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3 EXPERIMENTATION 
Teams should not be afraid to try 

new things. “Failing fast” is better than 
not trying.

Tom Chavez, co-founder of privacy  
and compliance company Ketch, conducts 
small experiments to better understand 
Ketch’s customers. In recent months,  
the team has tried five different cam-
paigns to engage with buyers. Four failed, 
but the one that didn’t is really working.

4 FLEXIBILITY 
Companies destined for success make 

sure they’re agile enough to meet ever- 
changing customer needs and markets.

When HotelTonight co-founder Sam 
Shank noticed that the mobile apps of travel 
sites were just shrunken-down versions of 
their websites, he designed his product to  
fit how customers are increasingly booking 
travel: on their phones. He took the bold 
step of not even having web booking for 
the first year. Airbnb acquired the company  
for a reported $400 million in 2019.

5 INSPIRATIONAL LEADERS 
Rather than simply communicating 

a company’s mission, successful leaders 
inspire team members to join them on a 
journey. 

Chime co-founder Chris Britt had the 
goal of building a bank that could help 
the majority of Americans live healthi-
er financial lives, inspiring a large team 
to help him realize that vision. Chime is 
now the most valuable consumer fintech 
company in the U.S.

6 PASSIONATE FOUNDERS 
Successful entrepreneurs build  

companies because they’re passionate 
about fulfilling an unmet need.

Shlomo Kramer was so engaged with 
cybersecurity and infrastructure that 
he built not one but three companies to 
address market needs. His first two com-
panies, Check Point and Imperva, went 
public. His latest, Cato Networks, is the 
first secure enterprise network delivered  
as a cloud service.

7  SHARED WINS 
Companies should ensure that all 

stakeholders—employees, customers, and  
investors—share in its success.

When Covid-19 hit, Solv Health adapt-
ed its on-demand SaaS platform to let 
health care providers schedule Covid-19 
tests and virtual care. Led by CEO Heather  
Fernandez, the company has helped  
more than five million Americans get  
tested, a shared win for all parties.  
—As told to Teneshia Carr

A
She’s been supporting talented founders for more 
than 20 years.  Here are the key qualities Gouw has 
found in the successful businesses she’s backed.

Theresia Gouw’s  
7 Key Ingredients of  
a Successful Company

1  ACCOUNTABILITY TO CORE VALUES 
Establishing core values at your com-

pany is critical, but it’s just a first step. You 
must hold the entire company accountable 
to them. 

Gusto, the human resources software 
company, bases assessments of candidates  
on values and motivations. For CEO Josh 
Reeves, the process lets all employees 
know that the company is serious about 
what it stands for.

2 DIVERSE PERSPECTIVES 
Data proves that companies perform 

best when managements and boards  
have gender and ethnic diversity.

At the data visualization software 
company Observable, co-founder Melody  
Meckfessel finds that diverse teams of  
software developers are more creative, 
make better products, and ship them fast-
er. She had the same experience during 15 
years at Google.

COMPANY S P OTLIG HT

B R A N D E D  C O N T E N T

M ost people who shop at the gro-
cery store don’t think much 

about the packaging or label on their 
favorite foods and household prod-
ucts. Packaging connects us to brands, 
protects the foods we eat from diseases, 
extends shelf life, and keeps food cost 
lower than any place in the world.  So, 
you may be surprised to fi nd out that 
the fl exible packaging industry is a 
multi-billion-dollar business.

Tucson-based Poly Print is one of 
the country’s more successful fl exo-
graphic printing and converting oper-
ations, supplying more than 30 billion 
packages and labels annually for major 
grocery chains and brand owners. Suc-
cess didn’t happen overnight, with the 
company facing turbulent times more 
than once over its 29-year history. “This 
really is a success story, with the fi rst 10 
years in business being such a strug-
gle,” says Joe Genova, co-owner, vice 
president, and the son of Ron and Elsie 
Genova, the company’s founders. 

ENTREPRENEURIAL STRUGGLES  
In 1992, Ron was working for a fl exible 
packaging company in California when 
an opportunity to purchase a small 
printing operation in Arizona became 
available. The fl exible packaging in-
dustry was growing, and if they could 
just deliver a quality product, on time, 
then they could have a thriving busi-
ness, Genova says. 

That’s been easier said than done. 
The company ran into a plethora of 

common business startup issues, such 
as unexpected manufacturing prob-
lems, not having enough capacity, and 
managing through an especially dif-
fi cult 2008 downturn. “We were po-
sitioned for explosive growth,” says 
Genova, whose fi rst job was driving 
the forklift when he was 10. “But that 
didn’t happen.”

SOLID SALES PLAN 
In 2013, after struggling through the 
2008 great recession, Genova decided it 
was time to focus on a robust sales plan, 
something the company lacked.  The plan 
identifi ed new areas for growth, such as 
labels for bottled water, pet foods, and 
consumer products like cosmetics, fertil-
izers, and detergents. Servicing the plan 
required more than $15 million in new 
equipment, expansions, and sta� , most of 
whom they trained internally. “Expand-
ing into new markets is unconventional 
and risky in fl exible packaging, but it was 
part of our growth strategy,” Genova says. 

Genova’s plan has worked wonders, 
with the company growing by double 
digits every year since 2014, which is 
especially impressive in a sector where 
3 to 5 percent annual growth is consid-
ered aggressive. “We moved out of our 
comfort zone and diversifi ed the mar-
kets we service,” Genova says. “The fu-
ture is to stay the course, grow, invest, 
and maintain our status as leader in 
fl exible packaging.”
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How Poly Print went from 
struggling startup to sector success

A Blueprint for Success

Joe Genova, co-owner and 
vice president of Poly Print
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