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You have been at OFS for a little over three years 
now, recently promoted from COO to CEO. In that 
time OFS has experienced triple-digit growth. What 
do you attribute to such impressive numbers? 
OFS has always had outstanding product software engineers that were 
loved by their clients. All we did in the past few years was to focus our 
sales efforts towards those prospects who would benefit the most from 
our services—ISVs and other firms who drive revenue with software. 
Our growth came as much from saying ‘No’ to business that didn’t fit 
our model, as it did from saying ‘Yes’ to new clients.

OFS prides itself on its company culture, can you tell 
us a little bit about what makes OFS tick? 
I’ve worked for many companies over my 35+ year career but I’ve 
never encountered a place like OFS before. The culture flows from the 
three brothers who founded the company. Their strong faith and values 
can be seen everywhere—in how we treat our clients, our employees 
and their families, and our communities. Honesty, integrity, and trust 
may sound like corporate drivel to many but to us here at OFS, those 
are words that guide our every action. And it’s not just rhetoric, it’s 
good business—100% of our clients are referenceable, we have grown 
dramatically over the past few years, and we enjoy a very low employee 
turnover rate of only 6%, including our India team. Many of our 
employees have been here for more than 8 years. For me, I will never 
leave OFS because I know I will never find another place like it. 

You have more than 400 employees spread out across 
the globe. How do you keep everyone on the same 
page and engaged?
This has certainly been a challenge for us but thankfully modern 
technology has helped us stay in sync—audio and video conference 
calls, emails, etc. Our project teams do daily stand-up calls as part of our 
agile development methods and that helps to make sure we coordinate 
at that level. At the company level, I recently started a live video update 
to everyone where we review our goals, progress, and challenges. And 
then, there’s still the best way which is to meet with our folks face to 
face. So I do a lot of travel to our offices in the US and India. 

You’ve been in the enterprise software industry for 
a long time; you’ve seen the evolution. What do you 
think the challenges are today for IT departments? 
I am an old dog in this industry, having written my first software 
program over 40 years ago. I watched IT departments (called EDP 
–Electronic Data Processing departments, in my early days) go from 
writing all their own software—even databases and operating systems 
in the ‘70s—to more recently developing almost no custom code and 
just implementing packaged software.  Now, though, it’s changing 
again rapidly, as all companies, no matter what industry, are realizing 
that software is needed to help brand them and differentiate them from 
their competition.

Transactional mobile apps, social media, embedded software, and 
big data analytics are all key drivers in today’s markets. That presents a 
special challenge for IT departments, since much of their development 

talent has dwindled over the past 20 years of implementing packaged 
software like SAP, Oracle, and other business software suites. 

A few issues ago, you wrote an article in this publica-
tion on Gamification. It’s a topic that fascinates a lot 
of people, yet it seems companies are slow to imple-
ment it. Why do you think that’s the case? 
Although that was the case earlier, we’ve seen the pace of gamification 
pick up substantially in recent months. I was just speaking at the 
Enterprise Gamification Forum in NYC last month, and there were 
many presenters there from large companies who were showing off 
their success with gamification—Walmart, Cisco, Prudential, AXA, 
among others. I think part of the challenge has been with the term itself. 
When people of my vintage hear ‘gamification’, the first thoughts are 
of someone playing video games at work. The reality is that we leverage 
some of the motivations behind good games—competition, mastery, 
exploration, etc.—to drive the right behaviors of our customers and 
employees to improve revenues and productivity when using business 
software. 

What do you think will help companies embrace this trend? 
I think as more and more companies hear of the successes that large 
firms are having with gamification, the market will explode. The current 
situation with gamification reminds me of the time, back in 2005, when 
I was the moderator for an NJTC event on how to use social media to 
drive revenues. Back then, Facebook and others were just starting to 
be leveraged for consumer sales purposes and only a few companies 
had actually done it. Now, of course, it’s an essential part of everyone’s 
marketing strategy. I think the same will happen to gamification in the 
next year or so as we leverage yet another technology that the millennial 
generation has grown up with. 

What other things are you most excited about that 
OFS is working on? 
We’ve really been focusing on helping non-technology companies 
adapt to today’s reality that everyone is in the software business now, 
whether they like it or not. These days, whether a company makes cars 
or appliances, whether they sell insurance or rent apartments, they 
now need mobile apps, websites, transaction engines, and embedded 
software that let their customers digitally interact with their products 
and services. We are one of the leading companies offering product 
development services to help these companies compete in the digital 
world. Forrester Research recently started covering us in this space and 
I take that as a good sign that we’re on the right track. 

What do you see for OFS in the next year? 
We’ve done a lot of backfilling in our organization this year to 
accommodate the growth we’ve experienced by adding a CFO, HR 
head, and Sales and Delivery VPs. My hope is that this investment will 
allow us to continue to grow and expand our presence in the US to get 
us to the next level. And we will be certain to keep to our core principle 
of innovation with honesty and integrity so that we can stay true to our 
tagline, “We Build Software. And Trust.” n


