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- A health plan for |
- every business.

And every employee.

AmeriHealth New Jersey has provided health plans to local %
businesses for over 25 years. While you support your employees,

we’re here to support you, offering personalized guidance at 0

every turn. Choose dependable coverage that works for your M
business. NEW JERSEY

The only plan you need. Visit amerihealthnj.com


https://www.amerihealthnj.com/html/index.html

YOUR ROADMAP BEGINS
WITH AN ASSESSMENT

New Jersey Manufacturing Extension Program, Inc. (NJMEP) is a not-for-profit company that helps New Jersey's small to
mid-sized manufacturers become stronger and more competitive. Designed to meet your needs, we develop more effective
business leaders, drive product and process innovation, promote company-wide operational excellence and foster creative
strategies for business growth and greater profitability. NJMEP's training processes and methodologies are designed to
specifically meet the needs of manufacturers.

[ ASSESS

Our no-cost business assessment is the
core of NJMEP's business improvement
services and the first step in our strategic
hands-on approach to help improve your
company'’s performance. The assessment is
a comprehensive, on-site, evaluation of your
company'’s operations that both appraises
capabilities and gauges the effectiveness of
business systems in the following key areas:

A customized action/training plan and
executive summary is developed after

the assessment; and presented featuring 00 - Sales - Production - Supply Chain
strategies and solutions designed to — = Strategy = Human Resources
improve productivity, quality, profits and » Regulatory/Compliance = Quality - Finance

sales. Unlike other work plans, this one is
focused on specific actionable steps for 2
improvement and drives quantifiable results.

We have a variety of solutions to help you,
and can implement solutions through:

«» Customized learning through on-site
training

= Problem solving through consulting and
process improvement

. ACT - General awareness learning through
with you to update your customized Chy
action/training plan and identify the next @

steps for improvement in your business.

[ CHECK

We measure our success by yours. The
results are derived from a NIST survey that
is calculated approximately 6-12 months
post-project. Each project is analyzed for

CONTACT success based on quantifiable impacts such
NJM EP TO BEGI N as: increased sales, jobs created and retained,

and cost savings. We don't succeed unless

YOUR JOURN EY you succeed.
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You want the best for
Mom. So do we.

Nationally recognized cancer care.

ENGLEWOOD BEST Y

OF THE AMERICAN
COLLEGE OF SURGEONS

See Tracy’s story by visiting: englewoodhealth.org/tracy

No one is ever ready for a cancer diagnosis.
For Tracy, breast cancer came as a shock
since she was relatively young and had

no family history. But she didn’t miss a
beat. She wanted the best care available
anywhere. That’s why she chose The
Lefcourt Family Cancer Treatment and

Wellness Center at Englewood Health.

Englewood is a leader in providing
outstanding, patient-centered care through
advanced, leading-edge technology, facilities
and treatments. For Tracy and others, our
dedication to deliver only the best care

possible is a lifesaver.
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O DELTA DENTAL

Your employees
deserve to
unleash their
smile power™!

Providing your employees
with easy and affordable
dental plans is good business.

A dental plan improves
employee retention and
job satisfaction.

At Delta Dental,
we have you covered!

Call 800-624-2633 or visit
DeltaDentalNJ.com/CIANJ
for an instant quote
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PRESIDENT'S VIEW

Survey Raises Red Flags on
Delays in Health Screenings

Lab tests essential

By Anthony Russo
President, CLAN]

he days are getting
Tshorter and there’s

a refreshing crisp-
ness in the air as fall
begins. We’re energized
and focused on the big
events of the season.
Foremost is the celebra-
tion of Manufacturing
Day on Oct. 7 with our
colleagues at the New Jersey Manufacturing
Extension Program.

This year we devoted a special section of
Commerce Magazine to the manufacturing in-
dustry which contributes more than $54 billion
to our state’s GDP and supports 400,000 jobs.
More than 1,000 people are expected to partic-
ipate in this year’s festivities and we are pleased
be among them.

Women manufacturers will be saluted. To
learn how two leading women faces challeng-
es in their industry, we invite you to read the
brief profiles on Alexandra Groezinger and
Madeleine Robinson, who are featured in
this issue. Groezinger is the granddaughter of
German butchers, who now heads the fami-
ly business that specializes in European style
meats. Robinson left Wall Street 30 years ago to
head LPS Industries, which manufactures flexi-
ble packaging.

Our October issue always has a focus on
healthcare too. Inside you will find a feature on
a clever new Latino health community program,
which relies on “promodoras,” in the neighbor-
hoods, as well as information about innovations
in breast cancer screening. The pink ribbons we
see everywhere this month are reminders of the
importance of early detection, preventive care
and support for the medical community’s ef-
forts to stamp out this horrid disease.

We also recently spoke with Steve Rusckowski,
chairman, CEO, and president of Quest
Diagnostics, about his concerns that as we
emerge from the pandemic, overall population
health continues to suffer in part due to delayed
healthcare. As the head of one of the nation’s
leading clinical laboratories, Rusckowski said
by delaying care and routine health screenings,
both chronic conditions and new diagnosis
have gone untreated.

Quest operates in the United States, Puerto
Rico, Mexico and Brazil, and employs more
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than 48,000 workers. The CEO said “as employ-
ers, we need to support our employees to help
address this hidden epidemic and get back to
prioritizing preventive care.”

Rusckowsi said lab testing is an important
part of improving health and wellness, but em-
ployees throughout the nation who are covered
by employer-based health plans pay millions in
unnecessary out-of-pocket costs each year by
not realizing options available within their net-
work or price fluctuations for services within a
network, creating yet another barrier to care.

To better understand the primary concerns
and desires of employers and employees re-
garding benefits, employer health programs
and safety in the workplace, Quest Diagnostics
commissioned a survey of over 400 human re-
sources benefits managers and executives with
decision-making authority (HREs) and nearly
850 office workers (employees) at companies
with at least 100 workers.

The Quest study found that 63% of workers
put off routine checkups and screenings over
the last two years, and 77% said that it was
difficult to practice preventive care during the
pandemic.

Another finding of the study is that HREs
and employees share a concern about health-
care costs, with 87% of HREs and 89% of em-
ployees worried healthcare costs will increase
this year. Further, nine in 10 HREs (90%) and
almost nine in 10 employees (88%) believe that

o = .
Quest Diagnosis has observed delayed healthcare during Covid is causing delayed diagnoses.

e

employers need to be able to control health in-
surance expenses more.

HREs do appreciate the financial burden
of healthcare on their workers. Indeed, over
three-quarters (77%) say they want to lower
healthcare costs for their employees, but don’t
have the tools to do so.

The Quest Diagnostics CEO said as employ-
ers we must take the steps necessary to educate
employees about their healthcare coverage and
reinforce individual employees/patients’ roles
in avoiding unnecessary costs. This means em-
ployers should establish educational programs
that include regular communication through
employee channels warning employees about
unintended out-of-pocket costs and how to
avoid unnecessary charges.

To reduce cost, he said Quest examined its
own out- of-network spending, including diag-
nostics testing. “Many people may not realize
the importance of laboratory testing to inform
medical determinations and treatment plans.
While the lab industry makes up approximately
3% of healthcare costs, 70% of care-based deci-
sions are informed by diagnostics testing,” the
CEO said.

By offering quality, innovative healthcare
solutions at the right price, employers can help
improve the healthcare experience for their
employees, minimize out of pocket costs and
support them in achieving better outcomes,
Rusckowski said. &

xe|ef/o1oydypoisysebew| £1399 :010yd
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Columbia Bank is committed
to understanding the needs
of your business.

- Construction to permanent real estate financing to
$16.5 Million build an office and warehouse building

a1e Commercial mortgage refinance for a 68-unit
$13.1 Million apartment building in Cedar Grove

$6.5 Million Term Loan & Line of Credit financing to support the strategic acquisition
’ o of an Ethnic Foods Distributor by a Food & Beverage Company
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$4.4 Million |, inqustrial flex building in Oakland

e Investment real estate purchase of a medical
$3.9 Million | (00 building in Neptune

R Working capital line of credit converting to a term loan
$1.5 Million g capra’ ¥ - el

for the fit-up of a new Orthopedic Surgical Center

$1.5 Million Working capital line of credit for an accounting firm

Northern New Jersey
Christopher Heath
SVP, Commercial Real Estate

C °
Olumb la cheath@columbiabankonline.com
Gordon S. Gorab
an SVP, Middle Market Manager

ggorab@columbiabankonline.com

Count on Columbia. T

SVP, Commercial Banking Market Manager

. wclement@columbiabankonline.com
19-01 Route 208 North - Fair Lawn, NJ 07410
Central and Southern New Jersey

(800) 522-4167 - ColumbiaBankOnline.com Andrew Zalescik
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SUPPLY CHAIN

NIJMEP CEO: 'CHIPS Act
Vital for Manufacturing Future'

By Diane C. Walsh
Acting Editor

OHN W. KENNEDY, PH.D.,
has been fighting ever since he

became CEO of the New Jersey Manufacturing Extension Program

(NJMEP).

He is an irrepressible advocate for an ailing industry.
“Most people will say manufacturing is dead in New Jer-
sey,” Kennedy said, shaking his head because the 11,000
plants in the Garden State defy the obituary writers.

Asan engineer who ran two manufacturing companies
during his career, Kennedy is well credentialed to steer
the private, not-for-profit organization that’s always
ready to roll up its sleeves for manufacturers. He tripled
the size of the NJMEP, instituted a variety of training/
education courses and sent his staff across the state to
help companies be more com-
petitive, work smarter and be-
come more efficient.

Under his leadership, the
NJMEP also hosts regular
conferences on the State of
Manufacturing and an annu-
al celebration of the indus-
try, ‘Manufacturing Day,”
which grew to 1,000 partic-
ipant this year. He built coa-
litions with business groups,
like the Commerce and In-
dustry Association of NJ, to
convince the state lawmak-
ers to convene a manufacturing caucus. The caucus
hones in on the issues facing manufacturers and tries
to find solutions.

When the pandemic struck two years ago, the short-
ages of personal protective gear, like masks and gloves,
and the supermarkets’ empty shelves, thrust manufac-
turing into the headlines. Manufacturers were classi-
fied as “essential workers,” and were not required to
shut their doors like so many businesses during the
height of the health crisis.

C¢CWe have to recognize
the fact that we

haven't invested in our
infrastructure at all and
our infrastructure includes
manufacturing. 3

Americans were baffled by the shortages of goods
and supplies, however. The explanations invariably
centered on “supply chain.” The needed merchandise
was made overseas and the restrictions imposed by the
pandemic created huge shipping delays or the raw ma-
terials could only be sourced from aboard and they, too,
could not be accessed.

The critical shortage of semiconductors became the
rallying cry for the supply chain dilemma. Semiconduc-
tors or “chips” are key components in everything from
cars to telephones to washer
machines. Only 12 percent of
chips are now manufactured
in the United States, com-
pared to about 37 percent in
the 1990s. Many foreign com-
petitors, including China, are
investing heavily to domi-
nate the industry. The chips
shortage illustrated manu-
facturing’s plight in the Unit-
ed States and its vulnerable
position in the supply chain.

Yet, Kennedy emphasizes
the problem did not emerge
in the pandemic. It’s existed for years and demands
corrective measures, he said. “What has to happen
is we really have to change the conversation and I'm
afraid we can’t any more.

“I'm really scared about it, because if it’s not politi-
cal, then we don’t want to talk about it, Kennedy said.
Despite his misgivings, however, the manufacturing
advocate was encouraged by the CHIPS And Science
Act of 2022 recently signed into law by President Biden.

Continued On Page 10
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B Supply Chain

Continued From Page 9
New Jersey Gov. Phil Murphy, who heads the national
governors association, hailed the legislation for sup-
porting American innovation and global competitive-
ness and accelerating research and development in
semiconductor production. Kennedy said the industry
must now make certain the legislation is fully funded.

“Let’s figure it out and work together, instead of de-
meaning people,” Kennedy said. “We have to recognize
the fact that we haven’t invested in our infrastructure
at all and our infrastructure includes manufacturing.”

The thrust of the legislation is for semiconductors.
It will supply $39 billion in financial assistance to
build, expand or modernize U.S. plants and equipment
for semiconductor fabrication, assembly, testing, ad-
vancing packaging or research and development. The
legislation is administered through the Department
of Commerce and it also earmarks $11 billion specif-
ically for research and development. It will create a
public-private partnership to conduct research and
prototyping, as well as investing in new technologies
and expand workforce training.

The NJMEP head called the legislation “ground break-
ing for manufacturing.” But he said the legislation “does
not stop there” because it provides significant support

John W. Kennedy, Ph.D., CEO of the New Jersey
Manufacturing Extension Program (NJMEP).

Continued On Page 12

PE-IN/0104d{o0ISY/SBRWI ARSD 010Ud

During the Pandemic, difficulty in obtaining computer chips and the materials to create them held NJ
manufacturers back. NJMEP is working to put the state in a position to create these chips domestically.
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Continued From Page 10
for advanced manufacturing, green energy research and
development, cybersecurity and workforce development.

Kennedy urged New Jersey’s congressional delega-
tion to support the law. He also worked with Sen. Rob-
ert Menendez (D-N.].) on specific wording and testified
before Congress in support of the measure.

New Jersey will be among the states benefiting di-
rectly from the $11 billion set aside to establish Tech-
nology Hubs over the next five years. The legislation
directs the Department of Commerce to create 20 “re-
gional technology hubs” across the country to focus on
technology development, job creation and expanding
U.S. innovation capacity. Italso initiates a “Recompete
Pilot Program” to support persistently distressed com-
munities with economic development activities.

Funding was also tripled for the Manufacturing Ex-
tension Partnership (MEPs) throughout the country.
“This is incredibly significant but also daunting,” Ken-
nedy said, adding “NJMEP has worked hard to sustain
growth in our programs but the funding is based upon
the expansion of our project feeds driven by our clients.”

The NJMEP and its sister organizations throughout
the nations receive funding from the federal govern-
ment. But to draw the federal funds, MEPs must be
hired by manufacturers to provide services. Kennedy
said it gives his organization “skin in the game” but
the new funding will exert more pressure on the MEPs.

Another segment of the bill also aims to combat
supply chain disruption by using the MEPs to create
a database that will assist businesses with supplier
scouting and minimize disruptions. Kennedy said the
supply chain tool was defined and development by
Menendez, his staff, NJMEP and the American Small
Business Coalition. The NJMEP already has a data-
base, according to Kennedy. But he said “it does not go
deep enough and needs to provide added information
on machine capabilities, staffing highlights, certifica-
tions, and projects.” He is looking forward to the next
generation database —one that will community among
state and MEP centers.

Workforce development also receives a boost in the
legislation. The National Institute of Standards and
Technology Authorization (NIST) is in line to receive a
total of $9 billion and Kennedy said “New Jersey must
take home our share.” He is pushing for a New Jer-
sey Manufacturing Institute. Kennedy maintains the
groundwork has already been done through the efforts
of the county college consortium and programs funded
by the state Department of Labor and Workforce De-
velopment. With input from key players in the state’s
higher education system, like Rutgers University and
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New Jersey Institute of Technology, plus assists from
business and trade organization, Kennedy believes an
institute can be established to mold workers that will
be sought after in manufacturing.

The manufacturing advocate is eager to see the
CHIPS Act fully funded. He maintained every other
industrialize country invests in its manufacturing
sector. If the United State’s rebuff manufacturing
“we’ll be selling out our future and our children’s fu-
ture,” he argued.

In New Jersey, Gov. Murphy’s latest budget includes $40
million for manufacturing. The state Economic Develop-
ment Authority would oversee the funding, which Ken-
nedy described as “unprecedented in my working career.”

While he is encouraged by the federal legislation, he
said the industry must not rest until it is fully funded
and then be prepared to work on all the initiatives. §

Exciting children about modern manufacturing
processes will insure New Jersey manufacturers
have a strong work force into the future.
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MANUFACTURING PROFILES

Business Owners Reveal
Challenges and Triumphs

By Diane C. Walsh
Acting Editor

ANUFACTURERS PROVED
themselves to be the backbone

of American industry over the past two years. Commerce Magazine
talked with a select group of New Jersey manufacturers to learn
about their challenges and successes. Each story is unique and gives
a special perspective on their experiences.

Alexandra Groezinger
Groezinger Provisions Inc
Alexian Pate & Specialty Meats

Alexandra Groezinger comes from a long line of
butchers, restaurant owners and sausage makers. Her
father learned his craft from his father in Germany and
brought it to the United States. Her parents opened
Groezinger Provisions Inc. 40 years ago in Neptune,
when they converted an old hot dog factory to manu-
facture of their European-style specialty meats.

Groezinger meats are distributed throughout the Unit-
ed States to retailers, delis and other specialty shops that
cater to Polish, Ukrainian, Russian and other Eastern Eu-
ropean-style markets. The company’s other brand Alex-
ian Pate & Specialty Meat is available at high-end grocers
and wine and cheese shops across the country and even
in the Caribbean, and South and Central America.

Each year the company manufactures more than 1 mil-
lion pounds of product - and that’s a lot of pate at five
ounces a package. Alexandra proudly emphasizes the
company is certified as a women-owned business. She
took over before the pandemic and was grateful Groezing-
er’s could keep its doors open because it was deemed an
“essential business.” Thankfully, all 30 employees showed
up every day since demand skyrocketed. “Pate and sau-
sage are comfort foods and that’s what people needed to
eat during the height of the pandemic,” she said.

The huge sales uptick was like a wave that Groez-
inger rode. But the pandemic brought challenges too.
Shortages of raw materials and shipping delays forced

Sean Glasser
BLUETRACK Inc.

Alexandra Groezinger
Groezinger Provisions Inc
Alexian Pate &

Specialty Meats

Alexandra to better forecast her needs when order
products, which are all sources domestically, primari-
ly from the Northeast and the Midwest. The high cost
of freight is the latest issue vexing her. And Alexandra
said a price increase is not the answer necessarily be-
cause most of her customers require a 90-day advance
notice —resulting no returns for months.

Facing all the challenges, Alexandra soldiers on.
“Our skin got thicker,” she said. With an undergrad-
uate degree in psychology and a master’s in business
administration, Alexandra is prepared. She is ready to
shepherd the family business into the future. “We hope
to expand and grow and offer more products.”

Continued On Page 16
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Continued From Page 15

Sean Glasser
BLUETRACK Inc.

Little did Sean Glasser know it at the time, but the
patriotism he showed after Sept. 11, 2001 would be-
come the foundation of his business career.

After the horrific terrorist attacks, Glasser started
selling FDNY and PDNY T-shirts to raise money for
the victims’ families. He was in college at the time and
the experience made him realize he could be an en-
trepreneur. He started selling bike wheel lights, then
pens with lights and later lighted key chains. Custom-
ers started asking to have their logos on the items. By
senior year he brought in a partner and they bought a
print shop to facilitate the business.

Within a few years they started selling at trade
shows and decided to expand into promotional items.
They started with stress balls and the business took
off. Now they offer 1,200 different shapes of stress balls
and they have expanded into backpacks, key chains
and hand sanitizer.

Glasser is the founder and CEO of BLUETRACK
Inc., which is described as an innovative company of
brands specializing in manufacturing, distribution
and e-commerce in the health, safety, stress and ad
specialty industries.

Located in Clifton, the business is now 20 years old.
“I would not necessarily recommend it to anyone. It
just happened to be what I did and I just kept doing
it. There were a lot of hard years and you learn from it.
When failure is not an option, you find a way to make
it work,” he said.

When the pandemic hit, Glasser faced supply chain
issues. He was forced to find alternative sources for
materials and/or pay higher prices. Often times, Glass-
er found himself negotiating with suppliers and cus-
tomers to determine if there was an “wiggle room”
with the timeline or the materials. He is grateful for
the flexible customers.

“We made it work for people,” he said. The most im-
portant lesson he learned in the pandemic was to diver-
sify his line. His bottom line was hit hard when trade
shows were cancelled during the pandemic. Glasser
vowed not to repeat that situation. “Going forward we
are going to try our best to diversify and bring all of the
process in house so we're not stuck waiting for things
outside our control.”

Mitch Cahn
Unionwear

For years Mitch Cahn has been considering ways
to bring more automation to Unionwear, the Newark
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Madeleine Robinson
LPS Industries, LLC

Mitch Cahn
Unionwear

sewing plant where he has made custom baseball caps,
backpacks and other items for three decades.

The pandemic-triggered labor shortage made the
company president finally invest in automation.
Over the past year he spent more than $1 million in
equipment and software. Manual cutting of materi-
als has been replaced by computer-assisted work. He
also automated the sewing operation by “deskilling”
many positions. No longer is experience necessary,
he said, explaining any machines merely need the op-
erator to push a button. The software investment al-
lowed him to upgrade many processes. For example,
he said workers on the floor can now record produc-
tion, as opposed to the count being done once a day
in the office.

Unionwear employs 160 workers. During the height
of pandemic, Cahn was short about 25 workers. While
12 workers have been hired since June, Cahn said auto-
mation enabled him to meet demand. “It’s never been
busier,” he said.

His company distinguishes itself by using all domes-
tic products. The pandemic spurred a great demand for
American made items. Labor unions are among Cahn’s
biggest customers and their growth over the past two
years also lead to a business boom.

The supply chains issues did not affect Unionwear
as much as other manufacturers, either because of its
reliance on domestic materials. “One of our strength-
ens is our flexibility and ability to respond to demand,”
Cahn said. Like many manufacturers, Unionwear kept
operating throughout the pandemic. It made face
shields and hospital gowns to help during the health-
care Crisis.

As Cahn looks to the future, he wants to grow his
markets. His Made in America products are a lot closer

Continued On Page 17
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in price to competitors now. He wants to capitalize on
his product as affordable. “We’re pushing ourselves out
there online,” he said, noting his YouTube video has
gotten 100,000 views. For the first time Unionwear will
also produce golf shirts too.

Madeleine Robinson
LPS Industries, LLC

As a manufacturer of flexible packaging, LPS is in
a growth industry, but CEO Madeleine Robinson said
her company’s future is being hampered by the labor
shortage and supply issues.

Products for the medical industry have always
been one of the main lines for LPS. Since the onset
of the pandemic, it has been doing a booming busi-
ness manufacturing the pouches for COVID tests.
“But we're having trouble keeping up,” Robinson
said, explaining the biggest supplier of the alumi-
num foil is no longer making it available due to its
concentration in the production of batteries for
electric cars.

Her challenges are further exacerbated by labor
woes. “I could take on more business. I just don’t
have the people,” she said. LPS has hired recruiting

agencies and placed ads online, all to no avail.
“And it goes for office help, accounts receivable,
sales, marketing, hourly help, it’s across the board.
I just don’t know where the people went,” Robin-
son said.

She has explored automation but found it is not con-
ducive to most of her products because there are strict
quality control requirements in medical products and
robotic work cannot meet all the tests.

Robinson has been running LPS since 1991. She left
a career on Wall Street and took over the family busi-
ness when her father died. John M. Robinson founded
LPS Industries in 1959 in Newark. Madeleine moved
it to Moonachie in 1996. It’s ironic that her loyalty to
the staff was one of the reasons why she agreed to step
into her father’s shoes and now staffing issues are con-
founding her.

Despite the issues, Robinson will soldier on. The
plant was recently certified for bakery products and
a “clean room” was added to enhance the medical
line of products. Some older products have also had a
re-emergence, she said. For example, the packing list
affixed to the side of many packages was a commodity
taken over by China. But since the pandemic, it has
returned to LPS. §
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HEALTHCARE

By Diane C. Walsh
Acting Editor

hen you're sick, you turn to those you
Wtrust for help.

This notion was well understood
by Mariam Merced, director of Community
Health Promotions at RWJBarnabas Health’s
Robert Wood Johnson University Hospital in
New Brunswick.

For the past 30 years Merced has worked to
improve health outcomes and the quality of
life in at-risk communities, such as the Latinx
neighborhoods in Middlesex County’s New
Brunswick and Perth Amoy.

One of newest methods she adopted was pop-
ularized in Latin America and the Caribbean to
overcome cultural barriers, language issues and
other concerns that impede healthcare.

Merced sends “promodoras” in the neighbor-
hoods to encourage people to visit their doctors,
complete preventive screenings and follow-up
on their provider’s instructions.

“Trust is a big issue if you’re undocumented
and don’t understand the system,” she said. “We
needed trusted messengers in the community
who can make the link between the hospital and
the community.”

Ten women are already working for
RWJBarnabas in the roles and Merced said there
are plans to add seven more. Not only are they
trained in healthcare, but computer skills and
strategies for effective outreach.

“We want to motivate people to take care of
themselves and their families,” Merced said. “We
have been very successful with people who would
have fallen through the cracks,” she said. “Now we
are reconnecting them to address their healthcare
needs.” When the promodoras go into homes,
their fundamental concerns are healthcare but
they often provide support and information on
housing, domestic violence, proper nutrition or
other issues which affect health and well-being.

Merced is working to duplicate the promo-
doras approach in other hospital across the
RWJBarnabas system and develop a certificate
program for the staffers.

The program is an outgrowth of commu-
nity needs assessment. The study found that
Middlesex County has a larger portion of
African-American and Latinx residents than
the state. The latest figures from 2019 showed
21.3 percent of the county’s population is
Latinx, compared with 20.7 percent statewide.
The study also found in 2016 some 28.9 per-
cent of the families in New Brunswick were liv-
ing in poverty, as compared to statewide figure
of 36 percent. Unemployment levels in New
Brunswick also exceeded the statewide levels, at
5.4 percent and 5.2 percent, respectively.

Trusted 'romodras' ork f

RWIJBarnabas has been working on an outreach innitiative to improve healthcare outcomes for Latinx co
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Students create herb gardens as part of YES,
a program bringing students and seniors to
promote living well.

Merced said the study documents the at-risk
nature of the community. It also defined the top
issues that impact a community’s health. These
include: access to care and services, which can
also involve transportation and insurance; pre-
ventative care and vaccinations; and nutrition
and physical activity.

Using the study’s findings, RWJBarnabas
Health developed programs and strategies, like
using promodoras, to overcome the community
barriers to healthy living.

Often the hospital will partner with com-
munity organizations also, Merced explained.
For example, she has worked with the Puerto
Rican Action Board and the Perth Amboy pub-
lic school system to provide access to health ser-
vices, like flu shots and mammograms. “In this
way, we become part of the fabric of the com-
munity,” she said.

During the pandemic the program director
showed her personal commitment to commu-
nity outreach. When data showed that New
Brunswick had one of the lowest vaccination
rates in the state, largely driven by hesitancy
among the Latinx population, Merced person-
ally drove around the neighborhoods with a
bullhorn, announcing the vaccine clinic infor-
mation and answering questions. She and her
team knocked on doors and visited parks to en-
gage with the community, and vaccination rates
quickly improved from 41 percent to 59 percent
between April and June 2021. §
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Experts Warn '"Working from Home'
Can Strain Employees' Mental Health

Interaction lowers stress

By Diane C. Walsh
Acting Editor

participating in a roundtable discussion

concluded that the COVID-19-motivated
trend to “work from home” should be eyed with
extreme caution because it is causing mental
and behavioral health issues.

Dr. Robert Brenner, president of clinical in-
tegration and physician enterprises at Valley
Health System, said “guard rails” need to be im-
posed to prevent employees from burning out
as they stare into a computer screen all day in
virtual meetings.

“Should we stop at 50 minutes or 20 min-
utes at get a bio-break?” Brenner asked rhe-
torically as the roundtable discussed workers’
isolation and stress. “We need to come through
this with guard rails to increase engagement,”
the physician said.

When the pandemic struck more than two
years ago, many businesses closed their doors
and sent their employees home to stop the
deadly disease from spreading. For the most
part, technology enabled many employees to
function remotely. But it comes at a cost.

“You’re working more hours than you did
in the office and you’re missing the interaction
of co-workers-having lunch together, inter-
acting over coffee, engaging. It’s an important

I eading healthcare providers and insurers

Dr. Robert Brenner

piece that employees don’t have today,” said
Al Bowles, the vice president of health plans at
Quest Diagnostic, a nationwide clinical labora-
tory. He said it is imperative to return to work-
place engagement.

The Commerce and Industry Association
of New Jersey (CIAN]) invited Brenner, Bowles
and other experts to share their opinions on
COVID-19’s impact on workforce health and
employers’ response. The other panelists par-
ticipating in the thought-provoking conversa-
tion were Michael Maron, president and CEO
of Holy Name Medical Center, John Sarno,
president of the Employers’ Association of New
Jersey and Joseph Vizzoni, medical director of
AmeriHealth New Jersey.

All the healthcare providers were troubled
by challenges of communicating and provid-
ing accurate information during the pandemic.

“You’re working more

hours than you did in the
office and you’re missing

the interaction of co-
workers—having lunch
together, interacting over
coffee, engaging. It’s

an important piece that
employees don’t have today.”

Maron said “the flow of misinformation was
continual. Yet people were looking for abso-
lutes. When it comes to medicine, rarely is any-
thing absolute. We had to adapt, adjust and
modify.” Brenner said the medical community
was constantly grappling with the lack of infor-
mation. “We had to make decisions based on
best judgment.”

Vizzoni said as a health insurance provider
AmeriHealth found “everyone made their own
decisions about what was best of them and for
their families based on their own unique cir-
cumstances and their risks.”

Working from home is not an option for
everyone. Maron cited his hospital as an obvi-
ous example, but he conceded some functions,
such as medical billing can be done remotely.
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Michael Maron

In today’s tight labor market, working from
home is often construed as a job perk. “We have
to help guide them through it. I don’t think
we’ve hit bottom on this yet. People are doing
a strong reassessment of what’s important in
life and how they want to live their lives,” the
hospital CEO said.

Sarno said working from home is a privilege
afforded to a small percentage of the workforce.
There is also a “generational component,” he
said. “Most bosses are of a mindset that they
need to watch you work, not to spy or surveil
you, but as a boss I have a comfort level walking
around and seeing people busy.”

Even though there have been calls for a hybrid
work model, allowing employees to stay home a
few days, Brenner said it should be approached
with caution. He warned it could bring more
stress and further erode the corporate culture
that supports engagement.

In their discussion the panelists were all in
agreement that COVID-19 is now a part of the
fabric of life. “It’s something we’re going to be
living with like the flu,” Brenner said. Vizzoni
noted that during the height of the pandemic
preventive care was postponed but now as peo-
ple are adjusting to the new norms, screenings
and well visits have resumed.

Quest Diagnostics commissioned a study
of more than 400 health plan executives and

Continued On Page 22
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Continued From Page 20

health benefits managers and found that 60
percent of workers put off routine check-ups
and 75 percent found it difficult to practice pre-
ventive care during the pandemic. The results
have led health plans to work with employers to
improve benefit options as a means of combat-
ing the tight labor markets and the resignations
roiling many businesses, Bowles said.

Sarno said, however, many employees are
struggling with the new and greater responsibil-
ities they face regarding their employees’ health.
Many human resources managers and depart-
ments strained during the pandemic to provide
accurate information and advice to employees.

The pandemic required employers to be im-
mersed in their employees’ health, fielding
questions and posting guidance with continual
updates. Sarno explained. The demands created
better workplaces in some business, while oth-
ers muddled through, he said. The experience
left him questioning whether business is ready
to embrace preventive care.

For the larger self-insured business, Sarno
said, data is available to determine the need and
calculate whether it makes financial sense. But
for small and mid-size companies, the return on
investment may not be apparent.

Maron recognized it is difficult for some em-
ployers to establish a wellness program because
it’s an investment in the long-term, when some
employees only stay on the job briefly. Sarno
said if small businesses do adopt a wellness pro-
gram it’s a “leap of faith” done to boost morale
or other purposes.

While the employer’s role in preventive med-
icine may still be in dispute, telemedicine is
clearly expanding in healthcare. Maron said
it is pivotal for the future of the industry. Its
popularity is grounded in its convenience. He

%

LBRSER -

A hybrid work environment gives employees the benefit of working at home, but also allows for

the social and collaborate options,

predicted a “huge role” for telehealth and ex-
plained “it maintains the connectivity that is
critical to help keep people moving along.”

Behavioral health easily adapted to the tele-
health platform, according to the speakers.
Maron said video calls allowed doctors to make
accurate assessments during the pandemic.
Reliance on telehealth probably peaked during
the height of the pandemic but panelist said its
use will expand, especially in behavioral health,
because of the ease, convenience and confidenti-
ality it offers.

Vizzoni said young and old adapted to tele-
medicine. “I’s still used consistently,” he added.

o
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Working from home can be a benefit to some, but many people find the isolation difficult.
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Brenner expects the experiences of the pan-
demic have also opened the door to “digital
health.” From the comfort of their homes, pa-
tients are able to interact on a digital platform,
allowing their healthcare providers to monitor
their blood sugar or other vital signs. As tech-
nology advances, Brenner said there will be
greater reliance on digital health. §

This article is based on a healthcare roundtable
sponsored by CIAN]. For more information on the
orgamization’s events go to cianj.org.
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Covid Pushes Innovation
In Breast Cancer Screening

Women returning for tests

Compiled by Diane C. Walsh
Acting Editor

reast cancer screenings dropped over 87
percent during the height of the pandem-

ic because women were encouraged to
stay at home and fears of contracting COVID-19
kept many from having their annual check-ups.

The Centers for Disease Control reports there
has been an uptick in the past year, as pandem-
ic restrictions eased and preventive care again
became a priority. Yet, healthcare providers are
concerned that the delays could have an impact
on the future cancer care outcomes.

October’s traditional focus on breast cancer
has taken on a new emphasis this year. Com-
merce Magazine decided to speak with leading
providers to discuss what new approaches or in-
novations in breast cancer awareness are being
implemented in the wake of the pandemic.

Hackensack Meridian John
Theurer Cancer Center

Dr. Deena Graham
Hackensack University Medical
Center and Palisades Center

The pandemic has changed
the way we live our lives. One

&4

Modern technology has created more accurate methods for diagnosing breast cancer in its early stages.

2

of them is especially alarming: fewer women
have been going for regular mammograms
— which find breast cancer early, when it
is most curable. At Hackensack University
Medical Center, we’re making sure patients
receive the most effective breast care under
the safest of conditions.

We continue to take all steps possible to
reduce your risk of contracting COVID-19,
including screening patients and visitors,
mandating mask wearing, sanitizing our
facilities, and encouraging everyone to get
vaccinated.

Social media is helping us spread the word
about the importance of breast cancer screen-
ing and new treatments. Telehealth appoint-
ments are available in most circumstances for
follow-up visits and second opinions.

Genetic counseling and testing are available
to identify people at increased risk of breast
cancer so we can tailor individualized screen-
ing programs for them. If you’re diagnosed
with breast cancer, we’ll match you with tar-
geted treatments that take aim at the biology
of your tumor, giving you only the treatments
you need and sparing you from the side effects
of therapies that may not work. Don’t delay -if
you’re due for a mammogram, make an ap-
pointment today!
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Hackensack Meridian

Jersey Shore University
Medical Center

Roshani Patel, M.D., FACS
Medical Director, Breast Surgery

In the height of the pandem-
ic, we have had to use more
technology to communicate with each other
rather than via in-person visits. By the same
token, we have used Zoom and other formats
to provide web-based learning for our pa-
tients. The media is a critical tool as we can
reach patients on the internet through web-
based articles, Facebook, magazines, journals,
TV, or newspapers.

Using these avenues help us connect with
patients to encourage them to seek help if they
note an issue, sooner rather than later, and as-
sure them that we have safety measures in place.
In addition, for many patients, telehealth and
using their e-chart has been a great initial step to
reach out if they have a problem. This improves
our care coordination and decreases in-person
office visits. For patients who may not have
smartphones or internet access, a phone call is
all that is needed to get them the help they need
at any of our facilities.

Continued On Page 26
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Continued From Page 24
| RWJBarnabas Health,
b | Rutgers Cancer Institute
of New Jersey
M. Michele Blackwood, MD,
FACS
Medical Director for Breast Services,
RW]Barnabas Health
Chief of Breast Surgery,
Rutgers Cancer Institute of New Jersey

More effective treatments for breast cancer
are continually evolving through research and
clinical trials at Rutgers Cancer Institute of New
Jersey together with RWJBarnabas Health, and
our goal is to ensure patients with breast cancer
have the ability to participate in them. As New
Jersey’s only National Cancer Institute-desig-
nated Comprehensive Cancer Center, we’re able
to provide access to clinical trials not available
at other hospitals, clinics or doctor’s offices, as
well as access to some of the most advanced, tar-
geted treatments and medicines available.

One such trial at RWJBarnabas Health in
collaboration with Rutgers Cancer Institute,
I-SPY2, is evaluating a more personalized treat-
ment approach for patients with stage 2 or 3
breast cancer who require treatment before
undergoing surgery. Following a genomic pro-
filing of the tumor prior to treatment, each par-
ticipant starts on the treatment regimen ideal
for the tumor. After several weeks of treatment,
the participant undergoes a repeat scan to mea-
sure the level of disease left in the breast; if the
clinical response is not evident, another medi-
cine is used and assessed. This will serve as a
model that our experts will use in many years
to come in treating our breast cancer patients.

RWIJ Barnabas Health
Rutgers Cancer Institute

of New Jersey,

Rutgers Robert Wood
Johnson Medical

Bruce Haffty, MD, MS

Chair of Radliation Oncology,
RW/J Barnabas Health
Associate Vice Chancellor for Cancer
Programs,at Rutgers Cancer Institute of New
Jersey, Rutgers Robert Wood Johnson Medlical
School and Rutgers New Jersey Medical
School

While the pandemic has affected many as-
pects of breast cancer care across the globe, ex-
perts at Rutgers Cancer Institute of New Jersey
continue to work with breast cancer patients
to personalize their comprehensive treatment
plan, which in some cases, may include pro-
ton therapy. Proton therapy is a non-invasive
and painless type of radiation treatment that
can precisely target and deliver high radiation
doses to a tumor to kill cancerous cells. Rutgers
Cancer Institute and the Laurie Proton Thera-
py Center at Robert Wood Johnson University
Hospital New Brunswick, an RWJBarnabas

Health facility, are one of only two programs in
New Jersey to offer this select form of treatment.
While Proton therapy is not offered for the
majority of patients with breast cancer, patients
who have previously received radiation therapy
and need additional radiation therapy to the
same region can benefit from this approach as
it minimizes damage to nearby tissue and criti-
cal organs, such as the heart and lungs. There is
an ongoing clinical trial at Rutgers Cancer Insti-
tute in which investigators will evaluate if there
is a benefit in selected patients when the breast
and regional lymph nodes require treatment.

St. Joseph’s Health System
Jane White

_ Vice President of Oncology,
o’& >

‘ As hospitals began to fill up
with COVID positive patients in
_ March of 2020, many healthcare
»f facilities put a pause on cancer
screenings. Additionally, some treatment pro-
cedures were also postponed in an attempt to
re-deploy clinical resources, reduce potential
exposures to COVID-19 and preserve personal
protective equipment. Now that most facilities
have reopened, women have begun reschedul-
ing their annual mammograms and other can-
cer screenings.

However, it is still incredibly important to
continue educating community members about
early cancer detection. As part of the newly
formed Passaic County Cancer Task Force, rep-
resentatives from hospitals, community and
church organizations are planning events and
outreach initiatives to study county health dis-
parities related to cancer and find concrete ways
to improve access to quality care.

An important approach is to continue to
meet patients where they are and use trusted
voices (for example, faith-based organizations,
local pharmacies, community physicians) to
continue to provide education about the impor-
tance of screening as well as ensuring women
feel comfortable and safe when they come into
a screening facility by maintaining COVID-19
precautions. Also, using funds from the New
Jersey Cancer Education and Early Detection
(CEED) Program, we were able to provide many
underserved community members with breast
cancer screenings.

-
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Star and Barry Tobias

Women's Health Center,

CentraState Healthcare

System

= John Pellegrino, M.D.

. Breast Surgeon and Director,

4 Star and Barry Tobias Women's
_E Health Center, CentraState

Healthcare System

In an effort to make preventive healthcare
more convenient for women, especially after
the challenges of the COVID pandemic, Centra-
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State Healthcare System is now offering mam-
mograms that do not require a prescription.

Patients who are 40 or older with no symp-
toms and due for a routine mammography
screening can simply make an appointment
with the Star and Barry Tobias Women’s Health
Center. If an abnormality is detected, the nurse
navigator will contact the patient’s physician or
help find one. Self-referred mammography is
covered by most insurances, just as it would be
with a physician prescription.

By removing one step in the process, we are
making it easier for women to get their annual
mammograms. Thanks to this program, we have
seen a spike in routine mammograms, and have
been able to catch abnormalities that might not
have been discovered had these patients waited
to get a physician referral for mammography. If
a potential problem is discovered, I am available
on site for an immediate consult. This program
is not available to women who need diagnostic
mammograms, and those who use Medicaid
will need a prescription for all imaging studies. .
For more information, call 732-294-2778.

Valley Medical Group

The Icahn School of
Medicine, Mount Sinai
Laura Klein, MD,

Director, Breast Center,

Valley Medical Group

Clinical Assistant Professor of
Medlicine, The Icahn School of
Medicine, Mount Sinai

One in eight women are diagnosed with
breast cancer in their lifetime. At Valley’s Breast
Center, our team recommends women of aver-
age risk schedule a mammogram annually start-
ing at age 40, for early detection.

During the COVID-19 pandemic, there was a
decline in mammogram scheduling. We are now
seeing an uptick in appointments attributed to
the ease our patients experience when sched-
uling. Our center offers the option of making
screening appointments with same day results
because we recognize that some patients may be
anxious if additional imaging is required. Same
day result appointments are offered Monday
through Friday, during specific daytime hours
and must be requested when scheduling an ap-
pointment. We also offer screening mammo-
gram appointments on weekdays, weekends,
including early morning and evening hours.

This uptickis also attributed to the innovative
technologies at our center as part of our com-
mitment to superior breast cancer detection and
an improved mammogram experience. We have
introduced the SmartCurve breast stabilization
system, which provides a more comfortable
mammogram, and Clarity HD high-resolution
3D™ imaging technology, which provides the
highest resolution 3D™ images to identify can-
cers early. We also offer the Quantra™ Breast
Density Assessment Software, which provides
more reliable breast density scores. §



The most innovative
breast cancer care
not only heals the body.

It treats
the soul.

Everything medicine can do. A few things medicine can't.

Can a well-timed smile be just as important as new cancer technology? Can the love and support of a new
circle of friends be as vital as innovative treatments? Valley thinks so. That's why for breast cancer patients,
both the body and the soul get the attention they need.

Call 201-634-5557 to make an appointment , Valley
or visit ValleyHealth.com/BreastCancer ’ Health MOllpt
” System Sinai

COMPREHENSIVE CANCER CARE
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ECONOMY

Recession? This Economic
Slowdown is Something Different

By Leroy Roberts
Contributing Editor

s Alfred E. Newman used to say, “What,
Ame worry?” When it comes to predict-

ing the state’s economy, the emerging
downturn may be worth worrying about, but
for reasons that we have not ever experienced
before. Unlike prior recessions, we are just
shaking off two years of pandemic-driven dis-
ruptions and all the structural changes it has
inspired, from a work-from-home labor force to
shortages in everything from TP to vehicles.

There is no shortage of conflicting economic
news, however. Two-quarters of down earnings
have signaled the start of a recession, yet the
state still has a shortage of labor and a budget
surplus. There again, while we have a shortage
of labor, some major corporations have an-
nounced preemptive layoffs.

Meanwhile, the increasing cost of goods
continues to spawn inflation, even while fuel
costs trend downward from their springtime
highs. Interest rates, too, continue to rise as
the Federal Reserve attempts to curb inflation
that some feel was caused at least in part by the
government’s infusion of trillions of dollars
into the economy during the pandemic. And of
course, lingering COVID-related supply chain
shortages disrupt production and add further
pressure on prices. No doubt, this economy is

Daren Silverstein, President, and CEO of
The CLI Group

full of contradictory indicators-some cyclical,
and some structural.

What about New Jersey?

So far, only a few sectors in New Jersey’s econ-
omy-namely real estate-are experiencing a sig-
nificant downturn (off 19.8% in July over 2021)
in sales. Even so, the fall season is seeing reces-
sion talk transform into preemptive trimming,.
Recent actions include predictions of lower earn-
ings, scrapping of growth plans by giants like
Amazon, and workforce reductions from Google
and Goldman Sachs, among others. The stock
market, too, is responding by purging value.

What do the experts think about New Jersey’s
ability to weather this economic downturn?

“Pundits will tell you we are in unchart-
ed territory,” jokes James Hughes, Ph.D.
University Professor, Distinguished Professor
of Urban Planning and Dean Emeritus of the

“Lower to middle-income
workers will experience

the economic pain of this
recession, while wealthier
neighborhoods will likely see
this downturn as more of an
inconvenience.”

Edward J. Bloustein School of Planning and
Public Policy. “The truth is, we don’t really
have a clue.”

With that said, Hughes provides a bit of eco-
nomic history to use as a reference point for
judging our current economic situation.

“Between 2010 and 2020, the nation expand-
ed employment creating 22.7 million jobs,
or about 2.2 million jobs a year for a decade,”
Hughes notes, adding that in New Jersey, we
gained about 405,000 jobs in that decade.

Unfortunately, when the pandemic shut the
economy down, March through April of 2020
succeeded in wiping out all of the job gains of
the prior decade, and then some. Nationally,
we lost a staggering 29.9 million jobs in what
Professor Hughes refers to as a two-month re-
cession. For New Jersey, job losses were even
more severe: the state wiped out 732,000 jobs,
or nearly double the jobs created in the prior ten
years of economic expansion.
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James Hughes, Ph.D. University Professor,
Distinguished Professor of Urban Planning
and Dean Emeritus of the Edward J. Bloustein
School of Planning and Public Policy.

The good news, of course, is that the economy
rebounded. From April 2020 through July 2022,
the nation created nearly 22 million jobs, bring-
ing the nation back to pre-COVID employment

Continued On Page 30

- I]‘. 3
Kristen E. Crouchelli, CPA, MBA, PSA, Senior
Manager for the Nonprofit and Social Services
Practice at SobelCo
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Continued From Page 28
levels. In New Jersey, we recovered 722,500
jobs-almost, but not quite -a full recovery.

“With recent job history as our guide, it would
seem logical that New Jersey will fare about the
same as the rest of the nation in terms of the
recession’s impact.”

However, Hughes predicts New Jersey’s re-
cession will impact lower-income families and
urban areas harder than wealthier suburbs.
“Lower to middle-income workers will experi-
ence the economic pain of this recession, while
wealthier neighborhoods will likely see this
downturn as more of an inconvenience.”

For example, raising interest rates is making
home ownership less affordable. However, high-
er rates—the government’s solution to raging
inflation -is a double hit to worker’s paychecks.
Inflation reduces the buying power for everyone,
while higher rates make large ticket purchases,
including vehicles and homes, less attainable.
Professor Hughes explains that these reali-

“As far as the recession goes, who knows?”
says Daren Silverstein, President, and CEO of
The CLI Group, a custom lamination service
and digital printer of wallpaper and uphol-
stery products. “At this time, we are not see-
ing any slowdown, other than being unable
to get materials to complete orders. There is
no historical data to understand how all the
cash the government pumped into the econ-
omy and subsequent COVID-related supply
chain issues will impact our business in the
near term.”

While he feels the pricing issues will work
their way down eventually, the shift in the
workforce poses a different, perhaps lon-
ger-term challenge. “Industry lost a lot of
experienced people—hard to replace people—

ties are reducing the value of savings and & &9

leading to reduced spending. “One obvi-
ous sign,” Hughes observes, “Is when
shoppers begin shifting from brand

names to house brands.”

What about NJ's
Business community?

“If we continue to see online
retailing slip, that will be bad
news for New Jersey,” Hughes
predicts, noting that 13% of the
State’s employment is involved
in the warehousing and logistics
industry.

New Jersey’s nonprofit com-
munity is another vulnerable sec-
tor, even though signs of financial
weakness don’t seem to be immi-
nent. “So far, we have not witnessed
any of our nonprofit clients experi-
encing hardship due to the economy,”
notes Kristen E. Crouchelli, CPA, MBA,
PSA, Senior Manager for the Nonprofit
and Social Services Practice at SobelCo, a
Livingston, NJ-based accounting firm. Kristen
says that if the state’s economy continues to
sputter, her clients are well-prepared if forced to
make difficult decisions.

“We may see clients dipping into their rainy
day funds, tapping into their lines of credit be-
fore they resort to cutting or capping services to
their communities,” Kristen relates.

Another concern for New Jersey, according to
Hughes, is any further rise in interest rates. If
the Federal Reserve continues to increase rates
in order to curb inflation, New Jersey’s real es-
tate, construction, and manufacturing sectors,
industries that are directly impacted by finance
rates, would be hurt.

For small manufacturers like The CLI Group
in Paterson, supply chain issues and the impact
of experienced craftspeople quitting or retiring
remains more urgent than recession fears.

during COVID,” notes Daren. “We've seen
companies discontinue successful product
lines because they have lost expertise. It forces
us to qualify new vendors and often pay more.”
Daren says.

While supply issues seem to be improving
slightly, Daren says that price increases con-
tinue. “Unfortunately, I think we are experi-
encing a degree of price gouging at this point,”
he suggests.

New Jersey’s Economy is
Globally Connected

New Jersey’s economic fate is impacted as
much by global factors as it is by local spending

and labor. Specifically, if Europe experiences a
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cold winter, the ongoing war and Russia’s cut-
off of fuel supplies may mean higher global
costs for fuel in New Jersey. It may also impact
supplies as the USA may be forced to send allo-
cations to our European partners.

Another Unknown: China. In spite of
China’s recent expansionist saber-rattling,
their current economic slowdown has curbed
their fuel consumption and kept global sup-
plies abundant. An uptick in use by this eco-
nomic superpower could tighten supplies and
hurt domestic growth.

While global actions may negatively impact
New Jersey’s fortunes, there are other uncon-
trollable factors much closer to home.

And Then There is NYC
According to Professor Hughes, New York
City is New Jersey’s one of the most import-
ant and uncertain economic factors to im-
pact our state’s recession economy.
“About 400,000 New Jersey residents
work in New York City,” Hughes notes.
“Work-from-home, while creating
problems for New York City’s econo-
my, has been good for New Jersey,”
Hughes suggests. The reason is
logical: Homebound workers are
taking lunch hours eating and
shopping in New Jersey instead
of on the streets and restaurants
of New York City.
Another factor with a great
impact on New Jersey is con-
gestion pricing. If New York
moves ahead with its proposal,
will New Jersey respond with
some kind of tax incentive for
commuters to offset these high-
er commuting costs? Or, will we
see large-scale job loss and resig-
nations from lower-wage earning
New Jersey workers who simply can-
not afford to commute to the city for
work anymore?

Preparedness Tips For NJ's Businesses
What can small businesses do to
prepare for this economic downturn?
According to Professor Hughes, the advice
is somewhat obvious.

“The basics still work,” notes the Professor.
“Keep aclose eye on costs. Don’t over-expand and
definitely anticipate that revenues may be leaner,
so spending needs to be adjusted accordingly.”

Not Just a Cycle: Also a Structural Change

Hughes added that during this recessionary
period we are also in the process of absorbing
structural changes in the economy that create
some unknowns.

“If work-from-home or some hybrid becomes
part of the new normal, and online retail con-
tinues to overtake bricks and mortar retailers,
we will see further structural changes in New
Jersey’s economy,” the professor suggests. §
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|LESSONS IN LEADERSHIP

By Steve Adubato, PhD

Freelance Contributor
e all must
present and
communi-

cate in pressure-filled
situations. It could
be a critical meeting
where you need to per-
suade others to action.
Or you are commu-
nicating to the media
regarding a particular
incident.  Consider
the following tips for
communicating in challenging situations:

Know your audience.

Who are your key stakeholders? Who do you
need to communicate with in a credible fashion
around an existing crisis or potentially chal-
lenging situation? Knowing your audience will
help you craft your message.

Don’t try to memorize your presentation.

It never works. Plus, even if you get the words
right, your presentation will be stiff and stilt-
ed, rather than conversational and fluid. Lose
the script. Instead, jot down three or four key
themes or messages and have them in front of
you for reference.

Prepare for the Q&A.

No matter how effective you think your pre-
sentation is, you are likely to face a challeng-
ing series of questions afterward. Consider the
three toughest questions you are likely to be
asked. Then, practice answering each question,
in 20 seconds or less, and “bridge” or “transi-
tion” back to your main message.

Stay within the goal post.

When responding to a question, imagine
a football goal post, where everything inside
the goal post are your key points and themes
that you will use to achieve your desired goal.
Anything outside the goal post are areas and
topics you want to avoid.

Challenging Communication

Practice makes progress.

There is no substitute for practice. Recruit
some trusted colleagues to engage you in a
Q&A prior to your actual presentation. This
will allow you to refine your main message and
practice your delivery and timing, while receiv-
ing feedback. Practicing in this fashion will give
you more confidence that you are truly pre-
pared for the real presentation or Q&A. §

Steve Adubato, PhD, is the author of five books,
with bis newest, “Lessons in Leadership 2.0: The
Tough Stuff”, to be published later this year. He is
an Emmy® Award-winning anchor with programs
airing on Thirteen/WNET (PBS) and NJ PBS who
has appeared on CNN, Today Show and NPR.
Steve Adubato’s “Lessons in Leadership” video
podcast with co-host Mary Gamba airs Sundays at
10 a.m. on News 12+. For more information visit
www.Stand-Deliver.com
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Mid-Term Races Heat Up:
Focus on New District 7

Census results in new lines

By Diane C. Walsh
Acting Editor

cross the state voters will be electing
Atheir congressional representatives next

month for the first time since the 12 dis-
tricts were redrawn.

Every 10 years the congressional map is re-
vised based on the U.S. Census results. For some
voters it means they will be casting their ballots
in new districts with incumbents and challeng-
ers unfamiliar to them, said Micah Rasmussen,
executive director of the Institute for New Jersey
Politics at Rider University.

“It’s a chance for voters in New Jersey to re-
flect on how they think their congressional dele-
gation is doing and make adjustments,” he said.

In a state already known as a Democratic
stronghold, the redistricting added to the par-
ty’s strength, expanding its base in many dis-
tricts. But Rasmussen said there was one clear
exception - District 7. The GOP got a 19,000-
vote bump in this district where incumbent
Democrat Tom Malinowski faces a challenge
from Republican Tom Kean Jr.

This year’s race is a rematch between Kean,
a former state senator, and Malinowski,
a former Assistant Secretary of State for
Democracy, Human Rights and Labor during
the Obama administration.

When Republican Leonard Lance’s retirement
left the seat open in 2020, Malinowski narrowly

F

Micah Rasmussen

beat Kean by 5,300 votes with President Biden at
the top of the ticket. Voter turnout was pegged
at 72 percent that year. But mid-term elections,
like this year’s races, do not usually draw many
voters. During the last mid-terms when the U.S.
Senate race was the top of the ticket, only 56
percent of New Jersey’s approximately 6 million
voters cast ballots.

Rasmussen said the rematch between
Malinowski and Kean was expected and it’s
being closely watched. While a 19,000-vote
swing is significant, the political analyst said it
is not impossible to overcome. “But it further
complicates (Malinowski’s) path to re-election,”
he said.

In Rasmussen’s estimation, “Kean has the
wind at his back” with an aggressive grassroots
campaign. He said the Republican National
Committee is “throwing money into the race”
because it is seen as a highly competitive and
could help tip the scales for a GOP majority in
the House.

State GOP Chairman Bob Hugin said Kean,
the son of former Gov. Tom Kean, is mounting
asmart campaign. “It’s incredibly exciting to see
the maturity, growth and strength of his cam-
paign. I could not be more pleased at what he is
doing for himself and for his party,” Hugin said.

Hugin, who was the unsuccessful candidate
against U.S. Sen. Robert Menendez four years
ago, well understands the Democrats’ grasp
over the state. But he emphasized that despite

Tom Malinowski
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his party’s loss in the gubernatorial race last
year, Republicans won 134 local races.

“We have a very energized base,” the GOP
chairman said. His Democrat counterpart,
Leroy Jones is just as optimistic for his party’s
prospects, however. He met with the leaders of
the congressional campaigns early in September
to coordinate their efforts.

“I'm confident of strong results,” Jones said,
adding that the party is working with its part-
ners in the labor unions and social activist orga-
nization to get out its message.

Last spring as President Biden’s favorable
polling dropped and the bad economic news
mounted, political commentators were ex-
pecting a giant wave of Republican voters that
would return power to the GOP. Rasmussen
said at least three of the incumbents Democrats
among the 10 in the delegation were con-
sidered vulnerable. The tight races included
District S in the northern reaches of the state
where three-time Rep. Josh Gottheimer is chal-
lenged by Republican Frank Pallotta. Democrat
Andy Kim, the incumbent in District 2 was
also expected to face a tough challenge against
Republican Bob Healey. Pundits predicted Rep.
Mikie Sherrill, too, could be in an uphill battle
against Republican Paul DeGroot for her sec-
ond term in District 11.

But Rasmussen said “the environment
changed quickly.” He contended the U.S.

Continued On Page 36

Tom Kean Jr.
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Supreme Court decision that struck down Roe
v. Wade and returned the abortion rights issue
to the states has energized Democratic voters,
especially women. He maintained “this is not
the cycle we thought it was going to be.”

The Democrats’ confidence could also be
based on the benefits they received in the redis-
tricting. An analysis done by Rasmussen shows
the Democratic pluralities grew for incumbents
in Districts 3,5 and 11.

For example, in District 5 in 2020 when
Pallotta first tried to unseat Gottheimer, he
lost by 32,000 votes. Under the new map, there
are 18,000 more Democrats in the district and
21,000 fewer Republicans.

Democrat voters grew by 17,000 in District
3 also. The GOP base was reduced by 20,000
voters, giving Kim a 37,000-vote cushion in his
re-election campaign. When he was first elected
in 2020, he won by 33,500 votes.

Sherrill’s District 11 saw a 39,000-vote
swing toward Democrats in the redistricting.
In the 2020 race Sherrill beat her opponent
by 29,000 votes. The incumbent also had $6.1
million on hand in the June 30 campaign fi-
nance report file, compared to $280,000 in
DeGroot’s account.

Hugin said the new congressional map is an
example of “bad gerrymandering” aimed at di-
luting the Republicans’ votes. There are only
two Republicans in the N.J. delegation: Rep.

Chris Smith from Manchester who is seeking
his 22nd term in District 4 and Rep. Jeff Van
Drew, a former Democrat who converted to the
GOP, and is seeking re-election South Jersey’s
District 2.

The Republican chairman said the November
elections are tremendously important for the
nation because “wrong decisions” are being
made in Washington, D.C., on economic, social,
educational and cultural issues. He bemoaned
the rising inflation and increasing gas pric-
es. “We’re seeing no solutions on the horizon.
We’re in for a decade of terrible economic per-
formance if we don’t have a better result in this
election,” he said.

The New Jersey GOP is investing in a strong
get-out-the-vote campaign, Hugin said. “The
people in the state and across the nation are
standing up and they will move the country and
the state back in the right direction.”

Yet, Democrat Chairman Jones was equally
impassioned in his contention that his party
must continue in its leadership role. He said the
mid-term election are critical because “our de-
mocracy is at stake.”

He said the Supreme Court ruling on abortion
and recent voting and civil rights cases “over the
last several months have been an assault on our
rights. ... We’re at a critical point in our democ-
racy and we must work to preserve it.”

Jones maintained the country’s economy
is trending in the right direction and the new

infrastructure bill will improve communities
and the quality of life across the nation.

The Democratic party head said he is ready
to spend “wisely and strategically” to get the
vote out. “We will push turnout of Democrats,
Independents and unaffiliated voters looking
for a better future in New Jersey, looking for a
federal government responsive to the needs of
everyday people.” §

Young people registering to vote has increased
in record numbers during this election cycle.

Many New Jersey voters will cast their ballots in new districts since the congressional map was redrawn based on the latest U.S. census.
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STEVE ADUBATO IN CONVERSATION
WITH GOVERNOR MURPHY

vin STEVE ADUBATU
THIRTEEN NJQPBS

October 8th @ 6am, 8am, 5:30pm | October 9th @ 8am, 12pm

Rowane

University

njea--.

B .0'00 Hackensack
QQ.: ® Meridian Health



https://steveadubato.org/

STEVE ADUBATO’S
LESSONS IN

LEADERSHIP

with co-host Mary Gamba

Sunday 10:00am
news12+

@B e

Stand-Deliver.com

Promotional Partner:

@mmerce

ZKESSLER () veoua -

B FOUNDATION PragerMetis
[S‘F[;[]R;%}Iiis?%{; qﬁ}g{{? rk m ?Hﬁgﬁb%m INSTITUTE ) Va"ey
s e g anon SETON HALL UNIVERSITY -
We are updating our subscriber @
list and we need your help.

If you prefer our digital-only

The Business of New Jersey

subscription and want to cancel the CELEBRATING

monthly print issue, please let us know.

To cancel our print edition and
continue to receive our digital issue,

drop us a note. " FRENTON--MAKES'

Email our list management team at:
tompoundinc@gmail.com

Tell us to discontinue the print issue.
Please be sure to include the name
and address that appears on the
subscriber label to ensure accuracy.

Thanks for your continued support of
CIAN]J and Commerce Magazine.
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https://www.stand-deliver.com/the-video-podcast.html

COMMERCIAL FINANCING

THERE'S
NO APP
FOR THIS

We believe there’s no substitute for
banking with real partnership —
supported by real conversation and
real interest in helping you finance
your business growth plans, improve
cash flow or expand your fixed assets.

Recent projects financed by our

Commercial & Industrial Lending Team ... T
COMMERCIAL MORTGAGE NON-REVOLVING COMMERCIAL TERM LOAN
GUIDANCE LINE
Manufacturer owner Local food franchise
occupied warehouse Private golf club
OPERATING LINE OF CREDIT OPERATING LINE OF CREDIT COMMERCIAL LINE OF
CREDIT & TERM LOAN
Wholesale distributor Marble, granite
& stone distributor Wholesale distributor

When you're looking for commercial financing, visit Kearny Bank.

\ kea rn SVP/Director of C&I Lending
(P) 973.244.4027

For today. ¥ For tomorrow. rmelchionne@kearnybank.com

800.273.3406 | kearnybank.com



https://www.kearnybank.com/

We’re New Jersey’s leading
cancer program.

HIGH
PERFORMING
HOSPITALS

& WORLD REPORT

LNV

CANCER

New Jersey’s only NCIl-Desighated Comprehensive Cancer Center
is now also New Jersey’s leading cancer program.

As the state’s leading cancer program and only National Cancer Institute-designated Comprehensive Cancer

W Center, Rutgers Cancer Institute of New Jersey together with Robert Wood Johnson University
Hospital and RWJBarnabas Health offers patients access to the most advanced treatment options

Designated . . . . . . , . . . .
oy including innovative clinical trials. We earned the state’s highest score in cancer specialty which

Cancer Center

demonstrates the high quality, multidisciplinary care we provide, informed by groundbreaking cancer
research, scientific leadership and transformational discoveries alongside exceptional patient experience.
Learn more at rwjbh.org/beatcancer

UTGERS
R Cancer Institute RW.BarnabaS
of New Jersey HEALTH

RUTGERS HEALTH

Let’s beat cancer together.


https://www.rwjbh.org/landing-pages/cancer-services/

