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As the president and CEO of MTM Inc. and Ride 
Right LLC, Alaina Maciá is a leader in the health care 
and transit industries. She is focused on continually 
taking paratransit, non-emergency medical 
transportation and fixed route transportation services 
to the next level by offering innovative solutions 
that remove community barriers for transportation 
of disadvantaged populations. Since 2005, she has 
overseen the companies’ growth from $30 million in 
revenue to nearly $500 million. Maciá holds a master’s 
degree in business administration from Washington 
University’s Olin School of Business. She has been 
the recipient of many honors, including being named 
one of 2012’s Most Influential Business Women by the 
St. Louis Business Journal; she was also named to the 
publication’s 30 Under 30 class in 2004 and 40 Under 
40 class in 2011. Most recently, she was named to Mass 
Transit Magazine’s 40 Under 40 list and received the 
Entrepreneur of the Year award in the Midwest Region’s 
health care services category by Ernst & Young.

David Taylor is managing director at Maryville 
Technologies. Founded 24 years ago, St. Louis-based 
Maryville collaboratively enables clients to transform 
into a technology-powered business.

Taylor leads strategy and product management for 
Maryville’s technology business consulting, which 
empowers clients to continuously differentiate their 
product capabilities by comprehensively aligning 
business strategy, technology architecture, agile 
development and modernized operations execution.

Prior to joining Maryville, Taylor held various 
leadership roles in business and information 
technology focused on domestic and international 
business process reengineering, organizational 
strategy, change management, product management, 
architecture and agile software delivery.

A native of St. Louis, Taylor holds a bachelor of 
science in business administration from the University 
of Missouri – St. Louis where he focused on logistics, 
transportation, supply chain management and 
international business.

Mike Chill is leading HBM Holdings IT transformation 
into a streamlined organization that can deliver on 
the business’ growing needs quickly and reliably.  He 
serves as both a strategic and operational partner 
to the portfolio company leadership teams in 
developing, prioritizing and delivering technology-
related strategies and solutions. In addition to his 
technology leadership role, he serves as a corporate 
officer and investment committee member where he 
shares responsibility for the planning and execution 
of HBM’s strategic business objectives, and supports 
acquisition and growth initiatives. Prior to joining HBM 
in 2016, Chill held various leadership roles at SPX in 
Charlotte, North Carolina; including global business 
services, enterprise applications, business relationship 
management and divisional IT executive.

He also worked at PwC, Nexstar Financial and Arthur 
Andersen. 

Chill holds a bachelor’s degree in business from 
Saint Louis University and an MBA from the Olin School 
of Business at Washington University.

Shelley Seifert joined First Bank in the fall of 2014 and 
serves as the chief operating officer. In this vital role, 
she oversees retail and business banking, technology, 
operations, human resources and marketing. She also 
serves as a member of the First Bank board of directors. 
Working at one of the largest privately owned banks 
in the country, Seifert is a driver of large scale change 
focused on enhancing First Bank’s services for its 
clients, employees and communities while protecting 
and nurturing the legacy of four generations of 
independent family ownership.      

Prior to joining First Bank, Seifert held multiple 
senior leadership roles with PNC Financial Services 
and its predecessor company, National City. She  
holds a bachelor’s degree in journalism and consumer 
economics from the University of Missouri and a 
master’s degree in business administration from the 
University of Louisville. 

Cullen Andrews joined Dot Foods in 2003 and has 
held various management positions within sales, 
marketing and supply chain. He is vice president 
of sales and marketing, which also includes the 
international and e-commerce business.  

He is also overseeing the business planning and 
transformation of the Dot Expressway, Dot’s digital tool 
that is one of the most-visited sites in the food industry. 
It is widely used by distributors, national account 
operators, manufacturers and brokers. Andrews is 
a member of the Women’s Foodservice Forum, GS1 
Industry Marketing Committee, and is on the board of 
the International Institute of St. Louis.   

Andrews has a bachelor’s degree and MBA from the 
University of Missouri.    

Dot Foods Inc. carries 127,000 products from 930 
food industry manufacturers, making it the largest food 
industry redistributor in the United States. Through 
Dot Transportation Inc., an affiliate of Dot Foods, the 
company distributes foodservice, convenience, retail 
and vending products in all 50 states and more than 35 
countries. 

ALAINA MACIÁ DAVID TAYLOR MIKE CHILL

SHELLEY SEIFERT CULLEN ANDREWS

MEET  THE  EXPERTS



AS PUBLISHED IN THE ST. LOUIS BUSINESS JOURNAL MAY 11, 2018 15

What role is software technology playing in the 
future of your business?
 
Cullen Andrews: We started as a family-owned supply 
chain company, and now we need to think of ourselves 
as more of a technology company that happens to 
provide supply chain solutions. And that’s a big mind 
shift and it means we allocate resources differently. And 
the reason for that is, as we think about who our biggest 
competitors are, not just now but in the future, it’s 
technology companies. You see this happening in many 
different industries.
 
Alaina Maciá: At MTM, technology is a huge part of our 
future. Last year, we bought Reveal Technologies, and 
we’re continuing to build out features on that platform 
because we believe it will be our competitive advantage 
in the future. It will really help us consolidate some of 
our costs with automation and use data analytics to 
make better decisions as a company. So, we absolutely 
see technology as critical to our future.
 
David Taylor: We look at it as differentiating versus non-
differentiating and making sure that the differentiating 
things are the things that are connecting us closest 
to our customers, and the non-differentiating thing is 
the classic play of using efficiency internally to be able 
to get things done effectively for our customers that 
actually need that customer connectiveness on the 
outside.
 
Mike Chill: We use technology pervasively across our 
entire platform. Our general view is, if we can make an 
innovative and quality product that our customers want, 
and we can empower our employees to have good, 
satisfying careers, then we’ll have a successful business 
to operate. So we align our technology investments to 
those initiatives and then focus on how to streamline 
processes or provide better data transparency.
 

Shelley Seifert: Technology has become central to 
our strategic plan and mission. We have certainly 
evolved our thinking about technology as just routine 
functionality that simply opened a checking account 
or processed a loan. Rather those platforms are now 
considered a commodity that helps drive our client-
centered culture forward. Today, you’ll find our focus 
and energy on creating a unique experience for our 
clients. Along with our knowledgeable teams, we’re 
aligning technology to enable us to make banking better, 
faster and more secure for our client. 
 
Do family businesses typically underspend public 
companies when it comes to technology?
 
David Taylor: From what I’ve experienced, family 
businesses typically drive IT faster. The decisions are 
made quicker, and I think there’s more purpose and 
meaningful leadership behind those decisions to really 
drive a cost-effective technology strategy. I see many 
family owned businesses spend their technology budget 
on enabling their customers to perform activities 
that have historically been performed by the internal 
operations of the company. And so, it provides a level of 
scale and opportunity for you to continue to grow your 
customer base and scale your operations
 
Shelley Seifert: I would second that. We went to the 
board one time to recommend a massive change to 
our operating platform, and they approved it in the 
meeting. It was the largest project our company has 
ever undertaken, and the decision was made on the 
spot. Now, we did all our homework, but I think when it’s 
about doing the right thing in a family owned business, 
decisions move very quickly. 
 
Cullen Andrews: I agree. I do think, though, that the 
decisions can be different. So, I think one uniqueness 
of a family business compared to a public company 
would be the types of decisions you’re making and 
when the payback will occur. Not that family businesses 

don’t expect an ROI, we certainty do, but we may have 
a more long term view on the payback. So, we may 
think generationally, as an example, in terms of why we 
would want to leverage technology in a certain way or 
recruit talent in a different way as opposed to quarterly? 
We have a different set of stakeholders that are not 
emphasizing quarter-to-quarter and year-to-year as 
opposed to five years, 10 years and beyond. 
 
Alaina Maciá: For us, we had seen extreme growth 
over five years and we saw the technology spend 
escalate quickly because of that growth. We are also in 
a very competitive market, so we’re driven to scale and 
automation using technology. We don’t have the luxury 
of saying we’re going to wait to make an investment 
because we have to protect our business and our 
generations down the road. And, so, I agree. I think 
we’ve increased our IT spend, but we are focused on 
delivering value from that spend.
 
Mike Chill: In my own experience, I’ve worked for a 
private equity-backed startup, and the decision process 
was once you brought up an idea it was already late. 
And I worked for a publicly traded Fortune 500 where 
getting a project approved was a real win. I’ve been in 
my current role with HBM for 18 months, and I’ve had 
to recalibrate myself. I generally meet with our CEO 
and CFO, debate about an idea, and if it provides value 
to our customers or employees it’s like, “OK, get on 
with it.” There’s not all these layers, which feels very 
empowering. You can probably have a publicly traded 
company without a lot of layers, but I think on the 
whole, those layers are less in family or privately held 
organizations, at least in my experience.
 
David Taylor: And I think the need and the want to 
innovate and look at things differently is huge. I feel like 
family owned businesses understand their market much 
better than large entities. And they can move quickly 
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on that strategy and actually implement it because the 
decision process is so much quicker. So, I do enjoy that 
part of it. It’s really entrepreneurial at heart.

Who is in charge of the tech investment decisions 
at your company?
 

Mike Chill: We’ve been actively changing our technology 
decision making process over the past year and a half. 
Prior to that, all IT was very decentralized by business 
unit. The executive team decided to add an IT leadership 
role at our holding company to drive the investment 
of technology across our portfolio. The vision and 
strategy are set by me from the holding company with 
collaboration and feedback from the IT and business 
leaders in our portfolio companies. However, all our tech 
initiatives align back to our business objectives, which 
are set annually. Because of this, we do not need large 

committees setting the tech agenda. 
We run it relatively small so we can be 
flexible and quick.

 
Shelley Seifert: We are similar. I think 
many of us have now invested in very 
talented CIOs, and we are fortunate to have 
one of the best. So we look very heavily to 
guidance from our CIO, but we also have an 
executive committee, and they determine 
where we direct dollars. We meet regularly 
with our businesses to make sure we’re 
doing the things that matter the most for our 
clients.

 
Cullen Andrews: We have a strategic planning 
group and a financial review group that will 
help determine how much are we going to 
allocate and where are we going to allocate 
investments. One difference, though, for us 
is that it used to primarily be the business 
department heads, not IT, that would direct the 
work more, and now we are trying to think about 
both IT and traditional business departments 
really as being one. For example, I’m not a 
technology person, but at the same time, I’m very 
involved in that space right now, and I have to 
think technology first. And our CIO isn’t just IT, it’s 
as much a business strategy role. It’s not a support 

service. 
 
Alaina Maciá: Working with Maryville Technologies, we 
identified that it was taking too long to make decisions, 
determine priorities and deliver IT solutions to the 
business. Now we have IT and the business making 
decisions together to move our technology business 
forward. They know our strategic plan, they know their 
budget, and they get to set the priorities based on what 
they think the voice of the customer needs. And that’s 
been a huge, instant improvement on the speed of 
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We just asked our head 
of technology to sit 
on our executive loan 
committee. Because 

for us, we want 
technology as part of 
strategy every day.

SHELLEY SEIFERT, 
First Bank
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innovation, business and IT collaboration, and our IT 
product performance.

 David Taylor: To Cullen’s point, what I see is the 
business and IT coming together to define the 
corporate strategy and giving your teams level of 
autonomy to be able to deliver on that strategy. 
And if they fail, it’s not going to be the end of 
the world. Or it’s not going to be catastrophic 
to the larger strategy of the organization. They 
will become better resources for the company 
because of those experiences. It creates a level 
of purpose and engagement in our organization 
about different ways of solving problems, doing it 
quickly and learning.
 
How has technology changed the way you 
do business?
 
Alaina Maciá: For us, I think it’s pretty 
predominant to think about Uber and Lyft and 
the transportation market. We’re a different 
business model because people expect 
the same level of functionality that they 
would receive from those companies. And 
so, that really pushed us and forced us to 
move quickly into that realtime scheduling, 
app-based model, which then resulted in us 
purchasing Reveal Technologies. So, for us, it was a real 
push and a real force from our end customers to move 
quicker than we would have probably on our own.
 
Shelley Seifert: I think, in banking, there are two things 
that have really changed how we think about technology. 
The first is that, historically, consumers have thought 
about a bank compared to another bank. Does a bank do 
what another bank does? What we’re finding now is that 
expectations are set by an Uber app, or the fact that a 
consumer can see how their pizza is being made. Well, 
if you can see when they put pepperoni on your pizza, 
shouldn’t you know exactly where your loan application 
is? So, one of the things that has really changed 
banking, and I think for the better, is that expectations 
are being set by the consumer experience broadly, not 
just from banking. The other thing that impacts banking 
probably more than anything, but it affects all of us, 
is cybersecurity. As such, many of our resources are 
devoted to making sure that our clients’ information 
is secure, and that effort just increases in intensity. It’s 
not something that you can ever dismiss or put as a 
secondary emphasis. 
 

Cullen Andrews: For us, it’s a very similar answer. 
We’re all consumers regardless of what industry we’re 
in. And so that’s changed the expectation, not just in 
terms of a user experience with any tools that we use. 
We have e-commerce platform called Dot Expressway. 
We’ve had it for 20 years. Well, what’s happened is that 
even though we’re not a B-to-C, business-to-consumer, 
company, we’re B-to-B, the reality is the expectation 
really is the same. Those are things that almost overnight 
can force you to make sure that you’re offering up 
information that’s relevant to the user, whether that is 
product discovery that allows you to sell more or helping 
your customers and suppliers more effectively manage 
transactions. Because of that experience, it’s really 
caused us to make sure that we’re completely user-
centric and product-focused as well. And that changes 
how you structure your entire organization when you 
become product focused. Not being a technology 
company, that is a shift for us. As opposed to, for 
technology companies who are used to the product 
being kind of the center of what occurs and the center 
of the resources around that, that isn’t necessarily how 

other businesses traditionally would think.
 
Mike Chill: There’s been a stigma the last several years 
that manufacturing is dying. We very much disagree 
with that opinion and base our investment strategy 
on buying, building and operating middle market 
manufacturing business. As the general workforce 
ages in the U.S., we are all working to attract the next 
generational talent without negatively impacting our 
current talent. So we think about how to attract and 
retain the digital native generations, such as millennials 
whose work expectations are more aligned with their 
consumer experience. When you can do your personal 
tasks from your phone, such as banking, buying 
products, accessing all your data and connecting with 
contacts, you would appreciate the same experience at 
work. As I stated in the first answer, we focus our tech 
spending on empowering our employees to have good 
and satisfying careers. Therefore, we’ve invested a lot 
over the last 12 months to get our internal technology 
up to more of what people are seeing in the consumer 
space with some investments in our human capital 
management applications and how we do travel and 
expenses and more collaborative communication 
technologies.
 

David Taylor: The examples around the 
table reinforce why our firm is focused 
on enabling our client’s employees 
to meaningfully contribute to their 
company’s transformation. Using third-
party contractors for development work 
is inconsistent with the strategic nature 
of competitively differentiating your 
business. Client employees must be able 
to continuously develop and enhance their 
consumer experience. That employee talent 
is crucial to each firm’s future business 
success.   
 

Talk about cybersecurity.
 

Alaina Maciá: We just went through HITRUST 
Certification, and it was a very intensive 
process. It was a requirement of some of our 
client contracts because we interact with health 
care data and we have to keep people’s data 
secure. We’ve made a lot of investments in that 
area and it is an ongoing investment area for 
MTM. It’s also an ongoing strategy discussion 
on how you make the problem smaller through 

“

”

You have to be open to 
hiring talent in 
different areas, and 
that’s something that 
traditionally we hadn’t 
been very open to. We’re 
really in the middle of 
that journey right now.

CULLEN ANDREWS, 
Dot Foods

”

Uber and Lyft  … really 
forced us to move 
quickly into that 
realtime scheduling, 
app-based model, 
which then resulted in 
us purchasing Reveal 
Technologies.

ALAINA MACIÁ, 
MTM

“
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innovation and how you design your systems and the 
way you process your data. And so, for me, that’s really 
what’s critical. 
 
David Taylor: I agree. You have to look at security from 
an innovative perspective. This is the requirement, and 
what’s an innovative way to be able to accomplish that 
for our organization. Like multi-factor authentication 
and finding the best way to be able to validate the 
user. So, thinking about the problem not as something 
that’s going to hold you back, but as a place for 
transformation. People hear “security” and they don’t 
think innovation. To Alaina’s point, I think it is a place that 
you have to start thinking differently. And that it’s not just 
the IT department’s problem, every person within your 
organization has a responsibility for security.
 
Mike Chill: Cybersecurity is complicated so I’ll use a 
simple example. It’s the IT department’s responsibility 
to install and lock the door and to know when the 
door is opened and who came through, however we 
need our employees to not invite the wrong people 
through. And so, we do a lot with perimeter security 

and monitoring. And then we’ve started a lot more 
training and awareness programs for our employees 
to make sure they’re not clicking on bad links in their 
email and getting what’s called phished. And if they are, 
how do they know what to do with that information? We 
spend a lot of time now trying to help our people help 
themselves. And one of the things we found successful 
is, if we tie that to the same behaviors you would use to 
protect your own information at home, so for example, 
you wouldn’t give your First Bank password to your 
neighbor. So why would you give the person in the cube 
next to you your network password? We try to tie those 
into personal behaviors and how they’re good behaviors 
everywhere, not just in the office. We’ve had good 
success with that.
 
Cullen Andrews: We just hired two resources in the 
back half of last year whose sole focus is what Mike 
just described. And a lot of it is employee awareness. I 
was somebody who thought, it makes sense we would 
put a resource there, and I’m sure that isn’t anything 

I’ll ever hear about again, because we’re not really a 
consumer-facing company. But it’s so critical. And when 
you think about how many businesses, even if they’re 
not a consumer-based business, have been crippled by 
whether it’s ransomware or some other type of scenarios 
that are out there, you just have to make it a core focus 
and we have.
 
Shelley Seifert: And I think the difference between even 
five years ago is that then we would build our systems 
and upon completion, we would have security come 
in and make sure everything was safe, right? Now we 
start with security. It is part of the build so that it’s just 
intrinsic to the environment, which I think is really quite 
powerful and the way it should be. Employee education, 
awareness and building for that security from the start all 
make a big difference. And, in this evolving landscape, 
we must stay diligent focused on the issue of cyber.
 
Mike Chill: This is nice transition from cybersecurity 
to talent. The war for talent in cybersecurity is 
unbelievable. We struggled to find talent in the 
cybersecurity space so we are making it everyone’s job. 
So instead of having 2-3 tech people in the back room, 
we have a workforce of 2,500 focused on protecting the 
company’s assets. We also leverage third parties and 

consults who are real experts and fully focused on the 
rapidly changing trends and threats. 

Alaina Maciá: The more that you can move to third-
party hosting, then that’s less for you to monitor and 
manage too. Outsourcing non-differentiating activities is 
definitely part of the strategy.
 
What about hiring tech talent? And the hiring 
scene overall?
 
Cullen Andrews: The lines have really blurred for us 
as it relates to attracting tech talent, as attracting 
talent is always a top priority. We still need leadership 
skills, we need people who can build relationships, all 
the core fundamentals you think about from a skill-
set perspective. It’s not as if technology is the end-all 
be-all. But they have to still be technology centric. 
We just put offices in Cortex and are expanding our 
presence there. We also have offices in Chesterfield, 

and we have distribution centers across the country 
and in Canada. Why add offices in Cortex? We did that 
to attract different types of talent. If you’re going to 
make investments in these areas, we wanted to have 
offices where a lot of the talent is located to increase 
the pool of talent that is available. We believe the 
talent that would be attracted to working at a fast-
paced technology company should want to work in 
our business, and there can be a stigma, especially 
associated with a 60-year-old family business that’s in a 
logistics industry, that it’s not a very exciting place to be. 
In fact, it’s a very exciting place to be, because there’s a 
lot of things you can leverage in terms of the stability of 
the company, connectedness to the family businesses in 
terms of the mission that we stand for all while driving 
the same innovation associated with a tech firm. You 
can feel really connected to what the purpose is. But 
yet, you’re still doing a lot of the same things in a space 
that is changing really fast. And that’s the message that 
businesses like Dot Foods have to get out, and you have 
to be where the talent is. 

Has the Cortex office worked for you?
 
Cullen Andrews: It has. We’ve hired a few people for our 
e-commerce merchandiser team, and those hires have 
said it does make a difference to them, because it makes 
a statement in terms of what type of work environment 

we offer, and how committed we really 
are to innovation. The Cortex office is 
another way to make that statement.
 

Alaina Maciá: More to the first part of 
your question, it’s also about retaining the 
talent that you have in your organization. 
Technology moves so fast, and I think 
people believe that new features and 
advances should be in an application 
tomorrow, and we all know that it takes time 
to build requirements and do things the 
right way. So, you have to make sure you’re 
messaging to your current staff that you are 
making those investments and that you are 
moving that tech forward, because they’ll 
also leave if they feel like you’re not moving 
fast enough.
 

David Taylor: I look at it as the place where 
you’re going to operate as the culture you want 
to create and the mindset that you want to 
attract. This is a big focus for us. We’re moving 
from Maryville Centre to Clayton because this is 
where a majority of business is happening in St. 
Louis and being close to that is important to us 
because we believe that technology really is the 
business when you take a step back and look at it. 
We are also looking at spaces at Cortex and T-Rex 
for this same reason.

Mike Chill: Mississippi Lime is one of our biggest 
brands in town. And they’re a 110-year-old mining and 
chemical company. It may not instantly ring innovation, 
but I’m telling you now that I’ve been there and seen how 
we make and produce product. It is very innovative. So 
what we’re doing is telling our story. We’re talking about 
the legacy and highlighting the innovative operational 
and technical stuff we’re doing to help our customers. 
We’ve gone through a recent remodel of our offices, 
and it’s light, airy, with lots of glass. People like that. It 
feels more collaborative when you have the shorter work 
stations and the more open space. And, we’re seeing 
benefit from that in the collaboration of the workforce, 
the ability to retain and to hire new resources.
 
David Taylor: Great point Mike. Because when you see 
the operation from a technology perspective, that’s 
when true innovation happens. There’s so many things 
that could be done differently or added to existing 
solutions to transform our company. I’m sure at Dot 
Foods, there’s so much automation from a facility’s 
perspective that was created by the business and 
IT coming together. Most companies have that wall 
between the two, and when you can get them together, 
it’s huge in terms of the impact.
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We’ve been spending a lot of 
our investment … trying to 
get our internal technology 
up to more of what 
people are seeing in the 
commercial space with 
some investments in our 
human capital, management 
applications and how we do 
travel and expenses.

MIKE CHILL, 
HBM
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Shelley Seifert: I do think that’s the one big 
advantages of family owned businesses. So, we 
talked about the fact that a 100-year-old, family 
owned business may not feel like the newest, 
shiniest object, but it is a place of high impact. And 
I truly think people join these companies to really 
make a difference. They can feel it and see their 
impact. In privately held companies, businesses 
and technology are deeply integrated. For 
example, we just asked our head of technology 
to sit on our executive loan committee so he can 
learn as much about our business as possible. 
I’m not sure that happens as quickly or readily at 
publicly held companies. And, while there are 
some hurdles, the partnership between business 
and technology to develop strategy is very tight.
 
Are you seeing a lack of skilled workforce 
to draw upon in the St. Louis region?
 
Alaina Maciá: I would say no. Attracting talent 
and finding the right fit, to your point earlier, 
is difficult in any role, but we haven’t not been 
able to fill a position or not find somebody 
for our past openings. Sometimes it’s our 
strategy around posting that position and 
making sure we’re getting a talented candidate 
through the process and we are getting them an offer 
letter quickly. 
 
David Taylor: I would say no as well. I feel like it requires 
you to look at recruiting differently where it’s personal, 
not necessarily just a job posting. Also, I would say a 
majority of my time is spent on recruiting. Because I 
know it’s the most important aspect for us to be able to 
grow and scale. People always ask, is it sales or delivery? 
And it’s actually recruiting because I would be in sales 
and delivery if I wasn’t recruiting the right people.
 
Mike Chill: The two things I try to look for is, obviously 
you want to hire the right skill set. I think we can find a 
.net developer or a database administrator. And then 
the flip side of that is a mindset. And that’s being able to 
interface with our customers and gather requirements 
and all those things. Because we’re not a giant company 
so we don’t have hundreds of IT people where I can 
have this team that gathers requirements and this team 
writes documentation and this team tests. What I have, 
is a person that’s going to go do the whole thing. And 
that’s hard for me to find. Somebody that has enough 
technical skills to deliver the work, but enough business 
analyst skills to go figure out what the problem is, and 
then overall can actually get along with the customer, 
the internal employees, because the personality’s got to 
fit. So that’s the challenge for us, as opposed to, can I 
find somebody that can create the widget?
 
Cullen Andrews: I agree there’s lots of talent in St. 
Louis. It does make you change your recruiting process, 
though, if the reality is, it really doesn’t matter if 
somebody’s in your industry or not. That would almost 
be the last reason to hire someone. It’s all about skill set 
and what they bring to the table both from a technology 
perspective and business instincts. It’s another part 
of the Cortex opportunity, because it really gets you 
in the middle of everything, and now you’re making 
connections you wouldn’t otherwise have had. We 
had more experience recruiting salespeople within 
the supply chain industry. We didn’t have as much 
experience to really hire talent in the area of technology. 
And, so, to do that, you have to really be in that universe, 
and that creates complexity and opportunity any time 
you do that.
 
Shelley Seifert: I really appreciated David’s comment 
about the job being a recruiting job. As I look across our 
company, our best leaders see recruiting as part of their 
job every day. And it really is differentiating. I think it’s a 
comment on just the level of demand for talent broadly 
in the country. I don’t think it is specific to St. Louis. I 
don’t even think it is specific to technology. The demand 
for talent is huge. Having the right talent is how you win. 
I believe the leaders in companies, the ones who truly 
create legacy, are the ones who take talent as a big part 

of their job every day.

What future tech innovation in your space excites 
you the most?
 
Alaina Maciá: Well, I get a lot of questions about 
autonomous vehicles. And being in transportation, I 
find it very exciting. There are some challenges with 
it, obviously. There has been some negative press, 
and there’s been accidents related to the technology. 
People ask, “Are autonomous vehicles a threat to 
your business?” And I say, “No, it’s an enhancement 
to our business.” Because we will still need drivers or 
attendants in our vehicles to assist the disabled and the 
elderly and individuals with significant medical needs, 
but the vehicle’s going to be safer. The ride is going 
to be safer. We can monitor the systems. The traffic 
as a whole could be managed better. Insurance costs 
might go down. So, I get really excited about it and 
look forward to utilizing those resources to improve our 
service.
 
David Taylor: I look at it as just the ability for us to adapt 
to a changing market, which is more obtainable than it 
was probably five to 10 years ago. And I think it creates 
a level of opportunity that everyone at the table is 
probably thinking about everyday. “What is our company 
doing today and what will we be doing five years from 
now?” if it’s autonomous vehicles, cryptocurrency or 
blockchain. Family businesses are looking at those 
opportunities and becoming faster at getting to those 
innovations because they’re more nimble than most 
large companies. Family businesses can really make an 
impact in getting into a new space or diversify in their 
core competency. 

Cullen Andrews: We’re really looking at AI and machine-
to-machine learning. So, for a supply chain organization, 
we’re always going to need lots of people, because we 
have so many decision points. And now, we are asking 
ourselves, “What decision points can be done machine-
to-machine more accurately, more efficiently, to really 
allow for our employees to do what they do best, which 
is to take that information and do more value-added 
activities?” There’s a lot of opportunity there for us.
 
David Taylor: I was meeting with someone yesterday, 
and I asked them what they use reports for in their 
organization. They said, “we use them to make a 
business decisions.” So, I said, “If there was a business 
decision made on data, couldn’t we automate that 
business decision?” I think a lot of people are focusing 

their attention on building out a reporting and analytics 
strategy when I think they should be focused on AI and 
machine learning. It will change the conversation in your 
organization to “How do I automate this, to your point 
Cullen, to create scale in my organization?” 
 
Shelley Seifert: I do think artificial intelligence is the 
game changer. Whether it’s self-driving cars, logistics 
or helping people have more control over their financial 
future. Artificial intelligence enables our clients and 
our employees to make better decisions, to have better 
tools, to have better transparency. I think it is critical. 
Probably the single greatest factor we see differentiating 
where we are today and where we’ll be in five years is 
artificial intelligence.
 
Mike Chill: I love this question because this is why 
I went into the tech space. At a very practical level, 
for us as a manufacturing company, 3D printing is 
something that we’re using successfully. We have a 
number of businesses that prototype a product for 
another customer, and then if the contract is awarded, 
we make thousands or millions of them. So, we like to 
get that prototype as fast as possible so we can not 
only deliver the customer a picture in a 3D CAD model, 
but we can say, “Here it is,” and set it on their desk. The 
other benefit we see is sometimes that part then gets 
coupled with parts from multiple suppliers so we then 
can make multiple ones and send them out so that when 
we all come back together with a finished good that 
then goes into a truck, we now have collectively satisfied 
that customer weeks faster. One that’s getting a lot of 
press but I’m not entirely sure where it will go is this 
concept of blockchain. The whole concept of blockchain 
is around a single encrypted ledger. There is talk about 
it dramatically impacting supply-chain management 
specifically where you’re sending data or sending 
products across the globe, having a single source to 
track think lot tracking for FDA, automotive, aerospace. 
We are in all three of those segments so I’m in active 
listening mode on that one. Lastly, the concept of AI is 
really taking off. I think that’s David’s and Shelly’s point 
so I won’t belabor it, but it highlights what technology 
does best which is continuously improving. Three to five 
years ago, we were talking about predictive analytics 
(monitoring for failure and alerting a human) and now, 
with AI, we are skipping the alerting step and saying that 
once you know it is going to fail, don’t alert a human, but 
have technology to just fix it and move on.  That can be 
very powerful. 

”

We look at it as 
differentiating versus 
non-differentiating and 
making sure that the 
differentiating things 
are the things that are 
connecting us closest to 
our customers.

DAVID TAYLOR, 
Maryville Technologies

“


