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R E S TA U R A N T  |  H O S P I TA L I T Y  |  R E TA I L  |  C O M M E R C I A L  

RCC Associates celebrates five decades of general contracting success 
building restaurants, hotels, country clubs, retail stores, fitness studios, 
banks, corporate interiors and entertainment venues. Licensed in 33 
states from Hawaii to Puerto Rico, RCC consistently delivers superior 
quality and customer service.

954-429-3700   •  rccassociates.com
255 Jim Moran Blvd, Deerfield Beach, FL 33442
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Time    Place
        t only occurred to me weeks later: I had a Proustian madeleine 

moment. At the end of my fi rst, long, post-pandemic meal with a friend 
at Carbone, the waiter proudly put down a little white plate with 
three housemade, chocolate-dipped rainbow cookies on it. You know 
the story, even if you haven’t read Marcel Proust’s In Search of Lost 

Time: the taste of the fl uffy shell-shaped madeleine releases a fl ood of 
involuntary memories in the narrator. Even though my friend and I had 
happily devoured tuna Calabrese, stuffed oysters, lobster ravioli and 
Dover sole, it was those cookies, sometimes called Neapolitan cookies, 
that brought back my suburban New Jersey childhood and my love of 
the marzipan, jam-fi lled confections—three layers with the colors of the 
Italian fl ag baked in. A rainbow cookie represented all that was sweet 
about my imperfect childhood. 

So when I interviewed Jeff Zalaznick, one of Carbone’s three co-
owners, for our Engage section, I was charmed when he said that the 
whole point of creating Carbone was to offer an idealized version of 
the midcentury Italian American restaurants that he and his partners 
remembered from New York. Instead of being a slave to tradition, 
or prizing authenticity above all else, Major Food Group developed 
a gastronomic experience both edited and presented through the 
generous haze of memory. 

This mission is where culinary strategy and business strategy 
meet. The CEOs and entrepreneurs in SFBW are creators, realizing 
a vision, no matter what the business is. They have in their mind’s 
eye an entity with its own unique place in society. It might not be as 
tangible as a restaurant, linguine vongole or a rainbow cookie, but it’s 
real and it contributes.

This is especially true of the Alan B. Levan | NSU Broward Center of 
Innovation—the debut of which is imminent (“The Seed of Innovation”). 
“The Levan Center’s goal is to develop, nurture and attract the talent and 
innovation that will propel the South Florida region (Broward, Miami-
Dade, and Palm Beach counties) into the foremost hub in the country’s 
global tech and innovation ecosystem,” Levan says. “It will concentrate 
on being the gateway and connector between entrepreneurs, leading 
companies, students and potential investors in the region.”

Levan is not only banking on the dream that South Florida will take its 
rightful place as one of the country’s major tech hubs—he is manifesting 
it. That’s similar to how Zalaznick and his partners aren’t waiting around 
for Miami to become a culinary capital worthy of Carbone—with new 
venues on the way, they are bending the landscape to their vision. 

That’s the story of South Florida now. Both the longtime local 
visionaries and the innovative migrants aren’t wondering if this is the 
right time or place; they have decided themselves to make this the time 
and place—because they know there’s no time to lose.

Drew Limsky
Editor-in-Chief
South Florida Business & Wealth

&
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Kelly McMahon, PA-C

Injectable fi llers
Laser specialist

Mastering the subtle art
of natural facial rejuvenation

Before After

Before After

Shino Bay Cosmetic Dermatology & Laser Institute,
350 E Las Olas Blvd., #110, Fort Lauderdale, FL 33301

HOURS
9 am - 6 pm Monday - Friday

Closed: Sat - Sun
TEL: 954-765-3005

AfterBefore
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ARTE EFFECTS
Miltiadis Kastanis of Douglas Elliman 
epitomizes the type of real estate 
agent who is rising to the challenge 
of moving property in a red-hot 
market with scarce luxury inventory. 
Representing both the developer and 
the buyer of this half-fl oor condo in 
Surfside’s Arte tower—one of just 16 
units—Kastanis recently oversaw the 
$9 million sale. 

briefi ng room I N T E L  &  O B J E C T S
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ON THE WATERFRONT
The latest news on the Miami Beach development front: Eighteen 
Sunset, a new mixed-use project set to rise in the popular Sunset 

Harbour district, won approval from the City Commission in June. The 
move paves the way for the development of a 60,000-plus-square-

foot building combining prime street-level retail, two fl oors of Class-A 
o�  ce space, and a residential penthouse comprising 32,000 

square feet of indoor and outdoor space, complete 
with an expansive rooftop deck overlooking Biscayne 

Bay. Bradley Colmer of Deco Capital Group, the 
development fi rm behind Eighteen Sunset, is one of 

the project’s masterminds.

DUAL ANGLES
Not unlike the Italian fashion brand 
with the unlikely name of Tod’s, the 
esteemed Italian furniture company 
Baxter fools people because of its 
Anglo-sounding name. But Baxter is 
Italiano through and through. Case in 
point: the whimsical, partially hooded 
Stardust mirror designed by Pietro 
Russo. A conversation piece in any 
language, Stardust features a satin-
fi nished brass frame with inner LED 
lighting. Baxter Gallery is located in 
the heart of Miami’s Design District.

BURNING QUESTION
Why is fi nancial literacy crucial for surviving the pandemic and 
beyond?
“While Americans were always aware of saving for a rainy day, 
the unexpected impact of the pandemic has shed a light on 
personal fi nances and the demand for better literacy. This includes 
bettering one’s relationship with money to properly manage, 
budget and invest funds. To fully understand the fundamentals, 
more widespread education about these topics needs to be 
available. This has prompted Centennial Bank to launch a literacy 
program with GreenPath Financial Wellness, a national nonprofi t 
focused on fi nancial wellness. In partnership with Banzai Inc., 
an interactive, award-winning course on real-world fi nance, the 
bank is sponsoring 43 schools in Florida to access the program. 
By doing so, we hope that if another health crisis or fi nancial crash occurs, everyone from 
students to retirees are better equipped to handle the situation.”
 David Druey
 Florida Regional President
 Centennial Bank
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When Bob Swindell, president of the Greater Fort Lauderdale Alliance 
Foundation, sounds the alarm, the community should listen up: “The global 
pandemic has dominated our lives for the past year, and it has been quietly 

intensifying the opioid epidemic,” he says. More than 500 people lost their lives 
to an overdose in Broward County between January and September of 2020, 

representing a 24 percent increase from the same time the previous year. 
This alarming increase is directly related to isolation and economic hardship 

caused by the COVID-19 pandemic. Moreover, experts estimate that the economic 
impact of the opioid epidemic on Florida is roughly $97.1 billion lost each 

year in gross regional product and 128,800 workers sidelined from the 
labor force. The Florida Blue Foundation has asked the Greater Fort 
Lauderdale Alliance Foundation to lead Project Opioid Broward, 

with the ambition of signifi cantly reducing overdose deaths 
in our community and raising awareness of this critical 

health crisis.

ALL THE BUZZ
A star of Gucci’s High Watchmaking collection is the 
G-Timeless Dancing Bees, a dazzling timepiece with 
a fi eld of 22 bees that shimmer and move on the dial. 
Tourbillon editions, designed and produced by Kering 
movement manufacture, are also on o� er, allowing 
iconic engineering an unmistakable Gucci fl ourish. 
The G-Timeless Automatic is defi ned by the Gucci 
bee motif, jeweled hardstone dials and precious skin 
straps.

ROYAL PALMS
Located within the estate section of the guard-gated Palm Island, this 14,000-square-foot mansion at 94 Palm 
Avenue, Miami Beach is listed for $34.5 million by Liz Hogan with Compass. The lush backyard space boasts 
a private bayfront with a dock equipped for a yacht, large patio surrounding a resort-style hot tub, and a pool 
which is custom-fi nished with an intricate mosaic tile design. Within the pool house, fi nd features including 
an onyx bar, steam shower, two cabanas, a full gym and two entertaining areas.

briefi ng room I N T E L  &  O B J E C T S
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“Compared to other cities, 
Miami hotels and restaurants 

have done much, much better.”
— Eddy Arriola, Chairman and CEO, 

Apollo Bank, Miami

agenda
 R E A L  E S T A T E  /  T A X  A D V I C E  /  B A N K I N G  /  F I N A N C I A L  P L A N N I N G
C A R E E R S  /  P H I L A N T H R O P Y  /  E N T R E P R E N E U R S H I P  /  E D U C A T I O N 

F I N A N C I A L  T I P S :  S P O N S O R E D  B Y  VA L L E Y  B A N K

1Effective communication.  As a commercial real estate investor, the last 
thing you want is to have to rework a financing deal because the terms don’t 
match what you initially agreed to. Submitting everything up front, includ-

ing personal and business financial statements, historical trends on the property, 
and the property’s rent roll allows your bank to make a full, informed decision. 
The best lenders will fully review that information when providing your term 
sheet, which will ensure there are no surprises.

2Know who approves your deal. When you’re on the clock for an acqui-
sition, you shouldn’t be waiting on a decision from somewhere other than 
the local market.  Ask your banker who makes the final call on your loans 

and be sure they have a good understanding of your market. The submarkets in 
Florida can change from one zip code to another.  Make sure you work with a 
bank that operates in your specific market: It will make a world of difference in 
good times and bad. 

3Work with a specialist. Some banks are only interested or knowledgeable 
in certain segments of commercial real estate lending. For example, they 
may only work with owner-occupied properties, properties under a certain 

price point, or properties in a small geographic area. You may be investing in 
South Florida now, but are looking to expand to Tampa or Jacksonville in the 
future. Choose a bank that understands all aspects of commercial real estate across 
a broader marketplace, combined with expert knowledge in each specific market. 

4Give yourself a runway for growth. A lender who can accommodate 
your first commercial real estate deal may not be able to provide capital 
for subsequent deals. Make sure your bank is large enough to handle your 

current and future investments deals. For example, Valley Bank has the balance 
sheet capacity and capital required to fund commercial real estate loans up to $35 
million. In fact, a number of our borrowing relationships exceed $100 million in 
total exposure. 

Though 2020 brought challenges, South Florida commercial real estate weath-
ered the pandemic storm and has bounced back, with first-quarter lending almost 
matching pre-pandemic levels. The market in South Florida is unique, as com-
mercial real estate, especially multifamily and industrial, is lucrative and competi-
tive due to our location, which offers limited space for expansion.

I’ve spent my career as a banker helping new and established investors and 
businesses in this market. If you’re getting involved in commercial real estate in 
South Florida these days, here are four tips to ensure you’re securing the best 
financing for your investment: 

4 Tips for Securing  
the Best Commercial 

Real Estate Financing

Jordan Simler is a career 
banker and Senior Vice 
President for Valley Bank 
with 15 years working in 
commercial real estate. Jor-
dan leads the Broward and 
Dade County commercial 
lending groups, composed 
of experienced lenders 
that have made more than 
$1 billion in loans to South 
Florida businesses and 
community members. 

Valley National Bank is 5-star BauerFinancial rated bank, a Member of the FDIC and Equal Opportunity Lender.
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4 Tips for Securing  
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Real Estate Financing

Jordan Simler is a career 
banker and Senior Vice 
President for Valley Bank 
with 15 years working in 
commercial real estate. Jor-
dan leads the Broward and 
Dade County commercial 
lending groups, composed 
of experienced lenders 
that have made more than 
$1 billion in loans to South 
Florida businesses and 
community members. 

Valley National Bank is 5-star BauerFinancial rated bank, a Member of the FDIC and Equal Opportunity Lender.
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What has caused this unprecedented 
backlog?

Local governments were focused 
on more pressing issues—COVID, the 
election—and city workers were stuck 
at home. I think it’s great that we have 
low taxes, sunshine and this pro-busi-
ness PR effort, but the real problem is 
the bottleneck at the municipality level 
and the country level, and we have to 
get things expedited. That’s what being 
pro-business is about. 

 
What’s your take on the government rescue 
response and how it impacted your clients?

Compared to other cities, restaurants 
and hotels have done much, much bet-
ter. We refinance a lot of hotels in South 
Florida, and we didn’t have any failures. 
Bookings were down but banks were 
able to provide flexibility. One of the big 
things was that federal regulators were 
giving us flexibility and encouraging us 
to be lenient with our borrowers. That 
provided needed oxygen—time and 
money—to a lot of these businesses to weather this storm. 
With our less-restrictive business policies and the sunshine, 
they were able to make it through.

In many cases, time was as important than money, right? There 
was always the feeling that this crisis would end eventually 
because this recession was artificially imposed, like a medically 
induced coma. During the financial crisis of 2008, I remember 
people not feeling that way at all.

It is underappreciated that the federal regulators for banks, 
and the federal government overall, created the oxygen of 
time. Landlords complained about the moratoriums, but, 
overall, the policies really helped people—you could plan 
around unexpected expenses that came up, plan around 
childcare. I know with all of our bank clients, when we called 
them and told them that a forbearance was not going to 
affect their credit, and there was no penalty, it was always 
greeted with, “I can’t believe this is happening. You’re saving 
my business.” Now they could refurbish their hotel or office. 
I remember we had one dentist—very successful, 20-plus-
year practice—but no one wanted to get their teeth cleaned 
because of COVID. But he said, “With PPP and forbearance 

from our loans, we’re going to take this 
time to improve our practice and create 
a surgical center.” They reinvented their 
business and are only going to get bet-
ter. Their cash situation set them back a 
year, but long-term, they’re going to be 
in a better situation. That was the 
gift of time.

 “I love [Mayor] Francis 
Suarez personally, and I 

think his PR effort has been 
fantastic, but if he really 

wants to make an impact, 
he’s got to meet with the 

city manager and the city 
commissioner and say, ‘We 
need to expedite building 

and development and make 
sure that businesses can 
open up faster,’ and not 
just hype up Bitcoin or 

how beautiful Miami is for 
programmers to work.”tInside View

whole business comes down, how do I start establishing a 
banking relationship?” We met face-to-face in our office, in 
a socially distant way and we would Zoom from our offic-
es with his controller and his vice president of operations in 
Chicago to talk about moving over accounts and where they 
might look for new operations. And through a Zoom call they 
were learning about the geography of Miami, learning about 
types of talent that they need to hire and what’s available in 
Miami and what could they still keep in the Chicago area. 
We’re helping people migrate.

Whatever else they’re doing, this class is snapping up houses—if 
they can find them. Among your clients, what are you hearing 
about the housing shortage?

If you’re trying to buy a house—whether it’s $350,000 or 
$35 million—you have to move quick. It’s hard to get apprais-
ers, it’s hard to get construction that’s reliable at affordable 
rates. Everything is skyrocketing—labor, construction costs, 
architects, everything. Anything to do with housing, con-
struction, at every level, is nuts. There aren’t enough apart-
ments to rent, there aren’t enough houses to rent, there ar-
en’t enough houses, period, at every sort of price point. It’s 
very different from the financial crisis because then there 
really was fraud; there really was speculation. And we were 
overleveraged as a society. Many people are overpaying, but 
they’re not overleveraged and there isn’t fraud.

What else is impacting the housing and construction landscape?
 All day, I talk to developers and business owners—they own 

a warehouse, or they own an office. Ninety-nine percent of them 
say that permitting and getting approvals at the city and county 
level are at a snail’s pace. There’s increased demand, it’s harder 
to get labor, costs are escalating, and the city and county are 
moving slower than they’ve ever been, and this is crazy. I love 
[Miami Mayor] Francis Suarez personally, and I think his PR ef-
fort has been fantastic, but if he really wants to make an impact, 
he’s got to meet with the city manager and the city commission-
er and say, “We need to expedite building and development and 
make sure that businesses can open up faster,” and not just hype 
up bitcoin or how beautiful Miami is for programmers to work. If 
you have an older, beat-up apartment building, and you want to 
renovate it in order to bring in new tenants and make it a nicer 
property and charge more, it’s just taking longer than I’ve ever 
seen. It’s a big concern throughout our community. It impacts 
home expansions. The guy who lives across the street from me 
is doing a refurbishment, and I asked him how it’s going. And he 
says, “I’ve just been waiting on the permits.”

agenda B A N K I N G
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MOVER & SHAKER
Apollo Bank CEO Eddy Arriola 
oversees key Miami deals.

As we emerge from the financial challenges that the pandemic wrought, 
Apollo Bank’s chairman and CEO Eddy Arriola offers perspective 
The exodus from New York. The housing shortage. PPP. Evic-
tion moratoriums. Every headline-garnering economic issue 
has touched Apollo Bank, which was formed in 2010 through 
the acquisition of Miami’s Union Credit Bank. In 2011, the 
name was changed to its current moniker—which carries 
a more inspirational, aspirational flavor. Apollo was, among 
other things, the ancient Greek god of healing and plagues, 
so it’s an apt time for SFBW to talk with Eddy Arriola about 
the plague of 2020-21, the healing we’re experiencing, and 
aftereffects that no one could have anticipated. 

Apollo is a business-focused bank. Among the C-suite execs mov-
ing to Miami, have you picked up your share of clients?

Our bank has picked up clients from this wealth migration. 
We’re sort of a higher-end business and entrepreneur-fo-
cused bank. We’ve been very busy talking to these folks 
coming from nontraditional markets: California, Chicago and 
the rest of the Midwest and New York City. They come to 
us because they want high-end service—they’ve been work-
ing with the same bank for 20-plus years, and they want the 
same type of service when they start over. The reason that 
they call us and not Wells Fargo or Bank of America is that 
they’re professionals who are new to the market and they 
want to get connected as fast as possible and want to get 
plugged into the community. They want to know where to 
send their kids to school, get referrals to doctors. A new client 
from Chicago said he needed to talk with me, urgently. “My 
wife is selecting schools,” he said. “We don’t know where to 
go.” Another client, from Boston, wanted to work with a local 
lawyer. A third one was looking for a doctor. It has nothing 

to do with banking. With the lack of 
events—where people would typical-
ly make connections—due to COVID, 
we make introductions via Zoom and 
email, have friendly lunches to con-
nect people. We’re investing in rela-
tionships for the long haul.

Can you describe a recent deal or transaction—no names, of 
course—with a new client?

 One gentleman I talked to—he called me today—
about schools. In the Chicago area, he’s a major food supplier 
for major restaurant brands in the Midwest. For reasons like 
talent flight from Chicago and taxes, he wants to move his 
operations to Miami. His business is substantial, and for him 
the move is partly for lifestyle and partly for taxes. He saw 
the future, like, I’ve got to get out of Illinois. He asked, “If my 
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worked in real estate on the French 
Riviera and in Monaco, but had plenty 
to learn when she started in the Unit-
ed States. She secured her work per-
mit in July 2014 and signed on with 
Coldwell Banker (“the most American 
real estate company, I guess,” she says) 
in October 2014, and then endured a 
couple of tough years. Part of it was a 
typical adjustment to a complex mar-
ket, and part of DeBuire’s challenging 
acclimation was cultural. 

“It’s a totally different business 
in the U.S.,” she notes. “What people 
expect from a real estate agent here 
is more diverse—and more interest-
ing. You need, of course, to not only 
master the market, and do a good job 
showing the property, but you also 
have to be a really good marketer, and 
you need to have some legal knowl-
edge. You need to understand the 
contract.”

And, more than likely, you’ll skip 

lunch. “In America, it’s business first 
and friendship after,” she says. “The 
way we work and make deals in Eu-
rope is, ‘Let’s develop a relationship 
of trust first, and after, we do busi-
ness.’ That’s why we spend so much 
time going for lunch. Here, I barely 
eat.”

At present, DeBuire’s evolution 
means she has some of the most 
dazzling listings on the market, in-
cluding two in Oceana Bal Harbour. 

agenda  R E A L  E S T A T E

BY DAVID ZIVAN

says. And while she seems 
absolutely fun-loving, 
the list of what the Paris 
native brings to the ta-
ble should begin with her 
tireless focus. “My way of 
working is, when I list a 
property, I want to sell it. 
I don’t care to have 100 
properties to sell if I am not able to 
sell them,” she says. “Because I work 
in a boutique shop, I give 100 percent 

of myself. When my clients 
give me a listing, I do ev-
erything I can. For my buy-
ers it is exactly the same. I 
am not going to be the Uber 
driver taking them all over 
the place. I will take them 
directly to a good place for 
them and their family.”

This year, DeBuire’s career total 
crossed the $100 million mark, but 
it has not always been easy. She had 

OCEANS AWAY
Sandra DeBuire 
lists such properties 
as this condo at 
Oceana Bal Harbour 
(opposite page, 
following pages).

Parisian Player
Those who hire Sandra DeBuire get one of the most driven 
real estate agents anywhere—with a side of French flavor

iIs it the sunny disposition? The 
infectious laugh, perhaps, or the 
charming French accent? Sandra 
DeBuire is ranked sixth on the list of 
highest-grossing agents in Florida. 
She’s in the top 1 percent of Coldwell 
Banker agents, worldwide. Does she 
have a secret? The customized ap-
proach? Her deep knowledge of the 
Miami market?

“I work maybe three or four times 
harder than most people,” DeBuire 

i
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DeBuire’s Take on 
Five Hot ’Hoods
Bal Harbour Village 
“I handled the biggest single-family home sold 
in Bal Harbour Village. It’s where I have sold my 
most impressive properties. This is a very wealthy 
area on the ocean, next to the famous Bal Harbour 
Shops, where you have Chanel and Gucci.”

Miami Shores 
“I personally love this area. It’s very family-orient-
ed. It has a lot of trees, and nice homes. You have 
schools, parks, supermarkets and some restaurants 
in walking distance.”

Wynwood 
“This neighborhood is very trendy for young peo-
ple—lots of restaurants, places to hang around. My 
clientele would not live in Wynwood. They would go 
out in Wynwood but would not live there.”

North Bay Village 
“Really undervalued. It’s good for middle-class peo-
ple and has super nice views and a natural breeze.”

Mid-Beach 
“There are some buildings that I really do like in 
Mid-Beach (between 24th and 60th streets). You 
can buy here for, let’s say $1,300 to $1,400 per 
square foot, and I think it will get to $2,000 very 
very quickly.”

agenda  R E A L  E S T A T E

The first, listed for $28.8 million, of-
fers bold contemporary design in 
two combined units. The second, 
a four-bedroom condo with nearly 
6,000 square feet of living space, fea-
tures a 32-foot-long rooftop pool as 
well as ocean, bay, and city views. The 
$22 million property, DeBuire says, is 
unique, “because it’s really a house 
in the sky with a lot of privacy. And, 
of course, all the service that comes 
with the luxury building.” 

At the Mansions at Acquali-
na in Sunny Isles, DeBuire has a 
9,218-square-foot, four-bedroom tow-
er suite, listing for $10.5 million. With 
floor-to-ceiling windows and an out-
door kitchen, the full-floor property 
has commanding 360-degree views. 

Despite those impressive asking 
prices—and the multi-year run of 

ever-climbing prices in the Miami 
area—DeBuire says the city still of-
fers great value as well as opportu-
nity. “Is there a shortage? Yes. That’s 
why you need to have a good agent,” 
she notes. “I would say it’s a very, very 
active market right now. But have the 
numbers reached the roof? I don’t 
think so. Our top prices are $20 mil-
lion, $30 million. In California you 
have $50, $60, $100 million.”

The real driving force behind Mi-
ami’s robust real estate market, 
DeBuire says, are the ways the city 
itself has changed in the past decade. 
“Single-family prices have risen but 
it’s still underpriced compared to 
the value,” she notes. “Miami is not 
a resort anymore. It’s not secondary 
homes, vacation homes for people; 
it’s their main residence. Now you 

have to be on the waiting list to have 
your kids accepted in the private 
school. You can find a great condo 
for $500,000—and where do you find 
that? In New York, you are in a shoe-
box for that price. And I come from 
Paris. In Paris you’d have nothing. 
You’d be in a studio, under the roof.”

DeBuire shares the common 
lament about Miami’s relative lack of 
high culture, but she believes the in-
flux of a wide variety of people from a 
wide variety of places (and a wide va-
riety of incomes) is sure to transform 
the city further. “I’m comfortable sell-
ing a $200,000 condo and selling a 
$20 million condo. I am still the same 
and I provide the same service,” she 
says. “My clients—I like to feel their 
joy when they find their new 
happy place.” 
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in Bal Harbour Village. It’s where I have sold my 
most impressive properties. This is a very wealthy 
area on the ocean, next to the famous Bal Harbour 
Shops, where you have Chanel and Gucci.”

Miami Shores 
“I personally love this area. It’s very family-orient-
ed. It has a lot of trees, and nice homes. You have 
schools, parks, supermarkets and some restaurants 
in walking distance.”

Wynwood 
“This neighborhood is very trendy for young peo-
ple—lots of restaurants, places to hang around. My 
clientele would not live in Wynwood. They would go 
out in Wynwood but would not live there.”

North Bay Village 
“Really undervalued. It’s good for middle-class peo-
ple and has super nice views and a natural breeze.”

Mid-Beach 
“There are some buildings that I really do like in 
Mid-Beach (between 24th and 60th streets). You 
can buy here for, let’s say $1,300 to $1,400 per 
square foot, and I think it will get to $2,000 very 
very quickly.”

agenda  R E A L  E S T A T E

The first, listed for $28.8 million, of-
fers bold contemporary design in 
two combined units. The second, 
a four-bedroom condo with nearly 
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tures a 32-foot-long rooftop pool as 
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prices—and the multi-year run of 

ever-climbing prices in the Miami 
area—DeBuire says the city still of-
fers great value as well as opportu-
nity. “Is there a shortage? Yes. That’s 
why you need to have a good agent,” 
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have to be on the waiting list to have 
your kids accepted in the private 
school. You can find a great condo 
for $500,000—and where do you find 
that? In New York, you are in a shoe-
box for that price. And I come from 
Paris. In Paris you’d have nothing. 
You’d be in a studio, under the roof.”

DeBuire shares the common 
lament about Miami’s relative lack of 
high culture, but she believes the in-
flux of a wide variety of people from a 
wide variety of places (and a wide va-
riety of incomes) is sure to transform 
the city further. “I’m comfortable sell-
ing a $200,000 condo and selling a 
$20 million condo. I am still the same 
and I provide the same service,” she 
says. “My clients—I like to feel their 
joy when they find their new 
happy place.” 
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Powering Up
Life and work merge for the 
founder of Naked Nutrition 

tephen Zieminski knows 
his market. A former col-
lege athlete, the founder 
of Naked Nutrition lives a 
disciplined life of fitness 
and wellness—and when 
he launched his business in 
2014, he was banking on the 
hope that there were a lot of 
others like him.

A Floridian through and 
through, Miami Beach-based 
Zieminski was born and 
raised in Sarasota, 
earned his B.A. and 
M.A. in accounting 
from the Univer-
sity of Florida’s 
Warrington School 
of Business, then 
went on to graduate Univer-
sity of Florida’s law school. 
To do all that takes deter-
mination, especially when 
you’re an All-American track 
star (Zieminski was also an 
academic All-American). 

In someone’s life, the 
thing you do on the side, the 
thing that drives you and in-
spires your passion, can take 
center stage, but it’s rare. It’s 
the dream of a lot of pro-
fessionals. Right out of law 
school, Zieminski started 
racking up prestige jobs—
senior associate at Ernst & 
Young, analyst at Royal Bank 
of Canada—but he cultivat-

SHAKE IT UP
Naked Nutrition 
founder Stephen 
Zieminski

ed these side projects with 
protein products. Eventually 
he traded in the water cooler 
for the blender, and within 
four months he was selling 
six figures a month. 

In 2020, Naked Nutrition 
did more than $20 million in 
sales. 

During the pandemic, 
“more people were buying 
online than ever before, so 
that was a boon to my busi-

ness,” Zieminski 
says. “I sell on-
line, almost ex-
clusively.” If he 
says “I” instead 
of “we,” he’s be-
ing literal: Zie-

minski is the company’s only 
employee, having perfected 
a structure using contrac-
tors, agencies and vendors.

So how did someone with 
a background in accounting, 
law and finance locate man-
ufacturers to partner with? 
On that point, Zieminski 
is candid. “It’s a lot of tri-
al-and-error,” he concedes. 
“I’ve partnered up with oth-
er firms that had more expe-
rience in the food and sports 
supplement development 
process that were able to 
point me to manufacturers. 
But back in the 2010s, that 
was really more on me to 
find outfits that would take 
on a brand-new company.” 
He explains that he’s had 
to source outside the state: 
“Very few ingredients that 

agenda E N T R E P R E N E U R S H I P
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LIVING THE BRAND
STEPHEN ZIEMINSKI’S FITNESS NOTES
No breakfast, just coffee: “I believe in intermittent fasting, depriving my body of a full meal until 1 
or 2 p.m.” (It gets better.)
Lunch from Carrot Express (locations throughout Miami-Dade): He recommends the pesto chicken 
over sweet potato (“Clean carbs and 12-16 ounces of chicken breast”), avocado with tomato salsa; 
and a protein shake (“almond milk and whey protein—I’m a big proponent of whey protein, which 
is our best seller”).
Gym in the afternoon, one to two hours a day. Weights: three to four times a week
Because running feels like a job, given his athletic history, Zieminski has taken up eFoiling: working 
out on an electric hydrofoil surfboard (60 to 90 minutes, cruising around Biscayne Bay).
Dining often means sushi (“a high-protein, low-carb meal”).
Drinks 70 to 80 ounces of water a day
Avoids sugar
The mirror is more important than the scale.

agenda E N T R E P R E N E U R

go into sports supplements are manu-
factured in Florida, unfortunately. Dairy 
isn’t a big thing in Florida; pea protein 
isn’t made in Florida. But we have the 
chemical components manufactured in 
Florida.”

Naked Nutrition is continually add-
ing new products and new markets, ex-
panding into Canada, the U.K. and Eu-
rope. “We are working on relaunching 
our protein bars, protein cookies and 
multivitamins, rolling out in the next 
four to five months, really trying to be 
the company that offers products for all 
times of the day,” he says. “We launched 
Naked Shake a few months ago, a vegan 
protein shake that is a very easy prod-
uct for people to incorporate into their 
lifestyles. Add water to it, shake it up, 
and you have a well-balanced meal.” 
Naked Shake represents something of a 
departure in terms of approach: “While 
earlier products were focused on sim-
plicity of ingredients, Naked Shake has 
more detail, more complexity, so people 
will instantly like it, versus learning to 
love it.”

Next on the horizon: potentially 
partnering with local gyms, install-
ing smoothie bars inside. Soon, fitness 
buffs may be chugging Zieminski’s 
shakes between sets, benefitting from 
the fruits of his labors. ♦
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Connecting 
Florida and 

The Bahamas
for over 25 years

Are you Ready to Go?
Tropic Air Charters provides on-demand 

flights between Florida and 60+ 
Bahamian airports for access to 700 

spectacular islands. Our discerning clients 
enjoy exceptional aviation services and 
hassle-free delivery of precious cargo. 
Twin-engine Britten-Norman Islanders 

have ample space for passenger comfort 
and provisions that enhance your island 

and yachting experience.

CALL US AT 954-267-0707
FLY@TROPICAIRCHARTERS.COM

WWW.TROPICAIRCHARTERS.COM
Fort Lauderdale Executive Airport (FXE)
5530 N.W. 21st Terrace #8, Fort Lauderdale, FL 33309

WE NEED YOUR 
SUPPORT

CAN WE COUNT ON YOU?

Chapman Partnership is the primary 
agency in our community addressing the 
“public health” urgency of homelessness. 
Your gift will enable Chapman Partnership 
to provide life-changing services and 
assistance to 800 homeless men, women 
and children every day.

WE INVITE YOU TO EXPLORE OUR 
GIVING LEVELS: 

• Changing Lives: $5,000 

• Empowerment Circle: $25,000 

• Corporate Partner Circle: 
$15,000, $25,000, $50,000, 
$75,000, or $100k 

• Heritage Society: Planned Gifts 
& Estates

Hope is the first smile  
you will see when visiting 

our North Campus. 

LEARN MORE ABOUT OUR 
GIVING OPPORTUNITIES

Contact: Arlene Peterson 
Senior Director of Development

786.797.7611
www.chapmanpartnership.org 

1550 N Miami Ave, Miami, FL 33136
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WITH THE DEBUT OF THE ALAN B.  LEVAN  | 
NSU BROWARD CENTER OF INNOVATION 
IMMINENT,  FOUNDER ALAN LEVAN AND 
CHIEF  INNOVATION OFFICER AT  NSU AND 
EXECUTIVE DIRECTOR JOHN WENSVEEN, 
PH.D. ,  SHARE THE CUTTING-EDGE 
FACIL ITY’S  ORIGIN STORY AND OFFER A 
STATUS UPDATE

BY DREW L IMSKY
PHOTOS BY NICK GARCIA

THE SEED 
              CREATION

GO WITH THE FLOW
At the Levan Center, the fl ow of the space is interrupted by spots to refl ect, 
ideate and collaborate. Opposite: John Wensveen, Ph.D. and Alan B. Levan

THE SEED 
              CREATION
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 he Alan B. Levan | NSU Broward Center of In-
novation (Levan Center), set to open this summer, 
gives new meaning to the word “ambitious.” The 
state-of-the-art facility promises to be an intel-
lectual and entrepreneurial resource the likes of 
which the region has never seen—an economic 
development engine focused on the themes of 
innovation, technology and entrepreneurship, 
organized along four philosophical pillars: ideate, 
incubate, accelerate and post-accelerate. 

Designed to serve the South Florida 
community—and encompassing every-
thing from nurturing ideas, delivering 
education unconventionally, developing 
talent, connecting creatives, and foster-
ing new companies and technologies—
the Levan Center will be a hub of activity. 
It will be a home to industry certifica-
tions; specialized workshops, seminars 
and short courses; industry-leading speakers; boot 
camps; pitch sessions; and hackathons. It will be a 
magnet for the great minds of South Florida.

The name on the door belongs to Alan Levan, 
chairman of BBX Capital Corporation and chair-
man and CEO of Bluegreen Vacations. “The Levan 
Center’s goal is to develop, nurture and attract the 
talent and innovation that will propel the South 
Florida region (Broward, Miami-Dade, and Palm 
Beach counties) into the foremost hub in the coun-
try’s global tech and innovation ecosystem,” Levan 
says. “It will concentrate on being the gateway and 
connector between entrepreneurs, leading compa-
nies, students and potential investors in the region. 
It will offer incubator and accelerator programs for 
early-stage and young-startup companies, mento-
ring opportunities, a technology-focused maker-
space, a showcase and pitch area, technology and 
innovation skills classes, and more.”

Meanwhile, the chief innovation officer at NSU 

and executive director of the Levan 
Center, John Wensveen, is responsi-
ble for overseeing this unprecedented 
public-private partnership. “This is a 
dream position and an opportunity for 
NSU to be a changemaker, fostering an 
innovation mindset in South Florida 
that will result in a hub of scientific, 
technology and innovation develop-
ment,” Wensveen says. “The Levan 

Center links entrepreneurs 
with academia, industry, 
government and the inves-
tor community, resulting in 
breakthrough ideation, new 
technologies, talent skills 
pipeline, company formation, 
new jobs and scaling of ear-
ly-stage and young startup 

companies. This is a unique model that 
will play a key role in the establish-
ment of South Florida as a designated 
tech hub.”

As for Levan, he knew he wanted 
to create something lasting and phil-
anthropic for South Florida. “From an 
early age, I grew up in a family where 
my parents were giving back to the 
community,” he says. “We were not a 
wealthy family, so the giving back was 
about giving time—my parents did a 
lot of rolling up their sleeves for non-
profits in the community. It was giving 
time, whether it was PTA, Boy Scouts, 
and my mother, even at 95 years old, 
was president of her assisted living 
association, giving back to other mem-
bers. It is part of my DNA.”

When Levan acquired controlling 

interest in BankAtlantic in 1984, one of the first 
things he did was create the BankAtlantic Foun-
dation. Its mission was to give back to the com-
munity. “We were the first corporate supporters of 
Habitat for Humanity and the first tenants in Junior 
Achievement World,” he recalls. “In the ’70s, we 
were the first corporate supporters of the Greater 
Miami Opera. I’ve been a trustee on the board of 
NSU for 20 years, including a term as chairman of 
the board.”

But the Levan Center he envisioned was an en-
deavor of a different order, so he set to work tak-
ing the temperature of the technology habitat. “I 
started soliciting queries about what the greatest 
challenge that technology companies were hav-
ing here in Broward County and determined that 
the greatest obstacle was a lack of qualified skilled 
talent,” Levan says, echoing a common complaint 
among local CEOs and other business leaders. 

“Because of my involvement with NSU, I be-
lieved that I could lead an initiative to create a 
center of innovation that would enhance the 
technology and innovation ecosystem in South 
Florida,” Levan says.  “George Hanbury, president 
and CEO of NSU, became a co-founder, with me, 
of this idea.” As it happened, the on-campus li-
brary had a vacant floor—the fifth floor—that 
was an ample 54,000 square feet. “It was a natural 
to locate the Alan B. Levan  | NSU Broward Cen-
ter of Innovation there,” he says.

NSU agreed to provide $5 million, and because 
the library is a public-private partnership be-
tween NSU and Broward County, Levan and Han-
bury asked the county to contribute an additional 
$5 million.  “Additionally, my wife and I and the 
Levan Family Foundation provided a large philan-
thropic gift,” Levan says. The idea was embraced 
by then-Broward County Commissioner Steve 
Geller, who is now the mayor of the county. “He 

TWO MINDS
The Levan Center’s 
John Wensveen, 
Ph.D., and founder 
Alan B. Levan 
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BOARD OF GOVERNORS 
Alan B. Levan | NSU Broward Center of Innovation
George L. Hanbury II - President, CEO, Nova Southeastern University
Harry Moon - EVP, Chief Operating Officer, Nova Southeastern University
Ron Chenail - EVP, Provost, Nova Southeastern University
Alan B. Levan - NSU Trustee, Chairman, BBX Capital Corporation, CEO, Bluegreen 
Vacations Corporation
George Platt - NSU Trustee, Managing Partner, LSN Partners 
Bertha Henry - Broward County Administrator
Bob Swindell - CEO, Greater Ft. Lauderdale Alliance 
Marcell Haywood - CEO, Encompass Onsite
Lisa Lutoff-Perlo - CEO, Celebrity Cruises 
Keith Koenig - CEO, City Furniture
Ron Antevy - CEO, e-builder
Jonathan Wolfe - Sr. Director, AutoNation
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what he brings to the table: “Someone asked me recently to 
define myself in two words, and what I’ve come up with is 
that I’m an applied futurist,” he says. “I have this ability to use 
the skills that are required from all my different experienc-
es that are very global in nature. I’ve learned how different 
things are done in different parts of the world and take those 
techniques and apply them to any type of scenario. Every 
single day in my role means looking at the future—looking 
at trends, challenges, opportunities, and then developing 
strategies that we can implement successfully in the short, 
medium and long term.”

His self-identification as an applied futurist feeds right 
into one of the Levan Center’s exciting new programs: LEVL5: 
SPACE DOCK™, a bold initiative that will connect the South 
Florida region to the Space Coast and the national and inter-
national space networks. “The goal of LEVL5: SPACE DOCK™ 
is to help put South Florida and NSU on the map in the space 
sector and to incubate and accelerate space entrepreneur-
ship opportunities in the region,” Wensveen says. The Levan 
Center has recruited Andrew Aldrin, a renowned and sea-
soned veteran in the space sector, to assist in the launch. “He 
will help catapult LEVL5: SPACE DOCK™ into becoming a 
significant force in this sector,” Wensveen says. 

Levan and Wensveen have consistently emphasized that 
the Alan B. Levan Center | NSU Broward Center of Innovation 
will occupy an intellectual space beyond the borders of the 
NSU campus, and into the sprawling—and growing—cre-
ative and entrepreneurial network in the tri-county region, 
the United States and the world. ♦

differently, and they said that they mistakenly thought a technol-
ogy center was a physical place, and what they learned is that it’s 
not only the place that creates success.” 

Levan quickly grasped that beyond the appeal of the planned 
venue, the Levan Center would be an idea, a network, a vast col-
laborative of like-minded people. “As much goes on outside the 
place as inside the place,” he observes. “What we designed is a 
phenomenal place, a ‘wow’ experience that will turn heads, but 
John and I both know that the heavy lifting is done collaborative-
ly: locally, regionally, nationally and internationally. It requires 
the buy-in of academia, government and the corporate commu-
nity. That’s how you build a technology hub.” 

Wensveen, who holds a doctorate from Cardiff University 
and whose résumé includes senior roles in education and the 
airline industry, says that his new position is a perfect fit for 
his “hybrid” background, which is characterized by success in 
both the academic and professional spheres. “I’ve been able 
to successfully balance higher education environments and 
industry environments, and both consulting and entrepre-
neurial ecosystems,” he explains. 

Wensveen’s ability to move easily and seamlessly between 
these rarefied worlds has accorded him special insight into 

shepherded it through the Broward County Commission,” Le-
van says. “And, interestingly, when the project was approved 
by the county, not only did they approve the $5 million re-
quest, but every single commissioner spoke in favor of it be-
cause the idea was so compelling, and everyone realized that 
this could really move the needle for technology and innova-
tion in Broward County.”

f all the sources that contributed to Levan’s can-do attitude, 
he cites one that was especially influential and meaningful 

to him: Steven Johnson’s Where Good Ideas 
Come From. “He wrote about ‘the adjacent pos-
sible,’ where world-changing ideas generally 
evolve over time, as slow hunches rather than 
as sudden breakthroughs—and you need the 
adjacent concepts in order to get there,” Levan 
explains. “For example, you couldn’t have creat-
ed PayPal or eBay without computers and then 
the internet. Similarly, for South Florida, those 

adjacencies already include attributes for success, including 
university and government support, as well as the existence 
of large technology companies and thousands of people al-
ready engaged in technology and innovation. I believe the 
goal here is very achievable.”

Levan looked beyond South Florida for ideas—and ways to 
learn from the mistakes of others. “I probably talked to a doz-
en directors of innovation centers around the country,” he says. 
“And I asked them if they had to start over, what would they do 

THE EXPERTISE
Right: Alan B. Levan. 
Opposite page: John 
Wensveen, Ph.D. 

BACKED BY THE BOARD
“I am so honored to have such an incredible board of governors and 

others join our mission as we work to elevate South Florida’s economic 
and scale-up abilities,” says Levan, who is chairman of the Levan Cen-
ter’s board. “These leaders will be a driving force to help identify what 
additional support the community needs to grow our local businesses 
and create an ecosystem of innovation where entrepreneurs are sup-
ported and can bring their skills up to the next level that is required to 
be successful.” The testimonials of several influential community lead-
ers demonstrate their enthusiasm for, and commitment to, the Levan 
Center:

Steve Geller, mayor of Broward County: “My highest priority as 
mayor is to bring high-paying jobs to Broward County,” Geller says. “I 
will work with our friends and partners in the business community to ac-
complish this. The new Alan B. Levan Center | NSU Broward Center of In-
novation will help to provide the infrastructure to accelerate job growth, 
particularly in high-tech industries and other careers that require high 
levels of training and skill. Broward County has been good at creating 
small businesses, but bad at growing them into large businesses. We’re 
confident that the Levan Center will help these small businesses grow 
into big ones.” 

 Keith Koenig, CEO of City Furniture, chair of the Broward Work-
shop and member of the Levan Center’s board of governors: “This facil-

ity is the missing piece that will push South Florida forward as an inno-
vation ecosystem,” Koenig says. “To have a central location in Broward 
County where entrepreneurs have the resources and support to create, 
grow and expand their business will help advance our local economy. 
To have a central location in Broward County where entrepreneurs have 
the resources and support to create, grow and expand their business 
will help advance our local economy.”

 Bob Swindell, president and CEO of the Greater Fort Lauderdale 
Alliance: “Our community has a long tradition of innovation and a deep 
pool of entrepreneurial talent,” Swindell says. “The services, coaching 
and support that will be found at the Alan B. Levan Center | NSU Broward 
Center of Innovation will serve as a catalyst to help take Greater Fort Lauder-
dale’s startup ecosystem to the next level of success. An innovation lab of 
this magnitude will be an asset not only locally, but nationally as the Alliance 
works to attract businesses and entrepreneurs from around the country and 
world.” 

 George L. Hanbury, NSU’s president and CEO: “I am confident that 
John Wensveen has the leadership and skills needed to lead NSU’s new 
Alan B. Levan Center | NSU Broward Center of Innovation as we charge for-
ward in our mission to be recognized as a preeminent university,” Hanbury 
says. “We look forward to opening this center, providing a resource for our 
community and our students to be the facilitators of innovation.”
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   The Great 
Squeeze
While the nation reels from a startling 
housing shortage, South Florida, now 
more popular with homeowners than ever, 
reckons with its own brand of scarcity

BY DREW LIMSKY  
PHOTOS OF ADAM MOPSICK AND JASON PATRIZI BY BRETT HUFZIGER

     he country needs a few more hous-
es—well, actually, not a few more; near-
ly 4 million more, according to the Fed-
eral Home Loan Mortgage Corp., known 
casually as Freddie Mac. And that num-
ber merely reflects the housing deficit at 
the end of 2020. A lot of inventory has 
been snapped up since then. 

A recent two-week period tells the 
story: According to HouseCanary’s 
Market Pulse report, listings in Flori-
da dropped 26 percent between mid-
March and early April. Homes are 
staying on the market for less time, at 
higher prices, and listings under con-
tract from April 2020 to April 2021, year-
over-year, rocketed up more than 91 
percent. That is not a typo.

Sam Khater, chief economist at Fred-
die Mac, has been quick to blame under-
building throughout the last decade, but 
that doesn’t quite do enough to capture 
what’s happening across the country, 
much less in South Florida. We are in 
this situation because of the particular 
conditions of the pandemic, and, as in 
all things, there are conditions specific 
to South Florida. For example, it is wide-
ly acknowledged that Miami overbuilt, 
not underbuilt, in the last decade, flood-
ing the market with new condominium 
inventory that depressed demand and 
pricing in some areas. (Case in point: In 
2017, the Related Group cancelled Mi-
ami’s Auberge Residences & Spa project 
amid a cooling market.) At the same 
time, affordable and workforce hous-
ing—a chronic South Florida problem—
is among the nation’s most meager.

Which brings us to pandemic-related 
factors. Lockdowns and density in Man-
hattan helped bring about the exodus to 
South Florida, as every few days seems 
to herald another CEO, venture capital-
ist or flush techie dropping $10 million 
or $20 million or more on a waterfront 
estate in Miami or Palm Beach. The de-
mand for less pricey digs has likewise 
been on fire. The narrative went like 
this: Local homeowners, now working 
remotely, craved single-family homes 
just like the Manhattan transplants. 
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es. Miami’s Wynwood neighborhood, perennially 
searching for its identity, is now being hyped as the 
next Sand Hill Road.

as a result, South Florida cannot 
build and outfit fast enough. 
From land to lumber to fur-
niture and appliances, it feels 
like everything is in short 
supply. “Our team is seeing 

exponentially higher costs and delayed delivery 
from two to six months on both specialty and 
common materials, such as dimensional lumber, 
plywood and rebar to electrical components, appli-
ances, and anything imported from Europe, such as 
millwork and stone,” Mopsick says. “For example, 
plywood, which is a critical construction compo-
nent, has gone up in cost up to 80 percent over the 
course of the pandemic, along with similar cost in-
creases in dimensional lumber. Conversely, related 
items made of plywood have adjusted their costs 
accordingly. Electrical wiring and components, as 
well as other raw materials have also seen a spike 
in costs. We have also seen a 25 percent upcharge in 
shipping costs throughout.” 

Amicon has had to adapt and streamline its ap-
proach in order to minimize these impacts to its cli-
ents. To save time, the firm is exploring using local 
millwork companies instead of European compa-
nies, and Amicon is now ordering all materials—
including appliances, doors, hardware and custom 
items—three to four months earlier than usual.

Jason Patrizi, senior vice president of operations 
at Kaufman Lynn Construction, recites similar 
numbers. “Cost of materials is a big issue,” he says. 
“Lumber is up almost 250 percent from a year ago, 
mostly attributable to the pandemic. Other raw ma-
terials, such as steel, copper, plastics and concrete 
are also up anywhere from 10 to 50 percent in some 
instances, depending on the material. Much of the 
plastics manufacturing has been impacted by the 
freeze in Texas, where production is still offline and 
only at 40 percent of capacity. This significantly im-
pacted products containing adhesives like paints, 
waterproofing materials, roofing materials and 
other coating systems. Overall, these increases and 
shortages have the ability to impact overall con-
struction costs by 5 to 10 percent, and in some cases 
more, especially on wood-framed projects.”

Patrizi says that during this time of scarcity, 
his firm’s relationships have come to the rescue. 

“Kaufman Lynn Construction mitigates 
these increases by maintaining great 
relationships with more than 2,000 sub-
contractors and vendors in the South 
Florida market. They keep us informed 
of increases, but most importantly, 

Adam Mopsick is the CEO of the Amicon 
construction company; Quadro, by 
Kaufman Lynn Construction

They wanted private outdoor spaces and 
home offices. Condo owners, staring at 
their locked-up gyms and cordoned-off 
swimming pools—the very amenities 
that drew them to luxury condo living—
were freaking out. And sharing hallways 
and elevators was suddenly very 2019.

“The current demand for high-end 
home builders in South Florida is intense 
and we are fielding new opportunities 
almost on a daily basis,” says Jordan Gru-
ber, president of Krome Construction in 
Miami.  “We are very fortunate to be in 
this position, which provides us the lux-
ury of selecting the projects and clients 
we prefer to work with.”

 Adam Mopsick, CEO of the construc-
tion company Amicon, has also bene-
fitted from the windfall. “Construction 
activity within the luxury residential 
market is unlike we’ve ever seen in 

Miami,” he says. “This last year propelled affluent 
businesses and residents to pursue the attraction 
of living in South Florida—interest rates are low, 
favorable weather and tax benefits. The influx of 
new businesses and residents is evident through-
out sought-after neighborhoods in South Florida, 
where our clients are seeking a quality of life en-
hanced by more space, shorter commutes, home 
gyms and offices and water access.”

Once lockdowns eased in Florida, agents and 
market reports indicated that the condo market 
bounced back. And although some data suggest 
that just as many Manhattanites were decamping 
to New Jersey, Brooklyn and Austin as to South 
Florida, no one can deny that demand in South 
Florida’s luxury real estate market has ballooned, 
helped along by wealthy migrants from Silicon Val-
ley, who Miami Mayor Francis Suarez has targeted, 
coddled and seduced into coming here, promising 
that Miami would be the next tech hub of their 
dreams—one without wildfires and state tax-

Miltiadis Kastanis of 
Douglas Elliman has 

learned to be more 
resourceful than ever.
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From top: Jason Patrizi at 
Kaufman Lynn Construction; the 
work of Krome Construction

have to be as attractive as possible,” Kastanis says. 
Real estate agent Bonnie Heatzig, when not celebrat-
ing boom times, is feeling the heat. “After nearly 20 
years selling luxury real estate, I am seeing a hous-
ing shortage that is unprecedented. South Florida is 
experiencing an unwavering demand for housing, 
largely  driven by buyers from the New York-New 
Jersey-Connecticut tri-state area, Chicago and Cali-
fornia coming to our area looking for a fresh start. 
The migration to South Florida that is driving up the 
demand for housing is compounded by buyers who 
are already living here who also are looking to either 
downsize their homes or buy homes that offer more 
space, depending on their needs. What we are see-
ing here is the perfect storm for a seller’s market with 
pricing soaring to all-time highs.”

But the reshuffling is creating anxiety up and 
down the home ownership chain. “Clients of mine 
who have purchased new construction homes or 
homes that they purchased to  renovate to their 
tastes are seeing delays in the delivery of home 
appliances, building materials,  including roof tiles 
and furniture,” Heatzig says. “We are seeing a tre-
mendous amount of competition out there among 
builders to get their hands on materials and ap-
pliances. Many clients did not plan for this when 
they were bidding on the property, since it really is 
something that we haven’t seen in decades.” 

Miltiadis finds the furniture delays ubiquitous—
and frustrating. “In the super-prime space, in order 
to properly premier a home for the market, you 
want to be completely dialed-in to furniture and 

accessories, but those houses call for 
European brands,” he says. But those 
brands have been delayed due to re-
peated COVID-19 shutdowns; ships 
won’t leave port until their containers 
are full. “There are six, eight, 12-month 
delays in handcrafted Italian furniture. 
You can’t retrofit a house at a 20 or 30 
million-dollar price point with in-stock 
West Elm furniture.”

Some of Heatzig’s clients are forced 
to cool their heels in rental properties 
to wait out the delays. And as for their 
renovations and teardown plans: Not 

where to locate materials,” he says. 
“We can pick up the phone and call 
companies with buying power and say, 
‘Who’s got the lead on where the cop-
per is today?’ We work hard to keep our 
projects moving forward.”

for Miltiadis Kastanis, 
a Realtor associate 
with Douglas Elli-
man, the dearth of 
listings means that 
he literally goes 

door-to-door to tease out owners who 
may be willing to sell. “I am sourcing 
off-market,” he explains. “The house 
I’m standing in right now, which is 
$23.7 million, is an off-market deal. I’m 
representing the buyer. I won the busi-
ness because I found the house.” He 
scores such sales because of his strong 
relationships with brokers and his high 
closing rate: “They offer me what they 
have before they go to market because 

From top: Miltiadis Kastanis sold 
this condo in Arte Surfside; the 
work of Krome Construction.

they know that I bring able, ready buyers to the ta-
ble. They have access to the sellers; I have access to 
the buyers.” And the buyers he delivers don’t mess 
around: They have to be willing to prenegotiate—
forgoing appraisals and offering all-cash deals. “They 
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From top: Jason Patrizi at 
Kaufman Lynn Construction; the 
work of Krome Construction

have to be as attractive as possible,” Kastanis says. 
Real estate agent Bonnie Heatzig, when not celebrat-
ing boom times, is feeling the heat. “After nearly 20 
years selling luxury real estate, I am seeing a hous-
ing shortage that is unprecedented. South Florida is 
experiencing an unwavering demand for housing, 
largely  driven by buyers from the New York-New 
Jersey-Connecticut tri-state area, Chicago and Cali-
fornia coming to our area looking for a fresh start. 
The migration to South Florida that is driving up the 
demand for housing is compounded by buyers who 
are already living here who also are looking to either 
downsize their homes or buy homes that offer more 
space, depending on their needs. What we are see-
ing here is the perfect storm for a seller’s market with 
pricing soaring to all-time highs.”

But the reshuffling is creating anxiety up and 
down the home ownership chain. “Clients of mine 
who have purchased new construction homes or 
homes that they purchased to  renovate to their 
tastes are seeing delays in the delivery of home 
appliances, building materials,  including roof tiles 
and furniture,” Heatzig says. “We are seeing a tre-
mendous amount of competition out there among 
builders to get their hands on materials and ap-
pliances. Many clients did not plan for this when 
they were bidding on the property, since it really is 
something that we haven’t seen in decades.” 

Miltiadis finds the furniture delays ubiquitous—
and frustrating. “In the super-prime space, in order 
to properly premier a home for the market, you 
want to be completely dialed-in to furniture and 

accessories, but those houses call for 
European brands,” he says. But those 
brands have been delayed due to re-
peated COVID-19 shutdowns; ships 
won’t leave port until their containers 
are full. “There are six, eight, 12-month 
delays in handcrafted Italian furniture. 
You can’t retrofit a house at a 20 or 30 
million-dollar price point with in-stock 
West Elm furniture.”

Some of Heatzig’s clients are forced 
to cool their heels in rental properties 
to wait out the delays. And as for their 
renovations and teardown plans: Not 

where to locate materials,” he says. 
“We can pick up the phone and call 
companies with buying power and say, 
‘Who’s got the lead on where the cop-
per is today?’ We work hard to keep our 
projects moving forward.”

for Miltiadis Kastanis, 
a Realtor associate 
with Douglas Elli-
man, the dearth of 
listings means that 
he literally goes 

door-to-door to tease out owners who 
may be willing to sell. “I am sourcing 
off-market,” he explains. “The house 
I’m standing in right now, which is 
$23.7 million, is an off-market deal. I’m 
representing the buyer. I won the busi-
ness because I found the house.” He 
scores such sales because of his strong 
relationships with brokers and his high 
closing rate: “They offer me what they 
have before they go to market because 

From top: Miltiadis Kastanis sold 
this condo in Arte Surfside; the 
work of Krome Construction.

they know that I bring able, ready buyers to the ta-
ble. They have access to the sellers; I have access to 
the buyers.” And the buyers he delivers don’t mess 
around: They have to be willing to prenegotiate—
forgoing appraisals and offering all-cash deals. “They 
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other company and concerned about his future, and 
he had done research to find where Kaufman Lynn 
was in the marketplace,” he says. “But he had no idea 
there was an ESOP plan or even what it was. You 
could see his surprise when I shared with him the 
ESOP program and explained that you don’t invest 
money like a 401(k); you invest your time and energy. 
Putting it in perspective for this candidate, we are 
a $500 million company today, so as we scale and 
grow, the value of the company increases exponen-
tially. Thus, with each year of growth, an employee 
will see an increase in the value of their shares in the 
company. Over time, their ‘ownership’ in the compa-
ny will benefit with annual dividends, in addition to 
their 401(k) savings and company bonuses.”

For his part, Patrizi isn’t anticipating a slowdown 
any time soon. Developers are revising plans in or-
der to enlarge multifamily units because of demand; 
meanwhile, with development bursting at the seams 
in premium areas, builders are expanding their hori-
zons. “Right now, early-stage projects are going 
through some redesign to capitalize on the market 
shift to accommodate larger familial units in their 
multifamily projects,” he says. “What we’re seeing is 
an increased demand for multifamily housing in the 
less urban areas west of [Interstate] 95, where there 
is still somewhat affordable land available.” 

Patrizi says that locations such as Westwood, Sun-
rise, Davie and Palm Beach Gardens are experiencing 

unprecedented growth. “We are also see-
ing growth extending up the coast into 
Martin County, St. Lucie County and Vero 
Beach, as South Florida is running out of 
buildable, affordable land,” he explains. 
It’s the pandemic-driven desire for out-
door space that is prompting developers 
and homeowners to consider previously 
overlooked areas, despite—or because 
of—their distance to urban centers.  

But it might be prudent to temper 
such optimism with a careful study 
of the numbers. A December 2020 by 
Florida Atlantic University found that 
although overpricing is to be expected 
given the current inventory shortages, 
the market is nevertheless likely peak-
ing. While the authors of the study do 
not expect the type of housing bust we 
endured a decade ago, “in all three coun-
ties [Miami-Dade, Broward and Palm 
Beach],” they write, “property prices 
appear to be increasing at a decreasing 
rate, strongly suggesting that the re-
spective housing markets are at or near 
the peak of their current housing cycles.” 

The authors’ final warning: “No buyer 
wants to be the last one to buy at the 
peak of a cycle.” ♦

Luxury real estate agent 
Bonnie Heatzig has clients 
waiting on home appliances.

so fast. “This exceptional strain on 
building materials,  appliances, and 
even furniture is putting even a great-
er premium on move-in ready homes,” 
she notes.

it’s not just materials that 
are scarce; so is labor. “We 
are currently seeing a short-
age of skilled labors such as 
electricians, machinists and 
welders across the country, 

not just in South Florida,” says Alberto 
Fernandez, president of ANF Group, a 
40-year-old South Florida construc-
tion firm. “The pool of skilled workers 
continues to shrink because some are 
retiring, and younger generation is not 
interested in the construction indus-
try. We need to do a better job at edu-
cating our young population about the 

benefits of getting into technical trades.”
Fernandez contends that a greater number of 

low-skilled immigrants should be able to work le-
gally in this country: “That’s why I’m a proponent 
of easy, legal immigration. This will allow us to 
hire and provide skilled craftsmen and individuals 
to work on our construction projects and, in turn, 
help our clients grow and continue to support the 
construction industry in our community.”

Gruber adds: “With the market being so hot, 
hiring and retaining top talent to execute these 
projects is a challenge all home builders are facing 
today.” His solution: incentives. “For this reason, we 
chose to profit share with our employees, with each 
of them earning a percentage of the profit at the 
completion of each project. To our knowledge, we 
are the only home builders in South Florida with 
this profit-sharing structure.” 

Patrizi agrees that giving employees skin in the 
game is essential to retaining them. Employee stock 
ownership plans (ESOPs) have been key. “Just last 
week, I interviewed a job candidate who was at an-

Miltiadis Kastanis represented 
the buyer of this modernist 
home in Miami Beach.
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other company and concerned about his future, and 
he had done research to find where Kaufman Lynn 
was in the marketplace,” he says. “But he had no idea 
there was an ESOP plan or even what it was. You 
could see his surprise when I shared with him the 
ESOP program and explained that you don’t invest 
money like a 401(k); you invest your time and energy. 
Putting it in perspective for this candidate, we are 
a $500 million company today, so as we scale and 
grow, the value of the company increases exponen-
tially. Thus, with each year of growth, an employee 
will see an increase in the value of their shares in the 
company. Over time, their ‘ownership’ in the compa-
ny will benefit with annual dividends, in addition to 
their 401(k) savings and company bonuses.”

For his part, Patrizi isn’t anticipating a slowdown 
any time soon. Developers are revising plans in or-
der to enlarge multifamily units because of demand; 
meanwhile, with development bursting at the seams 
in premium areas, builders are expanding their hori-
zons. “Right now, early-stage projects are going 
through some redesign to capitalize on the market 
shift to accommodate larger familial units in their 
multifamily projects,” he says. “What we’re seeing is 
an increased demand for multifamily housing in the 
less urban areas west of [Interstate] 95, where there 
is still somewhat affordable land available.” 

Patrizi says that locations such as Westwood, Sun-
rise, Davie and Palm Beach Gardens are experiencing 

unprecedented growth. “We are also see-
ing growth extending up the coast into 
Martin County, St. Lucie County and Vero 
Beach, as South Florida is running out of 
buildable, affordable land,” he explains. 
It’s the pandemic-driven desire for out-
door space that is prompting developers 
and homeowners to consider previously 
overlooked areas, despite—or because 
of—their distance to urban centers.  

But it might be prudent to temper 
such optimism with a careful study 
of the numbers. A December 2020 by 
Florida Atlantic University found that 
although overpricing is to be expected 
given the current inventory shortages, 
the market is nevertheless likely peak-
ing. While the authors of the study do 
not expect the type of housing bust we 
endured a decade ago, “in all three coun-
ties [Miami-Dade, Broward and Palm 
Beach],” they write, “property prices 
appear to be increasing at a decreasing 
rate, strongly suggesting that the re-
spective housing markets are at or near 
the peak of their current housing cycles.” 

The authors’ final warning: “No buyer 
wants to be the last one to buy at the 
peak of a cycle.” ♦

Luxury real estate agent 
Bonnie Heatzig has clients 
waiting on home appliances.

so fast. “This exceptional strain on 
building materials,  appliances, and 
even furniture is putting even a great-
er premium on move-in ready homes,” 
she notes.

it’s not just materials that 
are scarce; so is labor. “We 
are currently seeing a short-
age of skilled labors such as 
electricians, machinists and 
welders across the country, 

not just in South Florida,” says Alberto 
Fernandez, president of ANF Group, a 
40-year-old South Florida construc-
tion firm. “The pool of skilled workers 
continues to shrink because some are 
retiring, and younger generation is not 
interested in the construction indus-
try. We need to do a better job at edu-
cating our young population about the 

benefits of getting into technical trades.”
Fernandez contends that a greater number of 

low-skilled immigrants should be able to work le-
gally in this country: “That’s why I’m a proponent 
of easy, legal immigration. This will allow us to 
hire and provide skilled craftsmen and individuals 
to work on our construction projects and, in turn, 
help our clients grow and continue to support the 
construction industry in our community.”

Gruber adds: “With the market being so hot, 
hiring and retaining top talent to execute these 
projects is a challenge all home builders are facing 
today.” His solution: incentives. “For this reason, we 
chose to profit share with our employees, with each 
of them earning a percentage of the profit at the 
completion of each project. To our knowledge, we 
are the only home builders in South Florida with 
this profit-sharing structure.” 

Patrizi agrees that giving employees skin in the 
game is essential to retaining them. Employee stock 
ownership plans (ESOPs) have been key. “Just last 
week, I interviewed a job candidate who was at an-
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the buyer of this modernist 
home in Miami Beach.
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REPORTED BY VICTOR OZOLS

A Commitment to 

Diversity
EXPERTS DISCUSS 

THE BEST STRATEGIES 
TO FOSTER 

INCLUSION AND EQUITY

s part of SFBW’s Virtual Connect series, Lifestyle 
Media Group chairman and CEO Gary Press 
hosted a roundtable talk about the business and 
societal benefi ts of diversity in both hiring and 
supply procurement. 

Mildred Coyne, Broward College’s senior vice 
president of workforce education and innovation, 
moderated a discussion among Anthea Pennant, 
district director of supplier relations and diversity 
at Broward College; Susana Robledo, founder 
and CEO of Cube Care Company; and Faith-
Simone Hunte, diversity and inclusion leader for 
Broward Health. 

EMPOWERING 
EQUITY 
THROUGH 
ACTION
TWO WAYS 
BUSINESSES CAN 
AFFECT CHANGE

©Broward College does not discriminate on the basis of race, color, sex, gender, national origin, religion, age, disability, marital status, sexual orientation, gender identity, genetic information, or other legally protected classification in its programs and activities.
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With the pandemic fading into the nation’s rearview mirror 
and businesses moving to return to normal, we have all been 
challenged not to simply go back to the way we are used to doing 
business.  The charge is to look at how we operate and reexamine 
how we can address inequality, close economic disparities, and 
enhance social mobility for all.

It will take a collaborative effort if we are to ensure that no one is left 
behind. What we are hearing from our partners in the community 
is promising as we explore various areas of business in our six-part 
Virtual Connect series with South Florida Business and Wealth on 
“Empowering Equity Through Education: Socially Responsible 
Business Practices.” As moderator of some of these webinars, two 
key points stood out from our discussion on “Exploring Corporate 
Hiring Practices and Procurement Practices” on Wednesday, 
February 10, and “Bridging the Digital Divide,” on Tuesday,
April 13. Businesses, regardless of their products or services, if 
they are invested in equity should:

1. Make an effort to engage and provide specific support for 
employees that reflect the communities they serve.

2. Embrace the fact that equity is beyond employees but also 
about serving the most vulnerable in our community to 
ensure they can access essential services.

HIRING PRACTICES THAT SUPPORT THE 
DEVELOPMENT OF EMPLOYEES
We can all play a role in generating sufficient jobs and broadly 
shared prosperity. One of the practical approaches to promote 
both profitability and inclusion was brought home clearly 
in our discussion “Exploring Corporate Hiring Practices and 
Procurement Practices.” All our panelists offered some salient 
points highlighting ways to be more equitable in hiring and 
procurement practices.

One strategy that stuck with me came from Cube Care, a South 
Florida designer, manufacturer, and installer of cubicle curtains 
for health care facilities, which has taken this investment in hiring 
practices to heart. Cube Care partners with a halfway house to 
provide jobs to former inmates. Not only is a door of opportunity 
opened, but Cube Care also ensures it never closes. Each new 
hire is aligned with a staff mentor who provides on-the-job 
training and the life skills needed to help them face difficulties 
and stay on track to becoming productive members of society. 

Every business could benefit from a heavy dose of this level of 
care. It’s a culture that trickles down to every employee and is a 
significant investment in the community in which it operates and 
serves. The return on investment is greater than the individual 
but extends to their family and the community and in exchange, 
Cube Care develops devoted employees, loyal to their brand
and values.

BRIDGING THE DIGITAL DIVIDE
Another thought-provoking assessment from “Bridging the 
Digital Divide” is that if the economic health of any community is 
to be maintained, it requires a coordinated effort to bridge gaps 
not only in hiring and earnings but also the digital divide. This 
includes connectivity, access to devices, and competency. The 
pandemic has highlighted that without these, our most vulnerable 
populations, among them, low-income families and seniors, are 
at risk of becoming part of a permanent digital underclass. Lack 
of access to devices and the competency to use them leaves 
these groups unable to conduct business, access health care, 
stay in touch with others, or learn the skills they need for future 
careers. Closing these gaps will ensure people of limited income 
across all generations are fully enfranchised. 

Based on our discussions, we have to come to the realization 
that access to technology itself will not level the playing field. 
Instead, digital equity must ensure that all people have the 
access, resources, tools, and literacy needed for civic and 
cultural participation, opportunities to advance employment and 
learning, and utilization of essential services to sustain health 
and economic well-being. This does not require government 
intervention, any specific policy, but a commitment to basic 
training that can be offered through any non-government 
organization, or by investing in programs free of cost through 
public education institutions like Broward College.

There is no doubt there are still existing gaps across our 
community that need to be addressed, and we will be exploring 
more topics in the coming months. The good news is that some 
best practices and robust processes that we can learn from 
and embrace are already in place. We continue to welcome the 
support from members of the public and private sector willing 
to take on bold ideas and dramatic change. Our goal is to ensure 
these conversations are not a moment but a movement uniquely 
committed to closing gaps to benefit all.    

Dr. Mildred Coyne is senior vice president of Workforce Education and Innovation at Broward College and one of the moderators of the Broward College 
and SFBW Virtual Connect “Empowering Equity Through Education: Socially Responsible Business Practices.”

Photo credit: Cube Care
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With the pandemic fading into the nation’s rearview mirror 
and businesses moving to return to normal, we have all been 
challenged not to simply go back to the way we are used to doing 
business.  The charge is to look at how we operate and reexamine 
how we can address inequality, close economic disparities, and 
enhance social mobility for all.

It will take a collaborative effort if we are to ensure that no one is left 
behind. What we are hearing from our partners in the community 
is promising as we explore various areas of business in our six-part 
Virtual Connect series with South Florida Business and Wealth on 
“Empowering Equity Through Education: Socially Responsible 
Business Practices.” As moderator of some of these webinars, two 
key points stood out from our discussion on “Exploring Corporate 
Hiring Practices and Procurement Practices” on Wednesday, 
February 10, and “Bridging the Digital Divide,” on Tuesday,
April 13. Businesses, regardless of their products or services, if 
they are invested in equity should:

1. Make an effort to engage and provide specific support for 
employees that reflect the communities they serve.

2. Embrace the fact that equity is beyond employees but also 
about serving the most vulnerable in our community to 
ensure they can access essential services.

HIRING PRACTICES THAT SUPPORT THE 
DEVELOPMENT OF EMPLOYEES
We can all play a role in generating sufficient jobs and broadly 
shared prosperity. One of the practical approaches to promote 
both profitability and inclusion was brought home clearly 
in our discussion “Exploring Corporate Hiring Practices and 
Procurement Practices.” All our panelists offered some salient 
points highlighting ways to be more equitable in hiring and 
procurement practices.

One strategy that stuck with me came from Cube Care, a South 
Florida designer, manufacturer, and installer of cubicle curtains 
for health care facilities, which has taken this investment in hiring 
practices to heart. Cube Care partners with a halfway house to 
provide jobs to former inmates. Not only is a door of opportunity 
opened, but Cube Care also ensures it never closes. Each new 
hire is aligned with a staff mentor who provides on-the-job 
training and the life skills needed to help them face difficulties 
and stay on track to becoming productive members of society. 

Every business could benefit from a heavy dose of this level of 
care. It’s a culture that trickles down to every employee and is a 
significant investment in the community in which it operates and 
serves. The return on investment is greater than the individual 
but extends to their family and the community and in exchange, 
Cube Care develops devoted employees, loyal to their brand
and values.

BRIDGING THE DIGITAL DIVIDE
Another thought-provoking assessment from “Bridging the 
Digital Divide” is that if the economic health of any community is 
to be maintained, it requires a coordinated effort to bridge gaps 
not only in hiring and earnings but also the digital divide. This 
includes connectivity, access to devices, and competency. The 
pandemic has highlighted that without these, our most vulnerable 
populations, among them, low-income families and seniors, are 
at risk of becoming part of a permanent digital underclass. Lack 
of access to devices and the competency to use them leaves 
these groups unable to conduct business, access health care, 
stay in touch with others, or learn the skills they need for future 
careers. Closing these gaps will ensure people of limited income 
across all generations are fully enfranchised. 

Based on our discussions, we have to come to the realization 
that access to technology itself will not level the playing field. 
Instead, digital equity must ensure that all people have the 
access, resources, tools, and literacy needed for civic and 
cultural participation, opportunities to advance employment and 
learning, and utilization of essential services to sustain health 
and economic well-being. This does not require government 
intervention, any specific policy, but a commitment to basic 
training that can be offered through any non-government 
organization, or by investing in programs free of cost through 
public education institutions like Broward College.

There is no doubt there are still existing gaps across our 
community that need to be addressed, and we will be exploring 
more topics in the coming months. The good news is that some 
best practices and robust processes that we can learn from 
and embrace are already in place. We continue to welcome the 
support from members of the public and private sector willing 
to take on bold ideas and dramatic change. Our goal is to ensure 
these conversations are not a moment but a movement uniquely 
committed to closing gaps to benefit all.    

Dr. Mildred Coyne is senior vice president of Workforce Education and Innovation at Broward College and one of the moderators of the Broward College 
and SFBW Virtual Connect “Empowering Equity Through Education: Socially Responsible Business Practices.”

Photo credit: Cube Care

SFBW_JulyAdvertorial_v4.indd   1SFBW_JulyAdvertorial_v4.indd   1 5/28/21   11:13 AM5/28/21   11:13 AM



J U LY  2 0 2 1

46

S
F

B
W

M
A

G
.C

O
M to improve. To always bring the best product forward and not 

skimping on things.

COYNE:
Anthea, I know that Cube Care is one of the vendors of 
Broward College that you work with through our supplier 
diversity program. For people who don’t understand the role 
of supplier diversity and its importance to businesses, can you 
share some insights?
PENNANT:
People often get supplier diversity confused with supply chain 
management. It is a part of supply chain management, but 
what it boils down to is that you are seeking a diverse group 
of suppliers. There are some people that think supplier diversity 
is affi rmative action for only minority businesses, but it is 
extraordinarily inclusive. It includes small businesses of up to 
500 employees. It includes white-owned business, veterans, 
Black-owned businesses, women-owned businesses, Hispanic-
owned businesses, Asian-owned businesses. It is a concept 
that is inclusive that is designed to share wealth across sectors. 
When you are doing business with diverse companies, they 
bring innovation to the table. Most Fortune 500 companies 
have already adopted the idea of supplier diversity because it 
impacts their bottom line. The more small businesses you bring 
into your supply chain, the more the dollar multiplies, because 
they’re taking those dollars into their communities. Then the 
folks from those communities are now purchasing your goods 
and services. There’s also the benefi t of government contracting. 
A lot of government contracts require that you do business with 
small and minority-owned companies. So if you are already 
doing that, if you already have a supplier diversity individual 
[for] whom that is their focus, you are a shoo-in for accessing 
government contracts.

PARTNER UP
COYNE:
What are the standards that your organization uses that you 
think may be good practices for other businesses to incorporate 
to get started in diversity in procurement or hiring?
Pennant:
Hire a professional to drive that aspect of the business, because 
not enough companies are doing that. And, when you establish 
a diversity program, have a set goal to achieve so you can 
measure the accomplishment. And make sure that there is 
top-down commitment, that those in higher-level positions 
are committed to driving those spend goals. Don’t just have a 
program on paper, work actively to spend dollars and be more 
intentional about it.
HUNTE:
Take part in collaborative efforts with other organizations. For 
example, Broward College and Broward Health are anchor 
institutions that are part of the South Florida Anchor Alliance. 
We’re working collectively to pool our resources in order to 
improve the communities that we both serve. We’ve also 
collaborated with Equality Florida to assist us with development 
of resources so that we are able to provide culturally competent 
care for our community, especially our LGBT community, and 
our other diverse community members. We have partnered 
with Black Men in White Coats to help to improve diversity 
with our physicians. 
ROBLEDO:
I grew up in an underserved community. As I was growing up, 
I realized that a lot of the young kids were getting into trouble 
and going to jail. I happen to have known some of them and 
knew that they were really smart. As I grew up, I realized the 
difference between them and me. I was able to take advantage 
of the education I was given and the opportunities that came 
up and they were not. So when I was put in a position where 
I could make a change, I remembered those people. I wanted 
to give them an opportunity. So we partnered with a halfway 
house locally that would allow us to bring some of these 

PRIME PILLARS
COYNE:
As we look at the role business plays in equity, it’s import-
ant that we explore the topic of socially responsible business 
practices by digging into corporate hiring and procurement 
strategy. Faith-Simone, Broward Health is among the largest 
employers in Broward County, and your role is focused on 
diversity, equity, and inclusion. What does diversity, equity, 
and inclusion look like?
HUNTE:
For us, diversity is the presence of differences within our 
organization. We are all from different backgrounds and 
different cultures. Inclusion is where you allow those different 
employees to feel accepted and valued—a sense of belonging. 
Equity is where you allow access to individuals, regardless of 
their differences, to the opportunities that come up within the 
organization.
COYNE: Tell us about your role in diversity, inclusion and 
equity at Broward Health. 
HUNTE:
We champion diversity, inclusion and equity at Broward Health 
by focusing all of our initiatives on three pillars:
the workforce, our patients and the community. With our 
workforce, we have focused on our recruitment efforts to ensure 
that we’re improving access for members of our community, 
especially our underserved community. We provide concierge 
services through partnering organizations such as NAHSE, 
the National Association for Health Services Executives. They 
have a robust program where they train employees at an entry 
level, mid-level management, and executive level. They recently 
implemented the Stars Program in partnership with us, and we 
provide services such as practice interviews, résumé writing 
and so on, in order to prepare community members for those 
opportunities that come up in our organization. In addition 
to that, we make sure that our listings for open positions are 

posted to diverse sites, whether it be women-based websites 
or particular cultures or particular industries. So we ensure that 
we’re reaching a diverse pool of candidates. We’ve also worked 
on creating a more robust diversity and inclusion training 
program in our organization where we have unconscious bias 
training for all levels as well as for our clinical employees. We 
are a health care organization, so we want to make sure that we 
provide culturally competent care. 

COYNE:
Susana, one of the things we’ve heard about Cube Care is that 
it builds on values it refers to as the four pillars. Can you share 
what those four pillars are and how they developed around the 
issue of equity?
ROBLEDO:
They are integrity, solutions, value and quality. With integrity, 
we want to be able to get trust from our customers. We want 
long-lasting relationships. We want to make sure that we follow 
through on our obligations and have transparency with our 
staff. If somebody does something incorrectly, we don’t wait 
six months to let them know. We immediately address them to 
not only stop it but prevent gossip and that type of obscurity. 
We want them to know where they stand at all times with us, 
so they feel secure about their position. Another pillar is value. 
For us, it’s being able to be on-call 24 hours, it’s being able to 
stock products for customers very quickly, it’s managing their 
inventory, and giving them peace of mind. And one of the things 
that is valuable to our customers—some of them being Broward 
Health, Memorial Health, Broward General—is our community 
involvement. Our actions go all the way up the line to serve the 
whole community. Then we have solutions. A lot of people think 
I’m very innovative and I come up with all of these products. I 
just listen very well, and when customers have problems, there’s 
an opportunity for us to bring a solution to them. Disposable 
curtains came out of a need. A customer needed something that 
was disposable because they couldn’t afford cubicle curtains. 
And we recently came out with a brand-new product, which is 
disposable bedding, developed through this whole pandemic. 
And quality, for me, is what has kept us going. It’s just being able 
to outdo ourselves every single time. We’re not in competition 
with anybody but we are trying to make an effort to continue 
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COYNE:
Anthea, I know that Cube Care is one of the vendors of 
Broward College that you work with through our supplier 
diversity program. For people who don’t understand the role 
of supplier diversity and its importance to businesses, can you 
share some insights?
PENNANT:
People often get supplier diversity confused with supply chain 
management. It is a part of supply chain management, but 
what it boils down to is that you are seeking a diverse group 
of suppliers. There are some people that think supplier diversity 
is affi rmative action for only minority businesses, but it is 
extraordinarily inclusive. It includes small businesses of up to 
500 employees. It includes white-owned business, veterans, 
Black-owned businesses, women-owned businesses, Hispanic-
owned businesses, Asian-owned businesses. It is a concept 
that is inclusive that is designed to share wealth across sectors. 
When you are doing business with diverse companies, they 
bring innovation to the table. Most Fortune 500 companies 
have already adopted the idea of supplier diversity because it 
impacts their bottom line. The more small businesses you bring 
into your supply chain, the more the dollar multiplies, because 
they’re taking those dollars into their communities. Then the 
folks from those communities are now purchasing your goods 
and services. There’s also the benefi t of government contracting. 
A lot of government contracts require that you do business with 
small and minority-owned companies. So if you are already 
doing that, if you already have a supplier diversity individual 
[for] whom that is their focus, you are a shoo-in for accessing 
government contracts.

PARTNER UP
COYNE:
What are the standards that your organization uses that you 
think may be good practices for other businesses to incorporate 
to get started in diversity in procurement or hiring?
Pennant:
Hire a professional to drive that aspect of the business, because 
not enough companies are doing that. And, when you establish 
a diversity program, have a set goal to achieve so you can 
measure the accomplishment. And make sure that there is 
top-down commitment, that those in higher-level positions 
are committed to driving those spend goals. Don’t just have a 
program on paper, work actively to spend dollars and be more 
intentional about it.
HUNTE:
Take part in collaborative efforts with other organizations. For 
example, Broward College and Broward Health are anchor 
institutions that are part of the South Florida Anchor Alliance. 
We’re working collectively to pool our resources in order to 
improve the communities that we both serve. We’ve also 
collaborated with Equality Florida to assist us with development 
of resources so that we are able to provide culturally competent 
care for our community, especially our LGBT community, and 
our other diverse community members. We have partnered 
with Black Men in White Coats to help to improve diversity 
with our physicians. 
ROBLEDO:
I grew up in an underserved community. As I was growing up, 
I realized that a lot of the young kids were getting into trouble 
and going to jail. I happen to have known some of them and 
knew that they were really smart. As I grew up, I realized the 
difference between them and me. I was able to take advantage 
of the education I was given and the opportunities that came 
up and they were not. So when I was put in a position where 
I could make a change, I remembered those people. I wanted 
to give them an opportunity. So we partnered with a halfway 
house locally that would allow us to bring some of these 

PRIME PILLARS
COYNE:
As we look at the role business plays in equity, it’s import-
ant that we explore the topic of socially responsible business 
practices by digging into corporate hiring and procurement 
strategy. Faith-Simone, Broward Health is among the largest 
employers in Broward County, and your role is focused on 
diversity, equity, and inclusion. What does diversity, equity, 
and inclusion look like?
HUNTE:
For us, diversity is the presence of differences within our 
organization. We are all from different backgrounds and 
different cultures. Inclusion is where you allow those different 
employees to feel accepted and valued—a sense of belonging. 
Equity is where you allow access to individuals, regardless of 
their differences, to the opportunities that come up within the 
organization.
COYNE: Tell us about your role in diversity, inclusion and 
equity at Broward Health. 
HUNTE:
We champion diversity, inclusion and equity at Broward Health 
by focusing all of our initiatives on three pillars:
the workforce, our patients and the community. With our 
workforce, we have focused on our recruitment efforts to ensure 
that we’re improving access for members of our community, 
especially our underserved community. We provide concierge 
services through partnering organizations such as NAHSE, 
the National Association for Health Services Executives. They 
have a robust program where they train employees at an entry 
level, mid-level management, and executive level. They recently 
implemented the Stars Program in partnership with us, and we 
provide services such as practice interviews, résumé writing 
and so on, in order to prepare community members for those 
opportunities that come up in our organization. In addition 
to that, we make sure that our listings for open positions are 

posted to diverse sites, whether it be women-based websites 
or particular cultures or particular industries. So we ensure that 
we’re reaching a diverse pool of candidates. We’ve also worked 
on creating a more robust diversity and inclusion training 
program in our organization where we have unconscious bias 
training for all levels as well as for our clinical employees. We 
are a health care organization, so we want to make sure that we 
provide culturally competent care. 

COYNE:
Susana, one of the things we’ve heard about Cube Care is that 
it builds on values it refers to as the four pillars. Can you share 
what those four pillars are and how they developed around the 
issue of equity?
ROBLEDO:
They are integrity, solutions, value and quality. With integrity, 
we want to be able to get trust from our customers. We want 
long-lasting relationships. We want to make sure that we follow 
through on our obligations and have transparency with our 
staff. If somebody does something incorrectly, we don’t wait 
six months to let them know. We immediately address them to 
not only stop it but prevent gossip and that type of obscurity. 
We want them to know where they stand at all times with us, 
so they feel secure about their position. Another pillar is value. 
For us, it’s being able to be on-call 24 hours, it’s being able to 
stock products for customers very quickly, it’s managing their 
inventory, and giving them peace of mind. And one of the things 
that is valuable to our customers—some of them being Broward 
Health, Memorial Health, Broward General—is our community 
involvement. Our actions go all the way up the line to serve the 
whole community. Then we have solutions. A lot of people think 
I’m very innovative and I come up with all of these products. I 
just listen very well, and when customers have problems, there’s 
an opportunity for us to bring a solution to them. Disposable 
curtains came out of a need. A customer needed something that 
was disposable because they couldn’t afford cubicle curtains. 
And we recently came out with a brand-new product, which is 
disposable bedding, developed through this whole pandemic. 
And quality, for me, is what has kept us going. It’s just being able 
to outdo ourselves every single time. We’re not in competition 
with anybody but we are trying to make an effort to continue 
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gentlemen in. At fi rst, my staff was upset. They 
thought we’re going to bring some killer into 
the company. But then they realized that these 
people are hard-working, they want to be 
integrated back into society, they’ve paid their 
dues, and they’re trying to be better. These 
people are so eager to prove themselves, to 
be given a second opportunity, and they work 
really hard to make that happen. We can see the 
change that we have made in them. Breaking 
that cycle is what’s going to improve our 
community. We don’t want to spend any more 
dollars on caring for people in jail. We’d rather 
spend those dollars on educational programs to 
help these people stand on their feet. They’ve 
already lost years of time. 

COYNE:
Often there are concerns about whether some 
communities have the skill sets to move the 
business forward when companies are thinking 
about diversifying their workforce. How did you 
overcome that obstacle? 
ROBLEDO:
Most of the people that we hire are entry level, 
and entry level staff tend to jump from job to job 
and not build any skill set. These people from 

the halfway house are assigned to us, and 
it is our job to train them. 

They have to graduate from us. So we both win. 
Their graduation means, for them, being able to 
go on to freedom and have a set of skills that are 
transferrable to other corporations. We benefi t 
from not having high turnover by getting them 
trained and having them there. We know that 
they are there all the time because they are living 
at the halfway house. They’re not wandering 
around, they’re coming every day, they’re being 
monitored. They’re getting a sense of what it is 
to be in the workforce and what is expected in 
today’s society vs. 10 years ago or 20 years ago. 
Giving them those skills is important for them to 
make it out of their halfway house. 

COYNE:
Faith-Simone, as you’re trying to attract a 
more diverse workforce, what practices do you 
have to build the skills sets that they need to 
be successful?
HUNTE:
We partner with Broward College very often in 
doing training for certain subsets of our employee 
population. We identify the needs of our 
organization, communicate that with Broward 
College directly, and/or through the South 
Florida Anchor Alliance, and they are usually 
able to develop training programs and provide 
resources to us. I keep mentioning South Florida 
Anchor Alliance because they provide a wealth of 
resources for us. As anchor institutions, we have 
other partners such as Career Source Broward 
that are able to provide training, sometimes free 
of cost, to the underserved population. Access 
to a full-blown college education is sometimes 
limited but at least they are able to get training to 
be able to enter the workforce.

PERILS AND PITFALLS
COYNE:
Can you share some examples that haven’t 
worked, or haven’t gone far enough? 
PENNANT:
Often times, 

corporations have 
a supplier diversity program but it’s 
operating on a lower level. I’m grateful that 
I work for an organization where President 
[Gregory] Haile is saying, yes, these are the 
goals and we have a policy, but we expect our 
departments to drive those numbers to help to 
spend those dollars. This is how we can help you, 
because we’ve identifi ed small and minority-
owned businesses that would be a good match 
for the goods and services that you are buying. It 
needs to come from the leadership down. But it’s 
also about looking at how diverse your spend is. 
Broward College has done a phenomenal job. We 

exceeded our goals last year and also received 
the 2020 Florida State Minority Corporation 
of the Year award because of our attitude and 
advocacy in supplier diversity. We’re doing a 
great job but we’re holding ourselves to do more. 
HUNTE:
With our recruitment efforts, when we tried 
to do the concierge program, we haven’t been 
able to expand it to reach as many community 
organizations as we would like because of the 
limitations of our internal resources. On that 
end, it hasn’t been as robust as we would like 
it to be. That is a goal and a future focus for us. 
It will aid us in our initiatives through SFAA as 
well as partnering with Broward Up to focus 
on those particular ZIP codes when it comes to 
hiring and giving access. It’s a challenge we’ll 
take on. We have implemented mandatory 
diversity panel inclusion in our hires for the 
leadership level. I think that is something that 
helps also by holding our leaders accountable 
to ensuring that we are looking at a diverse 
pool of candidates for leadership, mid-level, 
and entry-level positions in our organization.
ROBLEDO:
One of the main ways that we do our hiring is 
through word-of-mouth, and we do it through 

our own staff. Our staff gets engaged and they’ll 
go out and send Facebook messages to their 
friends, and this is how they bring back the 
candidates. Whoever we hire becomes what we 
call a mentor-protégé under that person. They 
are guided through the system and learn how 
to do certain things. The other thing we do is 
look within to hire our leadership. Our leaders 
have grown with the business. Some of them 
have been in entry-level positions at one point, 
so they understand the whole array of what the 
company entails. Some of them have been with 
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us since the inception of the company. We have 
been lucky to have these people as pillars. It 
creates a sense of loyalty and a sense of family. 
It has helped us foster and bring other people in.

PRESS:
You know, Dr. Coyne, that I’m a big fan of 
Broward Up. Can you give us a synopsis of what 
Broward Up is? 
COYNE:
Up stands for unlimited potential. At Broward 
College, we believe that everyone should be 
able to achieve their unlimited potential. We 
are expanding our business model to make sure 
that we have equity and access and education 
attainment for the communities that have the 
highest unemployment and the lowest education 
attainment levels. There are six ZIP codes that 
we have identifi ed fi rst. We’re calling those our 
Broward Up communities. We are partnering 
with community agencies and municipalities 
to offer free workforce skills training in those 
communities as well as just understanding that 
college is a possibility for everyone. We realized 
that there were these six ZIP codes with really 
low education attainment levels, of around 
27 percent. We know that alignment to the 

marketplace requires about 

65% of our community 
to have postsecondary credentials beyond high 
school. So if we have 73% of these communities 
that can’t access the jobs that are available to 
them, we know that we as a community we 
have to do better. We’ve built a neighborhood-
centric model supported by and worked very 
collaboratively on with community agencies 
and partners like Boys & Girls Club, Jack & Jill 

Children’s Center, the Urban League, Broward 
County Housing Authority and the libraries. 
They provide us free spaces so we can offer free 
training. It’s gone incredibly well in the fi rst two 
years. We’ve served over 2,500 residents in those 
six ZIP codes, making sure that they get access 
to the training that they have available to them. 

PRESS:
Here’s a question from a viewer. If a company 
wants access to resources and info on how 
they can do a better job in hiring and supplier 
diversity, is there a website that they can go to or 
some organization they can speak to? 
PENNANT:
If you want to partner with a great organization 
that speaks to supplier diversity, the Florida State 
Minority Development Council is a great place to 
start. Both Susana and I are board members there 
and we can attest to the fact that you will be 
nurtured, cared for and trained. And, of course, at 
Broward College we stand ready to support your 
initiative in supplier diversity. I’m considered an 
expert in some sectors and I’m happy to share 
my knowledge in how to establish a supplier 
diversity program. 
HUNTE:
I think the Society for Human Resources is also 
a great resource when 

it comes to 
diversity hiring 

information, as well as 
Diversity Inc., and the HR ABC 

website as well. 

TALENT POOL
PRESS:
Another question:
What would you say is the biggest challenge in 
diversity hiring? 
Hunte:
In many organizations, diversity hiring tends to 
be placed in the HR department, so everyone 
thinks that HR is responsible for diversity 
and that’s it. That’s a challenge that many 
organizations face. When you have a leadership 

that understands that it starts at the top, and that 
buy-in starts at the top, and that success starts at 
the top, you will be more successful. 
COYNE:
I think it will require some innovation. When we 
had 2.6% unemployment in Broward County, 
we’d hear employers say that they just can’t fi nd 
the talent. One of the questions that we would 
ask is, where are you looking? Because we know 
that there are communities of need that have 
12% to 15% unemployment right in our own 
backyard. So we are partnering with companies 
now to create memorandums of understanding 
so that we can partner with them to build a 
training bridge for residents and communities 
who may not have otherwise had access to the 
training and weren’t eligible to compete for the 
jobs that were available.
PENNANT:
Through our Broward Up Business Commission, 
we are building a collaborative of corporations 
and we’re guiding them as to how to effectively 
become more engaged in our communities. 

PRESS:
Last question: As jobs are lost amid COVID, 
talented individuals will be applying for 
positions that 

may not 
seem like an automatic fi t on 
paper, but perhaps they have skills that are 
transferrable. Is Cube Care viewing pandemic-
era applications in that light?
ROBLEDO:
Absolutely. Some people may not look like 
your typical fi t, but we are also not your 
typical business. What we look for in someone 
besides the basic skills that will get them 
through the job is that they have the right 
attitude to be a part of our culture. If they 
belong to our culture, then everybody in the 
company will foster them as part of the family 
and everybody will get them trained. When 
we make that type of investment in a person, 
that person becomes very loyal. ♦

gentlemen in. At fi rst, my staff was upset. They 
thought we’re going to bring some killer into 
the company. But then they realized that these 
people are hard-working, they want to be 
integrated back into society, they’ve paid their 
dues, and they’re trying to be better. These 
people are so eager to prove themselves, to 
be given a second opportunity, and they work 
really hard to make that happen. We can see the 
change that we have made in them. Breaking 
that cycle is what’s going to improve our 
community. We don’t want to spend any more 
dollars on caring for people in jail. We’d rather 
spend those dollars on educational programs to 
help these people stand on their feet. They’ve 
already lost years of time. 

COYNE:
Often there are concerns about whether some 
communities have the skill sets to move the 
business forward when companies are thinking 
about diversifying their workforce. How did you 
overcome that obstacle? 
ROBLEDO:
Most of the people that we hire are entry level, 
and entry level staff tend to jump from job to job 
and not build any skill set. These people from 

the halfway house are assigned to us, and 
it is our job to train them. 

They have to graduate from us. So we both win. 
Their graduation means, for them, being able to 
go on to freedom and have a set of skills that are 
transferrable to other corporations. We benefi t 
from not having high turnover by getting them 
trained and having them there. We know that 
they are there all the time because they are living 
at the halfway house. They’re not wandering 
around, they’re coming every day, they’re being 
monitored. They’re getting a sense of what it is 
to be in the workforce and what is expected in 
today’s society vs. 10 years ago or 20 years ago. 
Giving them those skills is important for them to 
make it out of their halfway house. 

COYNE:
Faith-Simone, as you’re trying to attract a 
more diverse workforce, what practices do you 
have to build the skills sets that they need to 
be successful?
HUNTE:
We partner with Broward College very often in 
doing training for certain subsets of our employee 
population. We identify the needs of our 
organization, communicate that with Broward 
College directly, and/or through the South 
Florida Anchor Alliance, and they are usually 
able to develop training programs and provide 
resources to us. I keep mentioning South Florida 
Anchor Alliance because they provide a wealth of 
resources for us. As anchor institutions, we have 
other partners such as Career Source Broward 
that are able to provide training, sometimes free 
of cost, to the underserved population. Access 
to a full-blown college education is sometimes 
limited but at least they are able to get training to 
be able to enter the workforce.

PERILS AND PITFALLS
COYNE:
Can you share some examples that haven’t 
worked, or haven’t gone far enough? 
PENNANT:
Often times, 

corporations have 
a supplier diversity program but it’s 
operating on a lower level. I’m grateful that 
I work for an organization where President 
[Gregory] Haile is saying, yes, these are the 
goals and we have a policy, but we expect our 
departments to drive those numbers to help to 
spend those dollars. This is how we can help you, 
because we’ve identifi ed small and minority-
owned businesses that would be a good match 
for the goods and services that you are buying. It 
needs to come from the leadership down. But it’s 
also about looking at how diverse your spend is. 
Broward College has done a phenomenal job. We 

exceeded our goals last year and also received 
the 2020 Florida State Minority Corporation 
of the Year award because of our attitude and 
advocacy in supplier diversity. We’re doing a 
great job but we’re holding ourselves to do more. 
HUNTE:
With our recruitment efforts, when we tried 
to do the concierge program, we haven’t been 
able to expand it to reach as many community 
organizations as we would like because of the 
limitations of our internal resources. On that 
end, it hasn’t been as robust as we would like 
it to be. That is a goal and a future focus for us. 
It will aid us in our initiatives through SFAA as 
well as partnering with Broward Up to focus 
on those particular ZIP codes when it comes to 
hiring and giving access. It’s a challenge we’ll 
take on. We have implemented mandatory 
diversity panel inclusion in our hires for the 
leadership level. I think that is something that 
helps also by holding our leaders accountable 
to ensuring that we are looking at a diverse 
pool of candidates for leadership, mid-level, 
and entry-level positions in our organization.
ROBLEDO:
One of the main ways that we do our hiring is 
through word-of-mouth, and we do it through 

our own staff. Our staff gets engaged and they’ll 
go out and send Facebook messages to their 
friends, and this is how they bring back the 
candidates. Whoever we hire becomes what we 
call a mentor-protégé under that person. They 
are guided through the system and learn how 
to do certain things. The other thing we do is 
look within to hire our leadership. Our leaders 
have grown with the business. Some of them 
have been in entry-level positions at one point, 
so they understand the whole array of what the 
company entails. Some of them have been with 
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Call 800-849-DEBT(3328) or visit us at debt.com
Mortgage & Foreclosure Prevention | Taxes | Student Loans | Credit Card Debt | Budgeting | Credit Restoration | Bankruptcy

WE KNOW HOW TO 
COME TOGETHER 
AND REBOUND. 

Now that recovery is in sight 
we are here to support you with any 

financial challenges you maybe facing.

AS SOUTH FLORIDIANS
WE KNOW HOW TO BOUNCE BACK FROM ADVERSITY

Proud supporter of

Find out how we can help you with credit card and 
tax debt, credit restoration, and more. 

The call is free and there is no obligation. Let’s see
 if together, we can help you to a brighter tomorrow.

Call us at 800-849-DEBT
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L I V I N G 
W E L Lengage

DOLCE 
VITA

Carbone: An idealized 
version of a midcentury Italian 
American restaurant that the 
owners love and remember 

from New York. 

 H O S P I T A L I T Y   /  G O L F  /  T R A V E L  /  F A S H I O N
A R T S  /  A R C H I T E C T U R E  /  D I N I N G  /  T E C H 
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Crowd Pleaser

BY DREW LIMSKY

Can South Beach’s Carbone equal its famous New York counterpart? It already has.
.2021 is proving just as popular as its Man-
hattan counterpart. With a lushly deca-
dent interior designed by the renowned 
Ken Fulk and expanded garden seating 

(110 seats total), Carbone is 
one of South Florida’s biggest 
gastronomic success stories. 
The bar scene is already lo-
cally legendary.

Zalaznick, born and raised 
in New York, found himself 
deposited in Miami Beach 
during lockdown. When 

asked if he realized if he was part of New 
Yorkers’ new migration to Miami, he is 
quick to stake his claim. “I think I was at 
the beginning of it,” he says emphatically. 
“I got pretty lucky because I came here a 
year ago, for what I thought was vaca-
tion, then the pandemic hit and I ended 
up staying here and I never left. I ended 
up falling in love with the place and re-
alized that not only was it an incredible 
place for me personally, for my family, but 
also for business. We got laser-focused 
on staying here. We already had plans to 
expand here, and we already had a lease 
signed here and the space here, so it all 
came together. Now we’re really excited 
to be doing a lot of business down here.” 

When pressed to name his favorite 
dish on the menu, he chooses the beef 
carpaccio, and when prompted to de-

eff Zalaznick wants Miami to know 
that he isn’t just visiting Florida. “We’re 
here.”

That’s a big statement, as the original 
Carbone, the beloved, re-
fined red-sauce joint in 
New York’s Greenwich 
Village, is still one of the 
hottest tickets in town. 
Zalaznick, one of the 
three founders of Major 
Food Group (the others 
are Rich Torrisi and Ma-
rio Carbone), sounds like he’s here to stay, 
an easy promise to keep, as the outpost 
of Carbone that debuted in Miami Beach’s 
South of Fifth neighborhood in January 

MANHATTAN TRANSFER 
Below: Carbone’s tuna 
Calabrese. Opposite: 
Carbone owners Je�  
Zalaznick, Mario Carbone and 
Rich Torrisi
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SAVORY & SWEET
From top: Caprese 
salad; Carbone’s 
beloved carrot 
cake

scribe Chef Carbone in a few words, “the best” and 
“unending passion” spring to mind. It’s a passion 
evident in the delectable Dover sole, the memorable 
lobster ravioli and the tuna tartare, and the swirling, 
sculptural carrot cake. Even the Caesar salad, pre-
pared tableside, registers as a moment of theater and 
toothsomeness.

The trio of founders became partners over a de-
cade ago, at Torrisi’s deli and restaurant that Zalaz-
nick recalls had about 14 seats, on Mulberry Street 
in New York. “We met there,” he remembers. “They 
were cooking incredible, classic Italian food. I was 
in the process of looking to open an Italian restau-
rant with a very similar philosophy, and we kind of 
naturally gravitated toward each other. We got to 
know each other, had a meeting and we sat down 
and talked about what we wanted to do. Their 
dream and my dream were the same: our idealized 

version of a midcentury Italian American restau-
rant that we grew up with in New York. It was 
meant to be. The rest is history, and that’s what 
ended up becoming Carbone. The idea of Carbone is 
what brought us together and that was the genesis 
of Major Food Group.” 

Carbone’s portfolio of venues is well curated, 
with the Miami location assuming its rightful place 
among the global culinary capitals of Hong Kong, Las 
Vegas and Tel Aviv, in addition to the Village. Zala-
znick is quick to make an audacious claim: “In five 
years, I think that Miami will be the epicenter of food 
in the country. It’s really shifting because of all the 
exciting things that are happening right now.” MFG 
is developing a steakhouse in Brickell and has de-
buted ZZ’s Club, located in the Design District, prov-
ing that beyond Carbone, Zalaznick is not just 
a spectator: He’s here. 

engage  D I N I N G
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TIME TO SELL YOUR BUSINESS? 
Step 1 of an exit strategy is to make sure your business sale generates the proceeds 
you need to finance your next adventure. Hop on to our website and check out our 
user-friendly valuation calculator for an estimated business value. 

IS THE RESULT LOWER THAN YOU EXPECTED? 
No worries! A conversation with one of our experienced brokers can teach you what 
you can do today to increase your business value. 

IS THE RESULT BETTER THAN YOU EXPECTED? 
Nice! Make an appointment with us ASAP so we can begin packaging your business 
for a quick sale! Don’t wait! Adventure is calling!

TRANSWORLD’S BUSINESS BROKERS  
KNOW THE INS AND OUTS OF BUYING AND SELLING BUSINESSES 
across many industries and are in tune with the market and current trends. They can 
provide valuable insight and help you get the ROI you are hoping for.

TO GET AN ESTIMATE OF WHAT YOUR BUSINESS IS WORTH USING OUR 
FREE ONLINE CALCULATOR NOW: HTTP://BIT.LY/319GK9V

800.205.7605
TWORLD.COMAndy Cagnetta, 

CEO
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SPA-LIKE & SPARKLING
An elegant, contemporary 
bathroom by Marc-
Michaels Interiors
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BY DREW LIMSKY

Among the Columns
The Biltmore hotel in Coral Gables stands as George Merrick’s 
architectural and social achievement—his answer to Europe and New York w TASTE OF SPAIN

From top: The Biltmore’s 
Gothic-inspired lobby; a 
guest suite. Opposite page: 
the hotel’s famed pool.

ith the pandemic era mercifully 
coming to a close, it was a little iron-
ic for me to work my scheduled stay 
at the Biltmore hotel around perhaps 
the world’s greatest social distancing 
pool: at 23,000 square feet, it holds 
600,000 gallons of water, and ranks 
as one of the biggest hotel swim-
ming pools, anywhere. At one time, 
it was the largest in the world. I’m an 
avid swimmer, and I’ve experienced 

massive pools all over 
the world—the ones 
with slides and lazy 
rivers and manmade, 
fish-filled lagoons. But 
there’s nothing like 
the depth and width 
of the Biltmore’s pool. There are 
no gimmicks. The simplicity of it 
is swoon-worthy. But I kept going 
back to its sheer size, the ultimate 

luxury. The pandemic 
may have been ending, 
but I still wanted my 
space. 

Europe is full of his-
toric luxury hotels of 
considerable vintage: 

Le Meurice in Paris, one of the city’s 
most exalted palace hotels, dates 
from 1815; the Ritz Hotel, London, 
from 1906. But in the United States, 
especially in the South, there are 
few such palace hotels; the Biltmore, 
which opened in 1926, naturally 
holds a revered spot. Built by George 
Merrick and John McEntee Bowman, 
the Spanish medieval-influenced 
city resort defined opulence. 

One would be hard-pressed to 
find another hotel in the country 
that boasts a colonnaded  arched 
lobby in the Gothic Revival vein; the 
Roman godlike statues that line the 
pool, meant to evoke the historic 
heft and grandeur of Europe, some-
how escape being kitschy. Maybe 
it’s because of all that water they’re 
surveying. The Fontana restaurant, 
a riot of tangy orange walls and 
green foliage, has its own columns; 
Merrick knew that it was this type 
of setting that prompted the smart 
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set to set sail for European travels, 
and he recreated it here. It’s still one 
of South Florida’s loveliest places 
to dine out, and arguably its most 
transporting.

I was reminded of Merrick’s pres-
ence every time I came or went from 
my room in the tower; once you exit 
the elevator into the tower, there are 
very few rooms per floor. The guest 
suites have been modernized since 
my last visit, but the long, skinny 
terraces, with their period terra cot-
ta-tiled floors, will certainly always 
remain. My accommodations were 
adjacent to the Merrick Suite; a 
plaque beside my door entitled “The 
Merricks Entertain” reminded me I 

was walking in their footsteps:
During the height of the great 

Florida Boom, George Merrick’s wife 
Eunice, his sisters Medie McLendon 
and Ethel Bishop and his mother 
Althea were often called to enter-
tain visiting dignitaries as well as 
new residents. … They also fostered 
culture by hosting musical and dra-
matic events and art shows. Hardly 
a week lapsed without a newspaper 
account of a social or 
cultural event involv-
ing members of the 
Merrick family.

The language and 
what it describes 
sounded like a South 

Florida simulation of an Edith Whar-
ton novel. People usually mention that 
future Tarzan Johnny Weissmuller was 
a swimming instructor at the hotel, 
but I kept thinking about the Merricks 
trying to bring New York high society 
to the subtropics (just as New York, as 
Wharton told us, imported its social 
rituals from Europe). Another iro-
ny: Wanting to be socially distant, I’d 
come to the palace invented for the 

social. In the lull before 
the University of Mi-
ami’s graduation rush 
would fill the hotel, 
history and its ghosts 
were keeping me 
company.

FOUNTAIN-SIDE DINING
The Biltmore’s Fontana 
courtyard restaurant is one 
of Miami’s most romantic and 
transporting venues.
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LINES OF LEATHER 
Classic LV luggage is o� ered with a 

subtle NBA logo

ART OF SPORT 
In this keychain, 

the LV logo takes 
a backseat to the 

basketball
COLOR PURPLE 

The NBA-inspired collection 
unveiled several link 

bracelets, this one with 
Miami-infl ected hues

engage F A S H I O N

BY DREW LIMSKY

SOFT SHOE 
The famed LV pattern 

emblazoned on men’s 
footwear

OVER THE SHOULDER 
A textured leather tote 
discreetly features the 
NBA logo

STATEMENT PIECE 
A basketball signet ring 

brings the bling

Look for the Louis Vuitton boutiques on Worth Avenue and in Miami’s Design 
District to dazzle with a new line that marries high fashion and mass appeal, 
with the unveiling of LV x NBA Men’s Capsule Collection II. Timed to debut be-
fore the fall season, the wide range of pieces (shoes, luggage, jewelry, casual-
wear) marks the second collaboration between the revered design house and 
the sports league. The collection—which was inspired by three dress modes of 
a pro basketball player: travel, game and press conference—is the brainchild of 
LV’s men’s artistic director Virgil Abloh, the trained architect who became the 
first American of African descent to win the role of artistic director at a French 
luxury fashion house.

Hoop Dreams
For the second time around, Louis Vuitton is lovin’ basketball

COLOR CORRECT 
A thick leather belt superimposes NBA 
team fonts over the LV pattern
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800.611.6631

ERECTIONS AS  
A BIOMARKER  
OF WELLNESS.

Biomarkers are established to give us a “heads up” to the 
truth about our health status. The earliest changes in your 
erectile function indicate that the trajectory of your health 
has changed, and you may be on your way to developing a 
serious and life-threatening disease.  

In addition to the serious health implications, erectile 
dysfunction (ED) is devastating emotionally and it affects 
every aspect of your life, robbing you of confidence, 
masculinity, and power.  ED effects the way you conduct 
yourself and the way you lead your family.  

ED is experienced by more than 50% of adult men.  
Many men are embarrassed to seek help for this problem 
and those that do are given a pill rather than a thorough 
evaluation focused to reveal the root cause.  The problem 
is that the “pills” don’t fix the “cause”, only the symptom.  
But because the pills often work so well, the disease 
process that is causing the problem is left unattended to 
for years, getting worse, more difficult to reverse and more 
dangerous.

If you have been given a pill for ED without a very 
thorough investigation into the root cause, then you have 
been failed.

I am Dr. Lisbeth Roy, and my team and I help men return 
to the masculine leaders that they are by listening, aligning, 
supporting, encouraging, and ultimately guiding them 
through a process of regeneration and return to wellness, 
using the most progressive tools and technologies, passion 
and deep knowledge about health, wellness, and sexual 
function.

Doctors Studio is a “workshop” specializing in Men’s 
Health and performance.

Dr. Lisbeth Roy 
Chief Executive Officer 

Doctors Studio 
2595 NW Boca Raton Blvd #200A, 
Boca Raton, FL 33431, United States
Doctorsstudio.com

S P E C I A L  M A R K E T I N G  S E C T I O N

DR. LISBETH ROY 
CHIEF EXECUTIVE OFFICER 
DOCTORS STUDIO
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T H E  H O N O R E E S
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Welcome to the 2021 Excellence in Finance 
Awards, a tribute to the success of professionals 
lending their efforts and expertise to one of the 
most essential industries in South Florida and 
beyond. 

The region has its share of awards programs, 
but SFBW continues to be unrivaled in this area. 
As SFBW continues to grow in infl uence and 
prominence, the excitement surrounding our 
events increases every year. Because of the con-
tinuing challenges of COVID-19, this year our 
event is digital, yet we have more honorees than 
ever—that’s the power of community, and a testa-
ment to your drive. Neither can be stopped. 

Beyond recognizing the region’s top fi nance ex-
ecutives, we think there is a huge benefi t for these 
savvy, ambitious achievers to be able to share 
important experiences, challenges and lessons 
learned. South Florida has a broad geographic 
sweep, so it is rare to have this esteemed group all 
in one place at one time. We’ve been gratifi ed to 
receive feedback about how many new business 
relationships and friendships have been forged 
through awards events such as this one. 

We received nominations from all over the 
South Florida business community. Candidates 
were judged on both their professional and com-
munity achievements, as well as demonstrated 
success in a leadership role.

None of this would be possible without our 
sponsors. Particular appreciation goes to our Sap-
phire, Emerald and Ruby sponsors. 

And once again, congratulations to all of this 
year’s honorees. You are joining an exclusive 
club—and a place within the SFBW family. 

Sincerely, 

G� y Press
Chairman

Lifestyle Media

Savvy
Honorees

S O U T H  F L O R I D A  B U S I N E S S  &  W E A LT H
2021 FINANCE AWARDS

S O U T H  F L O R I D A  B U S I N E S S  &  W E A LT H
2021 FINANCE AWARDS

THANK YOU TO OUR SPONSORS
S A P P H I R E

E M E R A L D

R U B Y
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Find paradise in  
the little things.   
Let us sweat the  
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Professional Bank congratulates our 
Chairman & CEO Dan Sheehan on 
his recognition as an honoree of 
South Florida Business & Wealth’s  
2021 Finance Awards.
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BANKING
ANTONIO COLEY
Regional President, 
South Florida
Truist

BANKING
JORGE GONZALEZ
Chief Executive O�  cer and 
Vice Chairman
City National Bank of Florida

BANKING
JEFF KLINK
First Senior Vice President 
- South & Central Florida 
Regional President Valley Bank

BANKING
SHERI FISKE 
SCHULTZ
Managing Partner
Fiske & Company

BANKING
DAN SHEEHAN
Chairman/Chief Executive 
O�  cer
Professional Bank

BANKING
CHARLES K. CROSS, 
JR. (CHUCK)
Market President, South 
Florida
Seacoast Bank

CONSTRUCTION
ADRIAN FIGUEROA
CFO
Tropical Roofi ng Products

CONSTRUCTION
SCOTT SHERRY
Chief Financial O�  cer 
RCC Associates

CPA
DAVID W APPEL
Partner Florida Regional 
Market Leader
Cherry Bekaert LLP

CPA
DANNY CASTRO
Managing Partner, Tax Services
BDO USA LLP

CPA
W. DAVID ELLRICH, 
JR.,CPA
President
Ellrich, Neal, Smith & 
Stohlman, P.A.

EMPLOYEE RESOURCES
GREGORY PALMER
Revenue Accounting Manager
ADT

ENTREPRENEUR
GRANT CARDONE
Founder & CEO
Cardone Training 
Technologies, Inc.

FINANCIAL ADVISORS
ERIC S. GLASBAND
Managing Director – Financial 
Advisor
RBC Wealth Management

GOVERNMENT
THERESA THERILUS, 
ESQ.
North Miami City Manager
North Miami City Hall

HOSPITALITY
KAMIL KELPETIN
Vice President of Finance
Orchestra Hotels + Resorts

INNOVATION IN FINANCE
KENNETH BABOUN
Managing Partner
BGI Capital

INNOVATION IN FINANCE
GARY FREEDMAN
Partner
Nelson Mullins Broad & Cassel

INNOVATION IN FINANCE
C. RUSSELL SLAPPEY
CEO
Nperspective CFO & Strategic 
Services

INNOVATION IN FINANCE
MAGGIE VO
Chief Investment O�  cer, 
Managing General Partner
Fuel Venture Capital

LENDING
DR. TY RICHARDSON
Managing Director
One Global Business Financing

ENTREPRENEUR
LAVONNE IDLETTE
COO
Reddish Bull Finance

ENTREPRENEUR
MARIANELA COLLADO, 
CPA/PFS, CFP®
CEO & Senior Wealth Advisor 
Tobias Financial Advisors

ENTREPRENEUR
CHRISTIAN 
CALABRO
Financial Planner
Integrated Financial Concepts
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Danny Castro 
Managing Partner, Tax Services
954-626-2965  / dcastro@bdo.com

BDO USA, LLP Congratulates 

Danny Castro
on being selected as an Honoree in South Florida 
Business & Wealth’s First-Annual Finance Awards.
BDO provides assurance, tax, and advisory services to a wide range of publicly traded and privately 
held companies. We offer a sophisticated array of services, as well as the resources and capabilities 
of our global organization, combined with the personal attention of experienced professionals.

Miami | Coral Gables | Fort Lauderdale | Boca Raton | West Palm Beach

CONGRATULATIONS

Honoree of the 2021 SFBW Magazine 
Finance Awards for Wealth Advisor

Gene Sulzberger

Gene C. Sulzberger, JD, CFP
President, Sulzberger Capital Advisors

P: 305.573.4900
E: gene@sulzbergercapital.com 

www.sulzbergercapital.com
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WEALTH ADVISORS
JULIO ROQUE
SVP, Private Wealth Market 
Executive
SYNOVUS

WEALTH ADVISORS
CRAIG SCHNEIDER
Director of Business 
Development, Wealth
LSIA Wealth

WEALTH ADVISORS
GENE SULZBERGER
President
Sulzberger Capital Advisors

WEALTH ADVISORS
ERIC P. ZEITLIN
CEO and Managing Director
Provenance Wealth Advisors

WEALTH ADVISORS
SCOTT 
MONTGOMERY, CLU, 
CHFC
Financial Advisor and Director
Provenance Wealth Advisors

RETIREMENT SERVICES
MATTHEW J. DERNIS 
CFP
Owner/President/Certifi ed 
Financial Planner
Retirement Consultant Services

REAL ESTATE
JORDAN RATHLEV
Vice President
Related Companies

Congratulations from 
SFBW to all the 

Honorees

PRIVATE EQUITY
TROY D. TEMPLETON
Managing Partner
Trivest Partners LP

Thank you SFBW for honoring 
Marianela Collado, CFP®, CPA/PFS  
and the Tobias Financial Advisors team 
with the 2021 Finance Award

9 5 4 - 4 2 4 - 1 6 6 0
t o b i a s f i n a n c i a l . c o m
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REDEFINING

YOUR PERSONAL ECONOMY

Effective financial planning requires more than solely managing your investments. That’s why at LSIA we take a 
holistic approach. Acting as your personal Chief Financial Officer, we work with you to integrate the many aspects 
of your finances to ensure they are aligned with the goal of building and protecting your wealth. We will orchestrate 
your investment, insurance and estate planning needs by working alongside other professionals, including your 
insurance agents, estate planning attorneys, accountants and business partners to ensure your entire personal 
economy is in order. That’s The LSIA Way.

REDEFINING SUCCESS 

The industry standard has been to measure your financial success relative to a generic stock market benchmark. At 
LSIA, we measure success by whether or not you accomplish your goals and enjoy peace of mind, rather than how 
your account performs compared to a benchmark. The percent return you earn is irrelevant if it doesn’t afford you 
the lifestyle and the future you envision. The customized financial plan we create together will measure your success 
in a way that actually impacts you and your family. That’s The LSIA Way.

For years, investment firms and banks have spent billions of dollars marketing “client-focused service” 
and “comprehensive solutions,” yet if you are like most, you’ve likely had a completely different 
experience. Overpromising and underdelivering. Does this type of experience sound familiar? That way 
did not work for us, so we set out to change it. In short, we created a wealth management firm where 
we would be proud to work and be a client. Out with the old way, in with the new way. The LSIA Way.

The Old Way 

myLSIA.comOur guidance. Your peace of mind.

WEALTH 
MANAGEMENT
Out with the old way, in with the new way. 
The LSIA Way.

 ▶ Redefining Relationships
 ▶ Redefining Expectations 
 ▶ Redefining Comprehensive
 ▶ Redefining Promises
 ▶ Redefining Teamwork

Congratulations!
Congratulations to Craig Schneider for being selected as a 2021 Finance 
Award Honoree and for redefining what it means to serve the wealth 
management needs of individuals and families.

Scan here to learn more

Is Exactly That
Old
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BANKING

DAN SHEEHAN
Chairman & Chief Executive 
O�  cer 
Professional Bank
Daniel R. Sheehan is a 
co-founder of Professional 
Bank, serving as a director 
since its inception in 2008, 
subsequently becoming its 
Chairman of the Board in 
2013, CEO in 2019, and 
Chairman of the Board 
and CEO of Professional 
Holding Corp., Professional 
Bank’s parent company 
since its inception in 2014.
Favorite Quote: “It ain’t 
what you don’t know that 
gets you into trouble. It’s 
what you know for sure 
that just ain’t so.” – Mark 
Twain.
Fun Fact: Once upon a 
time, I worked at MTV.
What challenges have you 
faced in your career, and 
how did you overcome 
them? Covid imposed 
a big challenge on our 
organization and industry. 
It was disruptive in every 
sense to our personal and 
professional lives. We got 
through it by maintaining 
a steady hand and taking 
care of our employees and 
clients. 
What’s the biggest 
fi nancial mistake most 
people make? They 
confuse the cost of living 
with the standard of living.

CPA

DANNY CASTRO
Managing Partner 
Tax Services
BDO USA LLP
Danny Castro is the 
offi ce managing partner 
for BDO’s Miami and 
Fort Lauderdale Tax 
practices leading over 190 
professionals. His wife, 
father and brother are all 
CPAs and he is a father to 
three amazing children – 
Alia (9), Leo (7) and Ariana 
(5).
Favorite Quote: “Some 
people want it to happen, 
some wish it would happen, 
others make it happen.”
Fun Fact: I started a 
sandwich business my 
junior year in high school. 
I negotiated pricing with 
the suppliers (Sedanos) 
and eventually grew the 
business to eight employees 
(distribution channels) 
selling throughout campus.
What challenges have you 
faced in your career, and 
how did you overcome 
them? Leading our practice 
and people through the 
pandemic and uncertainty. 
I learned the importance of 
daily check-ins with your 
people and connecting with 
everyone on a personal 
level. Everyone is going 
through something. The 
need to increase your level 
of awareness and empathy.
What’s the one piece of 
fi nancial advice you regret 
not taking? Take more 
risks.

ENTREPRENEUR

MARIANELA 
COLLADO, CPA/PFS, 
CFP®
CEO & Senior Wealth Advisor 
Tobias Financial Advisors
Marianela Collado is the 
CEO and a co-owner of 
Tobias Financial Advisors, 
an independent registered 
investment advisor in 
Plantation, whose vision 
is to inspire, educate and 
prepare clients so they can 
live the lives they want. 
Marianela has over 20 
years of experience in the 
tax and fi nancial planning 
arena. She has worked 
with many ultra-high net 
worth families and assisted 
with the implementation 
and reporting of complex 
income and wealth transfer 
strategies. She is often 
quoted in the media and 
is a frequent speaker on 
fi nancial planning and tax. 
Marianela is a native of 
Queens, New York, but 
today calls Weston her 
home, which she shares 
with her husband and three 
young children.
Favorite Quote: “In the 
midst of chaos, there is also 
opportunity” – Sun Tzu.
Fun Fact: I am the 
youngest of four with three 
older brothers and the irony 
of it all is that while I grew 
up with three boys, I now 
have three boys of my own 
to raise.

FINANCIAL ADVISORS

ERIC S. GLASBAND
Managing Director – 
Financial Advisor 
RBC Wealth Management
Eric S. Glasband feels there 
is nothing better than the 
satisfaction of building 
long-term relationships 
with clients and helping 
them achieve their fi nancial 
goals through customized 
investment strategies and 
personalized service. He 
recognizes that no two 
families are alike, so he 
takes time to understand 
what your unique 
aspirations are—and how to 
help you accomplish them 
for now and generations to 
come.
Outside of the offi ce, Eric 
is dedicated to helping 
people in his Palm Beach 
County community. He 
sits on the Florida Atlantic 
University Medical School 
Board and enjoys mentoring 
students as they prepare to 
enter the community with a 
medical degree. Eric is also 
passionate about supporting 
other local organizations, 
with an emphasis on health-
based causes.
Favorite Quote: “Find a 
job you enjoy doing, and 
you will never have to work 
a day in your life” – Mark 
Twain
Fun Fact: I represented 
the U.S., winning a gold 
medal in the Pan American 
Maccabi Games in Buenos 
Aires.

RETIREMENT SERVICES

MATTHEW J DERNIS, 
CFP
Owner/President/Certifi ed 
Financial Planner 
Retirement Consultant 
Services
Matthew J. Dernis is a 
Certifi ed Financial Planner 
who is passionate about 
helping executives and 
business owners with a 
meaningful and effi cient 
approach to pursue their 
fi nancial goals. In addition, 
Matt focuses on retirement 
plan consulting, working with 
businesses to implement and 
manage 401k accounts that 
will help make a difference in 
people’s lives.
Fun Fact: After never having 
a dog growing up, my family 
got a Goldendoodle puppy.
What challenges have you 
faced in your career, and 
how did you overcome 
them? Providing fi nancial 
planning advice and 
managing money through 
several recessions has been 
challenging and helping 
people prepare for those 
risks can be diffi cult when 
you have to consider their 
emotions. In order to be 
effective, I try to listen better 
and understand the drivers of 
their decisions so we can offer 
advice that is in their best 
interest.
What has been the most 
monumental moment 
of your career thus 
far? Getting through 2020 
with more clarity about what 
we do for clients.
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takes time to understand 
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come.
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RETIREMENT SERVICES

MATTHEW J DERNIS, 
CFP
Owner/President/Certifi ed 
Financial Planner 
Retirement Consultant 
Services
Matthew J. Dernis is a 
Certifi ed Financial Planner 
who is passionate about 
helping executives and 
business owners with a 
meaningful and effi cient 
approach to pursue their 
fi nancial goals. In addition, 
Matt focuses on retirement 
plan consulting, working with 
businesses to implement and 
manage 401k accounts that 
will help make a difference in 
people’s lives.
Fun Fact: After never having 
a dog growing up, my family 
got a Goldendoodle puppy.
What challenges have you 
faced in your career, and 
how did you overcome 
them? Providing fi nancial 
planning advice and 
managing money through 
several recessions has been 
challenging and helping 
people prepare for those 
risks can be diffi cult when 
you have to consider their 
emotions. In order to be 
effective, I try to listen better 
and understand the drivers of 
their decisions so we can offer 
advice that is in their best 
interest.
What has been the most 
monumental moment 
of your career thus 
far? Getting through 2020 
with more clarity about what 
we do for clients.

The Glasband Stempel Wealth Management Group  
would like to congratulate Eric Glasband 

on another amazing accomplishment. 
South Florida Business & Wealth Magazine has recognized Eric Glasband as  

one of the premier Financial Advisors in South Florida. 

“Eric, thank you for your consistency 
and leadership during the past 22 years. 

We are all so proud of you and to be a part of the 
Glasband Stempel team.”
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WEALTH ADVISORS

SCOTT 
MONTGOMERY, CLU, 
CHFC
Financial Advisor and 
Director 
Provenance Wealth Advisors
For more than 30 years, 
Scott Montgomery has 
been advising ultra-affl uent 
families, industry leaders and 
entrepreneurs on all aspects 
of wealth management, 
including estate planning, 
asset allocation, business 
succession and investment 
strategies. His focus is 
on holistic planning and 
employing tactics designed 
to help clients preserve and 
build their estates while 
securing a future for their 
heirs. His commitment 
to delivering satisfaction 
has led to long-term client 
relationships spanning over 
multiple generations.
Favorite Quote: “When it 
comes to luck, you make your 
own…” – Bruce Springsteen
Fun Fact: I rode in the DCC 
for all 11 years and raised 
more than $25,000.
What challenges have you 
faced in your career, and 
how did you overcome 
them? Challenge of raising 
a family and three children 
while trying to build a 
business. Overcame with 
patience and an amazing wife 
and a belief in the good in 
people.
What’s the one piece of 
fi nancial advice you regret 
not taking? Start saving 
early.

WEALTH ADVISORS

JULIO ROQUE
Senior Vice President/Private 
Wealth Market Executive 
SYNOVUS
Julio Roque is a senior-
level bank executive 
who leverages over 
34 years of experience 
in fi nancial planning, 
investment management, 
custom lending and 
banking background to 
lead a dedicated team 
of professionals in the 
planning and execution of 
various complex wealth 
management issues. Julio’s 
objective is to help clients 
achieve their fi nancial 
goals and aspirations at 
SYNOVUS.
What challenges have you 
faced in your career, and 
how did you overcome 
them? On several occasions 
worked for leaders who 
lacked vision or ability to 
coach and develop. I was 
able to stay motivated and 
focused on my personal 
goals.
What has been the most 
monumental moment of 
your career thus far? I 
have received many awards 
and recognition in my 
professional career by 
many leaders and CEOs, 
including being ranked 
No. 1 offi ce in the country. 
I would still defer the 
monumental moment to 
be witnessing the birth of 
my children and having 
the ability to share all their 
achievements.

WEALTH ADVISORS

CRAIG SCHNEIDER
Director of Business 
Development and Wealth 
LSIA Wealth
As Director of Business 
Development for LSIA 
Wealth, Craig Schneider 
helps individuals and 
families build and protect 
their wealth. By combining 
his 28 years of experience 
in the fi nancial industry 
with his incredible ability 
to connect with people, 
Schneider forms deep 
relationships with clients 
and guides them through 
their own unique fi nancial 
ecosystems to help them 
accomplish their goals 
and accumulate multi-
generational wealth.
Fun Fact: I was only one 
strike away from being able 
to say I bowled a perfect 
game and made a hole-in-
one in golf.
What challenges have 
you faced in your 
career, and how did you 
overcome them? From the 
Dot.com bubble to 9/11 to 
the 2008 fi nancial crisis and 
now the current COVID-19 
pandemic, my fi nancial 
career has seen its fair share 
of challenges. While each 
event brought its own set 
of unique personal and 
professional diffi culties, I 
learned very quickly that my 
ability to focus on only those 
variables that are within 
my control is essential to 
overcome fear and continue 
to move forward.

WEALTH ADVISORS

GENE SULZBERGER
President 
Sulzberger Capital Advisors
Gene Sulzberger is a 
Miami native and attorney 
with more than 25 years 
of experience in fi nancial 
services and wealth 
planning. He is a graduate 
of the Wharton School of 
Business and the University 
of Miami School of 
Law. He started his own 
Registered Investment 
Advisory fi rm in 2015 in 
the Design District. Gene 
has been very active in 
the Miami community, 
especially with the 
University of Miami and 
LGBT causes.
Fun Fact: Qualifi ed two 
times for US nationals in 
short distance triathlon and 
completed the Ironman 
Brazil Triathlon in 2013.
What has been the most 
monumental moment 
of your career thus 
far? Starting my own 
Registered Investment 
Advisory fi rm, Sulzberger 
Capital Advisors, in 2015.
What’s the biggest 
fi nancial mistake most 
people make? Panic selling 
assets.
How do you get fi rst-
time investors to alter 
their thinking on 
investing? Showing them 
examples of how certain 
thinking has its pros and its 
cons. 

WEALTH ADVISORS

ERIC P. ZEITLIN
CEO and Managing Director 
Provenance Wealth Advisors
As co-founder and managing 
director of Provenance 
Wealth Advisors (PWA), 
Eric Zeitlin has developed 
an exceptional process of 
integrating holistic fi nancial 
planning solutions through 
a teamwork approach. His 
extensive knowledge and 
diverse experience in wealth 
management, business 
succession, estate structuring 
and multi-generational 
planning have enabled clients 
to accumulate wealth, protect 
against risk and create a 
legacy. He specializes in 
navigating complicated 
business and estate structures.
Favorite Quote: “If you fail 
to plan, you plan to fail.”
Fun Fact: I raised hundreds 
of thousands of dollars 
to provide educational 
opportunities for underserved 
kids through Take Stock in 
Children, where I’m a past 
board member and event 
chairman. I also raised 
hundreds of thousands of 
dollars for the fi ght against 
cancer as a board member 
of the Dolphins Challenge 
Cancer event each year.
What has been the most 
monumental moment 
of your career thus 
far? Winning Best Places to 
Work for Investment Advisors 
the fi rst time and our 20th 
anniversary celebration in 
2020.



Banking products are provided by Synovus Bank, Member FDIC. 

Investment products and services provided by Synovus are offered through Synovus Securities, Inc. (“SSI”), Synovus Trust Company, 
N.A. (“STC”), GLOBALT, a separately identifiable division of STC and Creative Financial Group, a division of SSI. Trust services for 
Synovus are provided by Synovus Trust Company, N.A. The registered broker‐dealer offering brokerage products for Synovus is 
Synovus Securities, Inc., member FINRA/SIPC and an SEC investment advisor. Synovus Securities, Inc. is a subsidiary of Synovus 
Financial Corp and an affiliate of Synovus Bank and Synovus Trust. Synovus Trust Company, N.A. is a subsidiary of Synovus Bank.

The best is yet  
to come.
Synovus Private Wealth Management

It’s time you enjoy the success you’ve 
earned. Our experienced Private Wealth 
Management team is well-positioned to 
help. Here, you’re supported by a 
personal Private Wealth Advisor and 
dedicated specialists in investment 
management, banking solutions, 
financial planning, trust and estate 
services and risk management. 
Relationships are built, strategies are 
developed and the foundation for your 
long-term financial legacy is laid. 
Let’s get started today.

1-888-SYNOVUS  |  synovus.com 

NOT FDIC INSURED       NO BANK GUARANTEE       MAY LOSE VALUE
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vision boardM I C H A E L  S C I G L I A N O

Miami interior designer Michael Scigliano is MS2 Design Studio. 

Michael Scigliano specializes in luxury modern interiors: custom built-in cabinetry, unique wall and fl oor coverings, 
innovative lighting systems and custom furniture design. The designer who reveres Holly Hunt (and was photographed in 
her Miami showroom) is versatile: He can do light and airy; he can do woody and textured; and he can execute custom man 
caves of uncanny sophistication. Miami and its upscale clientele have been good to Scigliano—South Florida has given him 
and his rescue dog Otis a great life (their instagram pics are unbearably cute). But he looks to travel for inspiration, whether 
exploring the cave houses of Matera in southern Italy or enjoying cocktails at Jackie O’ Beach Club on Mykonos in August. 

Clockwise, from 

top left: Interior 

designer Michael 

Scigliano, shot by 

Juan Pablo Castro; 

a manly Scigliano 

project; with Otis, 

his rescue pup; 

Jackie O’ Beach 

Club, Mykonos (shot 

by Anna Zouganelli); 

Matera, Italy; Holly 

Hunt showroom, 

Miami.
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Owners and CEO’s 
How well do you know  

the behavioral  
traits of your sales team?

To find out how call today

Mark at 954-815-8944 or  

Bernie at 954-295-9202 and  

to receive your complementary Team Profile  

email us at info@behaviorprofileadvisors.com
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This research-validated assessment 
and sales-specific report  

helps salespeople understand:

> THEMSELVES 
> THEIR CUSTOMERS 

> THEIR SALES RELATIONSHIPS
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EDMORSE.COM

OUR PRICE PROTECTION PROMISE...

IT’S A REALLY BIG  DEAL.


