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MICHELLE HUNDLEY

FROM THE EDITOR-IN-CHIEF
We are completing this edition of our magazine in the
middle of a global pandemic of COVID-19. Everything is
different - we are conducting meetings from homes in our
sweats, school is being conducted on line, and people are
yearning to go to a restaurant, gym, or anywhere there
are people that don't live with them.
Some families are thriving in their space, others are
struggling. Many people have lost their jobs and there are
still many more that are "essential," working to maintain
our health, safety, and economy. They are the heroes on
the front lines that are usually taken for granted, not any
more.
What does this all mean for our future? We won't know for
a while, but, what we do know, is the women that produce
this magazine, read this magazine, and those that are
featured in it, are "essential" too. They are leaders,
connectors, and the foundations for their families and
business organizations.
Without these women, and countless others around the
world, governments would crumble, businesses would fail,
and families would struggle. There are countless stories of
women on the front lines, behind the scenes, and on line,
influencing how we live, work, and relate to one another.
We salute YOU - the women of the world - connecting
business, fostering leadership, enhancing abilities, and
championing the success of our sisters around the world.
COVID-19 has nothing on YOU!

My mission in life is not
merely to survive, but to
thrive; and to do it with some
passion, some compassion,
some humor, and some style.

MAYA ANGELOU
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2019 WOMAN OF
INFLUENCE
JOANNE KING HERRING

On November 18, 2019, the internationally known and
respected, Joanne King Herring, was honored as the
2019 Woman of Influence by the American
Advertising Federation – Houston and The Influential
Circle.
The entire world became reacquainted with Joanne
Herring through the New York Times Best Selling
book Charlie Wilson’s War and the highly successful
film by the same name. When the highest paid and
Academy Award winning actress in Hollywood, Julia
Roberts, was chosen to portray Herring in the film,
this underscored the power and respect worldwide
for this exceptional personality.
Herring has been a trailblazer from the time she
began her business career in the 1960s when she was
hired to be the first woman host of a local television
show -- The Joanne King Show for 15 years. She
served as honorary consul to both Pakistan and
Morocco for ten years, has been knighted by the King
of Belgium, and received the Quaid-e-Azam award,
the highest honor given by the nation of
Pakistan.

She is also the recipient of the
Freedom Foundation at Valley Forge
Award. She has served on the boards
of directors for UNICEF, the National
Gallery of Art in Washington, D.C., LTV,
Henredon Furniture, the Lindbergh
Fund, and was co-chairman of the
Special Olympics, with Henry
Kissinger, in New York City.
She is currently investing her time and
energy to her Marshall Plan Charity
whose primary objective is to ensure
the provision of food, water, health
and literacy in villages in Afghanistan
and undertake long ‐ term initiatives
which will allow the people of
Afghanistan to fully develop their
capacities to become contributing
citizens in the global marketplace and
ultimately helping to bring our
American soldiers home.
Former Award Recipient:

Janiece Longoria,
Chairman of the Board, Port of
Houston Authority (2018)
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HEALTHCARE INNOVATION
An interview with
Ayse McCracken
PRESIDENT, ENNOVATE HEALTH
VENTURES
HOUSTON, TEXAS, USA

Ayse McCracken brings a unique combination
of business credentials, healthcare industry
knowledge, proven success record for driving
results, and a transformative mindset to
companies aspiring to challenge the healthcare
status quo. After serving three decades as a
senior executive in some of the country’s
most prominent healthcare systems, Ayse
focused her knowledge and energy on
businesses seeking to revolutionize the delivery
of healthcare, and in 2017, she launched
eNNOVATE Health Ventures LLC and later

founded Ignite Healthcare Network .
Thank you for taking the time to speak with

I began volunteering in hospitals when I was
in high school and did well in both science
and math classes. With that background, you

us today. The healthcare industry is diverse

would think I would have pursued a degree in

and there are opportunities for women in

medicine. Instead, I studied accounting

different segments. We would love to hear

because I learned, while volunteering at the

about your journey.

hospitals, that I can’t see blood, mine or
anyone else’s. As luck would have it, my

As a young girl, I wanted to be a doctor. I

first job after graduating from Louisiana State

grew up listening to stories about my

University was with Arthur Andersen & Co.,

grandfather, from my mother. He was a

which was the world’s largest accounting firm

general surgeon in Turkey from the 1920's to

at that time. I was serendipitously placed in a

1950's. However, I never had the opportunity

group that audited hospital clients, which

to meet him. My mother grew up in a medical

launched my 39-year career in healthcare--

family and was very connected to the people

exactly where I belong.

her father cared for in Turkey’s Black Sea coast
and then later in Istanbul. My family moved to

I have been fortunate to work in some of the

the U.S. when I was young, and it was through

country’s leading consultancies and operating

my mother’s stories that I developed a real

companies including for-profit hospital chains,

appreciation for the impact healthcare has on

freestanding surgery center chains, medical

peoples’ lives.
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important goals and accelerate the growth of
their companies. We serve as advisors to
CEOs, and their leadership teams, to develop
strategies and many times remain involved
through implementation to help drive results.
Our services include technology validation,
business development, financial guidance,
investor networking, and providing an interim
executive service in support of our clients.
This edition of GIM is about connecting
business. Can you share an example of how
you connect businesses?

In 2017, I brought together an exceptional
group of women working in C-suite roles
across healthcare and founded Ignite
Healthcare Network . The motivation that

specialty practices and nonprofit health

galvanized this group is that women make

systems. These experiences gave me an

80% of healthcare purchase decisions,

opportunity to work side by side with, and

represent approximately 77% of all hospital

learn from, exceptional business leaders and

employees, and 60% of the broader industry

world-renowned physicians. It was through

(including provider, insurance, pharma)

these various companies and leadership roles
that I participated in the industry’s continued
evolution and gained a deep understanding
of its inner workings.
Today, healthcare continues to change at an
accelerating pace. Everything is about IOT,
digital, AI, with technology looking to
transform the way the world works. This is
what motivates me, and why I launched
eNNOVATE Health Ventures in 2017,
Specifically focused on providing services to
innovative, early stage, digital health and med
device companies.
Tell us more about eNNOVATE Health
Ventures.

eNNOVATE Health Ventures partners with early
stage, digital health and med device
companies, to help them realize their most

workforce and yet when you look at the top,
women represent some 13% of industry CEOs.
The idea that women are everywhere in the
healthcare industry except at the top is what
motivated the launch of Ignite.
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Ignite is a nonprofit organization engaging dynamic executive-level women to build relationships
and generate innovative ideas and solutions to impact the future of healthcare. We discover
women leaders in roles that influence healthcare, and who bring a passion for industry
transformation, then connect them with opportunities to advance their careers and their
businesses. One of Ignite’s signature events is the annual Fire Pitch Competition showcasing
women-led digital health and med device companies.

This is where we seek to discover women
innovators with promising solutions to
some of the industry’s most significant
problems, connect them with an
ecosystem of potential customers and
investors, as well as experienced mentors,
to ignite the growth of their companies.
Fore Fire Pitch 2019, we partnered with
Houston Methodist, Humana, Memorial
Hermann Health System, Texas Children’s
Hospital, The Menninger Clinic, Gallagher
and several other leading organizations
for our accelerator program.
These organizations selected the event’s
semi-finalists, 14 startups from a pool of
86 applicants from around the world.
Semi-finalists and their partner
organizations completed the Fire Pitch
program over a 10-week period and the
highest scoring startups were invited to
pitch live at the Texas Medical Center’s
Innovation Institute as the event’s
finalists. Eight women pitched, on
October 19, 2019, in front of five expert
judges in a room full of potential investors
and customers. Six of them were
successful and ended up sharing
$422,000 in cash and investment prizes.
See www.ignitehealthcare.org for more
information. We are thrilled by this
vibrant ecosystem that has come together
to advance women in our industry!

"We discover women leaders in roles that
influence healthcare, and who bring a
passion for industry transformation..."
The most exciting and gratifying part of my work is
working with people that have a passion to create, to
innovate, and to bring new products and solutions to
market.
1. Define the problem/opportunity: Be really clear
about the problem the business will solve or the
opportunity it will create.
2. Competitive analysis: Research whether there are
others already in your space and identify what makes
your company’s product/solution different.
3. Conduct customer pilot testing: Test your
product/solution with potential customers to
validate #1 and #2 above. This allows you to make
modifications before launching to a broader group of
customers. The life of an entrepreneur is a roller

What are the top three things that you

coaster ride with considerable personal and financial

recommend a potential entrepreneur

risk. Some people thrive in this environment and

should consider before starting their

create amazing companies!

own business?

Sally Uren is Chief Executive at Forum for the Future, with overall
responsibility for delivering Forum’s mission to accelerate a big
shift towards a sustainable future by catalyzing transformational
change in global systems. This work involves engaging with
leading global organizations, such as Unilever and Kingfisher;
Foundations, such as the Laudes Foundation (formerly the C&A
Foundation); and membership organizations, such as Sedex; both
in one to one partnerships, and also as part of multi-stakeholder
collaborations designed to address complex challenges in
systems as diverse as food, energy, apparel and shipping.

Dr. Sally Uren
Chief Executive
Forum for the Future
LONDON, UK

Sally is directly involved in a number of projects including Cotton
2040, a multi-stakeholder collaboration designed to accelerate
the mainstreaming of sustainable cotton, and Tea 2030, a global
project focusing on a number of innovation platforms intended to
deliver a sustainable global tea industry. Sally also helped
initiate the Net Positive Project, a global coalition of leading
businesses, all aiming to make net positive – putting more back
into society, the environment and the global economy than is
taken out – a standard way for companies to measure and
enhance their positive impacts.
A key part of Sally’s role is inspiring and equipping people and
organizations to deliver systemic change for sustainability,
through regularly speaking at international and national
conferences, and also writing for a range of publications, with
published articles in the New Statesman, Huffington Post,
Management Today and The Independent.
A biologist by training, she studied for a PhD in environmental
science at Imperial College London, where she had the
opportunity to study the effects of air pollution on heather
beetles (her thesis subject). After a post-doctoral stint in the
rainforests of Borneo, she became a consultant and realized
quickly that wasn’t necessarily her “calling” because she felt that
there was more opportunity for her to make a real difference in
the world elsewhere and had the opportunity to join Forum for
the Future when it was still in its infancy.
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While at Forum, Sally has built up trusted
relationships with business, philanthropy
and other organizations who are keen to
play their role in driving change on key
global challenges. She has also helped
build many of Forum’s multi-stakeholder
collaborations at both a regional and
global level. Her day job at the time of this
article is a mix of driving ambitious
multi-stakeholder collaborations and
sustainability forecasting and strategy
for pioneering organizations, while making
sure the organization weathers the
COVID-19 storm successfully and
continuing to build and maintain
relationships with the organizations that
impact Forum’s income. As a nonprofit, the
organization depends on funding from
foundations, philanthropic organizations
and partner contributions.
At Forum, they use the phraseology net
positive a lot. This means helping
organizations understand how they can be
both economically successful and put
more back into the environment, society,
and the economy, than they take out.
Sally adds, “ net positive is my shorthand
for sustainable development. ”
So how does Forum for the Future
connect business to sustainability?

Sally explains that the work they do is
really to help businesses understand how
they can drive innovation and ideals that
protect and enhance the environment,
while building social capital for their
business and community, all in ways that
drive economic value creation. What that
equates to in business terms is helping
business leaders understand where they

"WE HELP BUSINESSES THINK
THROUGH THOSE AREAS WHERE
THEY CAN DRIVE POSITIVE
BENEFITS – THAT ADD VALUE
TO SOCIETY AND THE PLANET"
can have the biggest positive impact, not just
on the bottom line or in terms of a business’
direct impact, but also much more about the
indirect impact a business has on society.
For example, Sally explains, “ As a retailer, you
influence the lifestyle of millions of people, so
how do you use that influence to promote
healthy living and to promote community
cohesion? We help businesses think through
those areas where they can drive positive
benefits – that add value to society
and the planet – because no one wants a
business that is a bad neighbor, or a
business that is producing food that is really
unhealthy for people. ”
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Forum uses a range of futures tools and techniques to help business leaders understand
what role they can play in working towards a sustainable future. By tracking and analyzing
emerging trends, Forum creates possible, plausible and preferred future scenarios that
reflect different trajectories and decisions taken today. Sally adds, “ It’s very powerful to ask
business leaders to put their business into the future and ask them what they see as the
‘big risks’ and also what they see as the ‘big opportunities’. What does that tell them that
they need to do today, to drive a resilient, flourishing, sustainable business for the future? ”

Forum has created scenarios for the future of fashion, the future of shipping, and many other
industries. If you invite an organization to put themselves in these scenarios, sometimes they
realize either (1) that their current business or operating model is not future-fit, or (2) they
are able to make more sustainable, resilient decisions in order to navigate their way towards
success.
For example, if you are a business with a really heavy carbon footprint, then in some future
scenarios – for example, in which we see stringent environmental legislation and/or
regulations, or the divestment of funds from fossil fuels into renewables – your business
model will not thrive. Sally says, “ In this way, the strength of your business model can be
very well articulated when you bring business leaders into the future and they can see –
“ah, I don’t do so well in this future” – or “wow, we will do really well in this future.” So, these
scenarios help a business identify what they can do today to future-proof themselves, for
example,maybe thinking about different ways to contract with suppliers or to find different
suppliers altogether. It makes them think through how to build a long-term strategy for
resilience and use that insight for a better tomorrow. ”
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One of the tools Forum uses is something called "Three Horizons".
Horizon one is the day-to-day or today scenario. In the present, how do we keep the lights on?
Horizon three is the future, what the business wants to be; the identification of their longterm, strategic vision. And horizon two is the transition, the pathway between today (horizon
one) and the future – how does the business get to where it wants to be? Using this model
helps to articulate the short, medium, and long term business case for sustainability and
helps business leaders tackle critical sustainability issues - such as supply chain vulnerabilities
or the need to achieve a zero carbon economy – with more urgency and resolve.
When asked why women tend to gravitate towards the sustainability industry, Sally
responded, “ I think women lead the way because we tend to be quite patient, and we are
highly collaborative, which makes us good at building relationships. Relationships are super
important in this industry because ultimately what characterizes the organizations that are
serious about this agenda is the ability of senior leaders to create an organizational mind
shift within their organization. Mindset shifts and cultural step changes are very important
to this work and tend to be a journey where we step alongside the organization the whole
way. Patience, coaching, and a willingness to nurture relationships are crucial for success in
this .”

Fundamentally, this industry is about shifting values and behaviors, for the good of every
community around the world, and that takes time and persistent influence.
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Industry Spotlight
An interview with Angel Wiener-Vierna
Sr. Account Executive, Business Extension Bureau
HOUSTON, TEXAS, USA
BY ELVIRA OROZCO

I am always looking for thought leaders in my industry to learn from, and I recently had
the opportunity to sit down with Angel Wiener-Vierna, the Executive Account Manager of
the Houston based, multi-channel marketing firm, Business Extension Bureau. A sixth
generation Texan, Angel is a University of Houston alumnae with over 20 years of
experience that spans the range of offset, digital and wide-format printing, direct mail
production (bindery, inkjet, fulfillment) and online services (social media, e-mail blasts,
websites, and video marketing), as well as client analysis for better target marketing. She is
a self-identified postal geek and loves all things football. Her downtime finds her binging
Netflix with her adorable Yorkies, or running, hiking and biking in the Texas sunshine. She
is dedicated to delivering exceptional customer service without fail, and passionate about
live music, beer, and barbecue.
EO: What’s one of the biggest advances in your industry
over the past five years?
AWV: As a commercial print and marketing manufacturer,

we have seen huge leaps and bounds in technology over the
past 5-years. Equipment is faster, output is of higher quality,
and color is no longer subject to perception. Today’s
technology allows for amazing precision consistency and
versatility as digital presses allow us to use almost any stock
with confidence. Our inkjet printers [for application of
addresses and text to printed mail pieces] now max out at
speeds of up to 40,000 pieces per hour, versus the 15 –
20,000 pieces in the past, with a more automated process,
which allows for a greater efficiencies and faster turntimes. The IMb (Intelligent Mail Barcode) provides tracking
down to the mail-piece level, which increases ccountability
of the United States Postal Service and gives our clients a
real-time return on their investment.
EO: How do you continually develop, maintain, and deepen your personal relationships
with your clients?

AWV: I listen. We continuously strive to stay up to date on current industry practices so we

can provide the best solutions for our clients.
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We also continually train our staff as new postal and
print technology evolves through in-house classes
and industry certifications. We make sure that we
have the best tools available to achieve maximum
production for sales, client services and operations.
By truly listening, and partnering with our clients, we
provide solutions in timely and efficient ways and
earn our client’s trust, thus becoming more than a
vendor, we become a resource. No one gets it right
100% of the time, but the willingness to extend
sincere cooperation is the foundation of a solid
relationship and goes far in establishing trust, for
both client and colleagues. Personally, I also “wear
out” the words, “Thank You” with both my team and
my clients.
EO: What’s the best book you’ve read this year?
AWV: I struggle with this one. [Laughs]. But ultimately, this year’s favorite for me was “The Weight

of Ink”, by Rachel Kadish. Set in London in the mid-1600’s, it is the tale of two women of remarkable
intellect: an emigrant from Amsterdam who is permitted to scribe for a blind rabbi, just before the
plague hits the city; and an ailing historian with a love of Jewish history. For me, it was a study in
the art and beauty of the written word. As an avid reader, and “ink geek”, the feeling this one
evoked stayed with me long after I turned the final page. So worth the read!
EO: As an Invisible Mentor, what is one piece of advice that you would give to our readers?
AWV: This one’s easy. Always, ALWAYS be open to learning new things and listening to new

perspectives. Sometimes, in a professional capacity, we wear so many hats that it can be easy to
shut out what is around us and just focus on getting the job done. It can be hard to step out of the
comfort zone when we are already carrying a heavy load. When I’m asked to do something that I
wouldn’t normally consider in my wheelhouse, I attempt to look at it from the perspective of, what
can I learn from this? Anything that allows you to understand your industry better and add to your
skillset is a bonus and adds value. Be the kind of leader you would like to follow. Be someone that
you, yourself, can admire. And always take the time to be kinder than necessary, even in difficult
situations.

Shareen Larmond is President of the West Gulf Maritime Association (WGMA), a maritime
trade association representing the interests of almost 200 companies in the maritime
community. Its membership includes ocean carriers, operators, ports, agents, terminal
companies and stevedores located in all Texas ports and in Lake Charles, Louisiana.
Shareen is the first female, and first person of color, appointed as President of the West
Gulf Maritime Association in its 50-year history. Her appointment to this position in January
2018, also made her the first female to head a Port Association, of its kind, in the United
States.
Prior to her appointment as President, she was employed as
the Association’s General Counsel and oversaw all aspects of
litigation as well as enforcement of the multi-employer
collective bargaining agreements.
Prior to her maritime work, she served as General Counsel
for Texas State Senator John Whitmire, Dean of the Texas
Senate. For five years, she performed advanced and complex
legal and legislative analytical work in both Austin and
Houston, Texas.
First, congratulations on your accomplishments! But it
couldn’t have been easy, the maritime industry, although
becoming more diverse, is still predominantly male, correct?

Yes. It has not been an easy path overall. Robert Frost once
said, “ Being the boss anywhere is lonely. Being a female
boss in a world of mostly men is especially so. ” I find this to

be particularly true in the maritime industry. Many women
often must establish themselves as a serious contender
without being seen as emotional or over assertive. Striking
the right balance can sometimes be difficult. Other times, it
can be a struggle to have your voice heard. Being able to
navigate through such fields can be a lonely venture.
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Shareen Larmond
President
WGMA
Houston, Texas, USA
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Tell us more about WGMA. Most people aren’t familiar with an organization like this. What is
its purpose and how do you connect businesses?

WGMA has been in business since 1968, primarily negotiates and administers the
multi-employer collective bargaining agreements with the International Longshoremen’s
Association (ILA) within its jurisdiction and is a noted leader in the maritime industry. We
connect business by connecting management employers to union labor (ILA), companies to
the legislature, and maritime companies to each other.
At the time of this interview, we are in the midst of the COVID-19 epidemic. How has your
industry or business been affected?

WGMA has been actively engaged in keeping its members abreast with information regarding
the COVID-19 pandemic. From daily briefings through our Daily Industry Update Report to
legal interpretations of the many pieces of legislation related to employment, WGMA
continues to be a conduit of information to its members.

Connecting Business
Initially when asked to write an article on connecting business, I
eagerly said “sure!” because I thought it would be easy. Then in
giving this more thought, my mind started racing, because there
are so many avenues to connecting business.
So, I’m going to share what I believe is a foundational key to really
connecting - walk away with something more than you had before.
If you have accomplished this goal after speaking with someone,
you have most likely, truly, connected! Personally, I never judge
business connections based on time spent, but rather content
shared. So, that could be 60 seconds or 60 minutes.

Kristi Claypool
VICE PRESIDENT
THE INFLUENTIAL CIRCLE

The definition of connection is as broad as the word itself. One
definition is linking, assembling, or piecing together. We all know
that connection is not just being in the same room with someone,

but conversation, building a rapport, and setting a foundation for a relationship. If you are not
able to do this, your chance of doing business with someone is extremely slim.
So the question is HOW do I successfully connect with someone? The advice I am about to share
may seem simple, however, it is so necessary in connecting in a network setting and is vital, that
is…. SMILE! Again, this sounds extremely basic but it’s a universal way to say to that person, “I
acknowledge you.” I attend numerous networking events and am always a bit surprised how
many people do not smile in those settings. There’s so much to a person’s body language that
demonstrates a welcome heart and willingness to connect. Of course, always be genuine.
Another key to connecting is to try and gain a little information before attending an event, of
who, and/or which companies, you want to connect with. It would be impossible to go into a
room of 50 people and come out with 50 real business connections. If the network setting is
around 50 in attendance, I recommend having 5 - 7 people in mind that you would genuinely
want to connect with. From here, you can make your connection intentional and focused, but
don't forget to start with a smile!
Here’s a quick one-liner I like to say, “Hi I’m Kristi. I genuinely want to connect with you and let
you know I am glad you are here.” Then you can ask a question such as, “Do you often attend XYZ
networking events?” From here, let the conversation be organic, but try to avoid immediately
asking about their company. Instead, ask about them! Remember this is piecing together and
assembling. This strategic move with both a smile and conversation will build the foundation
needed to help you with gathering more information and making a valuable business connection.
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Share Your Stories With Us!
We want to know about women influencing the world. If you are one of these
women, or know someone who is, please send us a note.
We want to share those stories here!
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