakota Sen-
ate and is responsible for legislative
relations, the state budget and agri-
business development.

Although he is not a part of day-
to-day operations of Dakota Grow-
ers, Dalrymple serves as its chair-
man and remains involved with the
direction of the company. ■

Jack Dalrymple
Chairman
Dakota Growers Pasta Co.
Headquarters: Carrington, N.D.
Annual sales: $171. 5 million
(2006) 
Type of business: Manufacturer
and marketer of dry pasta
products
Areas of operation: Nationwide 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Perceptual
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /sRGB
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo false
  /PreserveCopyPage false
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
    /Arial-Black
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 100
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 72
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 72
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.00000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 300
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 300
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e5c4f5e55663e793a3001901a8fc775355b5090ae4ef653d190014ee553ca901a8fc756e072797f5153d15e03300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc87a25e55986f793a3001901a904e96fb5b5090f54ef650b390014ee553ca57287db2969b7db28def4e0a767c5e03300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ENU (Use these settings to create Adobe PDF documents best suited for on-screen display, e-mail, and the Internet.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020d654ba740020d45cc2dc002c0020c804c7900020ba54c77c002c0020c778d130b137c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor weergave op een beeldscherm, e-mail en internet. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        0
        0
        0
        0
      ]
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PageMarksFile /RomanDefault
      /PreserveEditing false
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [72 72]
  /PageSize [612.000 792.000]
>> setpagedevice


