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OCTOBER PDM DETAILS 

“The mission of the Cleveland Chapter is 

to continue to be the premier provider 

of operations management education in 

the greater Cleveland area.” 
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PDM at Embassy Suites—Rockside 
Thursday, October 19th, 2017 
 

FEDERAL RESERVE BANK of CLEVELAND 

National and Regional Economic Outlook 
By: Rubén Hernández-Murillo 

 
Rubén Hernández-Murillo 
is a senior policy econo-
mist in the External Out-
reach and Regional Ana-
lytics Group at the Feder-
al Reserve Bank of Cleve-
land. His primary research 
interests include public 
economics, regional and 
urban economics, and re-
al estate economics. 

 
Dr. Hernández-Murillo joined the Federal Reserve Bank 
of St. Louis in 2000 as an economist. He was appointed 
senior economist in 2005. In 2015, he joined the Cleve-
land Reserve bank and assumed his current position. He 
has taught at Washington University in St. Louis and the 
Instituto Tecnológico Autónomo de México (ITAM) Cen-
ter for Economic Research. 
 
(continued on page 4) 

 

Topic:  National and Regional Economic Outlook

   
Speaker:  Rubén Hernández-Murillo 
  

Location: Embassy Suites –Rockside 
 5800 Rockside Woods Blvd 
 Independence, Ohio 44131 

 216-980-9900 
  
   

Date: Thursday October 19, 2017 

Agenda: 5:30—6:15 PM Arrival / Registration 

 6:15—7:00 PM Dinner  
 7:00—8:00 PM Presentation 
 8:00—8:30 PM Discuss / Closing Remarks 
 

Admission: APICS Member $30.00 
 Non-Member $35.00 

 Student Member $10.00 
 Student Non-Member $15.00 
 Add $5 if you pay at the door 
  
 

RSVP: Program deadline for registration is  
 Tuesday, October 18th, 2017  
 

Registration Register and pay online by visiting us at 
& Payment: http://www.apicscleveland.org/?q=pdms . You 

may register online  and pay online using 
Visa, MasterCard, Discover, or American  
Express. There will be a $5 up charge if you 
need to pay at the door.  Note—These are  
procedures using Cvent secured services. 

 

Points Receive One Certification Maintenance Point 
for each PDM attended. 

http://www.apicscleveland.org/?q=pdms


 

 

President’s Message: 

The History of Sears Predicts Nearly Eve-

rything Amazon Is Doing 

 
One hundred years ago, a retail giant that shipped millions of prod-
ucts by mail moved swiftly into the brick-and-mortar business, 
changing it forever. Is that happening again? 
 
Amazon comes to conquer brick-and-mortar retail, not to bury it. In 
the last two years, the company has opened 11 physical 
bookstores. This summer, it bought Whole Foods and its 400 gro-
cery locations. And last week, the company announced a partner-
ship with Kohl’s to allow returns at the physical retailer’s stores. 

 
Why is Amazon looking more and more like an old-fashioned retailer? The company’s do-it-all corporate 
strategy adheres to a familiar playbook—that of Sears, Roebuck & Company. Sears might seem like a 
zombie today, but it’s easy to forget how transformative the company was exactly 100 years ago, when 
it, too, was capitalizing on a mail-to-consumer business to establish a physical retail presence. 
 
To understand Amazon—its evolution, its strategy, and perhaps its future—look to Sears. 
Mail was an internet before the internet. After the Civil War, several new communications and transpor-
tations systems—the telegraph, rail, and parcel delivery—made it possible to shop at home and have 
items delivered to your door. Americans browsed catalogues on their couches for jewelry, food, and 
books. Merchants sent the parcels by rail. 
 
From its founding in the late 19th century to its world-famous catalog, the history of Sears, Roebuck & 
Company is well known. Less storied is its magnificently successful transition from a mailing company 
to a brick-and-mortar giant. Like Amazon among its online-shopping rivals, Sears was not the country’s 
first mail-order retailer, but it became the largest of its kind. Like Amazon, it started with a single product 
category—watches, rather than books. But, like Amazon, the company grew to include a range of prod-
ucts, including guns, gramophones, cars, and even groceries. 
 
From the start, Sears’s genius was to market itself to consumers as an everything store, with an unri-
valed range of products, often sold for minuscule profits. The company’s feel for consumer demand was 
so uncanny, and its operations so efficient, that it became, for many of its diehard customers, not just 
the best retail option, but the only one worth considering. 
 
By building a large base of fiercely loyal consumers, Sears was able to buy more cheaply from manu-
facturers and wholesalers. It managed its deluge of orders with massive warehouses, like its central fa-
cility in Chicago, in which messages to various departments and assembly workers were sent through 
pneumatic tubes. In the decade between 1895 and 1905, Sears’s revenue grew by a factor of 50, from 
about $750,000 to about $38 million, according to Alfred D. Chandler Jr.’s 1977 book The Visible Hand:  
The Managerial Revolution in American Business. (By comparison, in the last decade, Amazon’s reve-
nue has grown by a factor of 10.) 
 
Then, after one of the most successful half-centuries in U.S. corporate history, Sears did something re-
ally crazy. It opened a store. 
 
 

 
(continued on pg. 3) 
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President’s Message  (continued from page 2) 

 

In the early 1920s, Sears found itself in an economy that was coming off a harsh post-World War re-
cession, according to Daniel M. G. Graff and Peter Temin’s essay “Sears, Roebuck in the Twentieth 
Century.” The company was also dealing with a more lasting challenge: the rise of chain stores. To 
guide their corporate makeover, the company tapped a retired World War I general named Robert 
Wood, who turned to the U.S. Census and Statistical Abstract of the United States as a fount of market-
ing wisdom. In federally tabulated figures, he saw the country moving from farm to city, and then from 
city to suburb. His plan: Follow them with stores. 
 
The first Sears stores opened in the company’s existing mail-order warehouses, for convenience’s 
sake. But soon they were popping up in new locations. Not satisfied with merely competing with urban 
department stores like Macy’s, Wood distinguished new Sears locations by plopping them into suburbs 
where land was cheap and parking space was plentiful. 
 
Sears’s aesthetic was unadorned, specializing in “hard goods” like plumbing tools and car parts. Wood 
initially thought that young shoppers would prefer a cold, no-frills experience—he likened the first 
stores to “military commissaries.” This was a rare misstep; Sears ultimately redesigned their stores to 
appear more high-end. 
The company’s brick-and-mortar transformation was astonishing. At the start of 1925, there were no 
Sears stores in the United States. By 1929, there were 300. While Montgomery Ward built 90 percent 
of its stores in rural areas or small cities, and Woolworth focused on rich urban areas, Sears bet on 
everything—rural and urban, rich and poor, farmers and manufacturers. Geographically, it dispropor-
tionately built where the Statistical Abstract showed growth: in southern, southwestern, and western 
cities. 
 
Sears was not content to be a one-stop-shop for durable goods. Like Amazon today, the company 
used its position to enter adjacent businesses. To supplement its huge auto-parts business, Sears 
started selling car insurance under the Allstate brand. One might say the shift from selling products to 
services is analogous to the creation of Amazon Web Services—or even Amazon’s television shows. 
Analysts have wondered, why would Amazon want to sell books, diapers, and TV? But even the com-
pany’s seemingly eccentric decisions are centered on Sears’s old expertise: becoming an inextricable 
part of consumers’ lives. 
 
It’s remarkable how Sears’s rise anticipates Amazon’s. The growth of both companies was the result of 
a focus on operations efficiency, low prices, and a keen eye on the future of American demographics. 
So how might Sears’s experience predict Amazon’s future? 
 
First, Sears showed that physical retail doesn’t necessarily cannibalize the mailing business. So far, 
Amazon’s online sales have actually grown in regions where it has a physical store presence, accord-
ing to CNBC. 
 
Second, it’s important to remember that, although Sears eventually became a dominant physical retail-
er, the transition was bumpy. Sears initially assumed that its blue-collar customers would appreciate a 
no-frills shopping experience. But it eventually beautified its stores to lure the whole family. The spartan 
design of Amazon’s bookstores already has its detractors, and the company may learn that even a lo-
gistics behemoth needs an interior decorator. 
 
Third, Amazon may find, like Sears, that size can be both an advantage and a bull’s-eye. Sears 

evolved to become a microcosm of the American economy, with its corporate operations spanning re-

tailing, manufacturing, marketing, and transportation.  
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President’s Message  (continued from page 3) 

 

Warehouses filled 100,000 orders a day, 16 Sears-operated manufacturing plants built name-brand 
kitchenware and furniture, and a New York branch concentrated in apparel marketing. Amazon is al-
ready on this very road; in fact, on Thursday, the company announced that it is adding several thou-
sand marketing jobs in its New York office. But just as Sears attracted the ire of displaced merchants, 
particularly in rural areas, Amazon will find—and has already found—it impossible to expand without 
garnering animosity from retailers or regulators. 
 
Growing inequality in the U.S. may offer new challenges to building a truly national retailer. But once 
again, Sears offers a lesson. The company thrived as long as it used U.S. demographics as a guide—
following Americans to the suburbs of the South and West, and selling parts for their favorite new toy, 
the automobile. Amazon, too, will thrive as long as it uses American demographics as a roadmap and 
takes advantage of new personal technology, like mobile phones for shopping and AI assistants for 
the home. In the last six months, Amazon has spent $13 billion to buy Whole Foods and its upscale 
urban locations. At the same time, it has offered discounts for low-income shoppers to become Prime 
subscribers. Perhaps Sears’s descendant can become an everything store for everyone. (Taken from 
The Atlantic September 25, 2017 Derek Thompson) 
 

 

Best regards,  
 

 
Bob  
Dr. Robert Stoll 
APICS Cleveland Chapter   
president1@apicscleveland.org 
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(continued from page 1.) 
 

  About Our Speaker: 
 

 

FEDERAL RESERVE BANK of CLEVELAND 
National and Regional Economic Outlook 
Rubén Hernández-Murillo 
 

 

His research has appeared in the Journal of Banking and Finance, the Journal of Money, Credit and 

Banking, the International Economic Review, and the International Journal of Industrial Organization, 

among others. 

Dr. Hernández-Murillo received a bachelor’s degree in economics from Instituto Tecnológico  
Autónomo de México (ITAM) in Mexico City and an MA and PhD in economics from the University of 
Rochester. 

 
 

https://www.theatlantic.com/author/derek-thompson/
mailto:president1@apicscleveland.org


 

 

 

APICS Cleveland Chapter Education 
 

Why you should earn an APICS designation 
Increase your salary - on average designees see a 12% increase 

Improve your hiring potential by 65% 

Maximize ROI on the systems and technologies 

Reduce your organization's costs 

Provide more value to your organization 

Understand how to increase customer satisfaction 

 

Build your credibility and set yourself apart from peers 
Thousands of employers worldwide look for an APICS designation when making critical hiring decisions. 
These companies know that APICS designees have the proven knowledge and skills to strategically 
streamline operations.  
 

Are you ready to distinguish yourself in supply chain management?  

 

CPIM – Certified Production and Inventory Management 
Production and Inventory Management.  Newly revised curriculum, now only 2 classes and 2 exams to complete the certifica-
tion.    
  

CSCP – Certified Supply Chain Professional  
Comprehensive end to end supply chain for experienced mid and senior level professionals. 
  

 CLTD – Certified in Logistics, Transportation, and Distribution 

Concentration on best practices in the movement of materials for experienced mid and senior level professionals.  
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Save The Date….. 
 
Our next month’s PDM will be on Wednesday, November 15th 2017.  It will be at the Holiday Inn, In-
dependence.  Topic and speaker to be determined 
 
No PDM in December due to holidays. 
 
January PDM at Holiday Inn, Independence,  January 18th, 2018  
 
February PDM at Holiday Inn, Independence,  February 21st,  2018  
 
March PDM at Holiday Inn, Independence,  March 21st, 2018  
 
April PDM at Holiday Inn, Independence,  April 18th, 2018  
 
May PDM, possible plant tour, May 16th, 2018 

 

Reserve a spot for these meetings on your calendar now! 
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LEADING THE WAY AT APICS 2017 

Join APICS in exciting San Antonio, October 15-17, 2017 for the flagship conference event from the 
premier supply chain organization. 
 
APICS 2017 brings together more than 2,000 attendees, 60+ educational sessions, 12 facility tours, 
two keynotes and countless networking opportunities. This year’s theme of Leadership explores the 
many opportunities that have emerged through the rise of supply chain, and the skills it takes to excel 
in today’s complex, dynamic global environment.  
 
Explore forward-thinking topics covering end-to-end supply chain, logistics and operations manage-
ment with our 2017 learning paths inspired by the Supply Chain Operations Reference (SCOR) model: 
Plan, Source, Make, Deliver, Return, Enable. 
 
https://www.apics.org/annual-conference/about/apics-2017 
 
October 15–17, 2017 
San Antonio  

 

APICS Cleveland Chapter 

2017 October PDM  

EMBASSY SUITES - ROCKSIDE  
5800 Rockside Woods Blvd 

Independence, OH 44131  
TEL: +1-216-986-9900  

FAX: +1-216-986-9901  

 
Directions from Cleveland-Hopkins International Airport 
(CLE Airport) 
 

Take I-480 E to I-77 South, Take I-77 South to Exit 155 
(Rockside Road-Independence) and turn left onto 
Rockside Road. Go to 4th traffic light and turn left onto 
Rockside Woods Blvd. Hotel will be on your left 1/4 mile 
from Rockside Road  

https://www.apics.org/annual-conference/about/apics-2017
https://www.apics.org/annual-conference/home


 

 

 

Pictures From Our Last (September) PDM  
 

PLANT TOUR—CLEVELAND WHISKEY, TOM LIX 
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APICS - Chapter Membership & Anniversaries  
June, July, August, September  2017 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Congratulations!!! 

New Members 

Bryan  Dickens, CPIM 

Christiana  Albert, CSCP 

Jennifer  Schweighauser, CSCP 

Emma  Cumming 

Barbara  Eckle 

Darin  Frye 

Patrick  Laffey 
Michelle  Berry 

Robert A Swidarski 

Andrew  Adams 

David  Yankovitz 

Selena  Steele 

Olivia  Hintz 

Yefei  Di 

Honghui  Liu 

Rebecca  Wolfe 

Bruno Teixeira Da Silva 

Jonathan  Martin 

Susan  Snider 

Pamela  Crossland 

Mark  Kligman 

Marihan  albitar 

Wanlu  Liu 

Anthony  Palomar 

Christopher  Gregoire, CPIM 

Anniversaries 

5 Years 

Maren R Gilbert 

Kathy  Che, CSCP 

Derek L Williams, CPIM, CSCP 

Laura  Nahrstedt, CPIM, CSCP 
 
 
 
 
 

10 Years 

Roger  Davis 

David H Ashton, CPIM 

Christopher J Zeitz, CPIM 

Lauri A Eizember, CPIM 

Melanie F Phillips, CPIM, CSCP 

 

15 Years 

Daniel J DiFilippo, CPIM 

 

20 Years 

Steve  DeCoste, CPIM 

Timothy A Brajdic, CPIM 

Christina M Murray, CPIM 

Keith C Sherwin 

Tremayne G Bethel Sr. 

Aaron Lewis 

Trenton Miller 

John Duggan 

Nicholas  Sinur 

Bingjie Li 

Gjergji Mahilaj 

Willie Austin II 

Brandon Stewart 

Ming  Si 

Veronica A Staric, CPIM 

Ron Carlson, CSCP 



 

 

N/A  Past President  

Robert Stoll President Ashland University 

(open) President-Elect  

(open) Secretary  

Daniel Zubricky, CPIM Director of Programs / Events Demag Cranes & Components 

Ed Merker, CPIM Director of Communications Swagelok Company 

Bonney Perney Director of Chapter Marketing IMCD US 

Dennis Okocha, CPIM, CSCP Director of Membership Saint-Gobain Performance Plastics  

Carol Utrup, CSCP Director of Education Parker Hannifin 

Derek Williams Treasurer IMCD US  

Arlene Polderman - Aulisio Systems & Technology Advisor    

Richard Kopp Director at Large  Demag Cranes & Components 

Dan DiFilippo, CPIM Advisor (Treasurer) Tarkett 

Derek Williams Employment Services Coordinator IMCD US  

Ryan Jones Academic Affairs Advisor IMCD US 

Roger Davis Historian Applied Medical Technology 

Bittany Stoll Administrative Assistant Ashland University  

Oya Tukel Representative Cleveland State University 

Kamlesh Mathur Representative Case Weatherhead School of Mgmt 

(open) Representative John Carroll University 

president3@apicscleveland.org 

president2@apicscleveland.org 

president1@apicscleveland.org 

secretary1@apicscleveland.org 

programs1@apicscleveland.org 

communications1@apicscleveland.org 

marketing1@apicscleveland.org 

membership1@apicscleveland.org 

education1@apicscleveland.org 

treasurer1@apicscleveland.org 

technology1@apicscleveland.org 

director1@apicscleveland.org 

treasurer1@apicscleveland.org 

coordinator1@apicscleveland.org 

@apicscleveland.org 

historian1@apicscleveland.org 

admin@apicscleveland.org 

 

 

Please contact Ed Merker at communications1@apicscleveland.org  

for article submissions or editorial comments 

 

 

 

Check out our meeting and class schedule at www.apicscleveland.org 

Join us on LinkedIn 

Follow us on Twitter 

Become our Fan on Facebook 

PO Box 31357 

Independence, Ohio 44131 

ATTENTION CORPORATE MAIL ROOM 

If unable to deliver to addressee, please 

forward to Materials Department or HR 

FIRST CLASS MAIL 

U S POSTAGE 

PAID 

CLEVELAND, OH 

PERMIT #3444 

CLEVELAND CHAPTER BOARD MEMBERS 

NAME TITLE ORGANIZATION E-MAIL 
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