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Focusing on health  
in life and business

RELATIONSHIP BUILDER

If there’s one word we’ve heard more in 2020 than ever 
before, it’s “unprecedented.” The pandemic has forced 
us to rethink how we work and communicate — how 
we carry out everyday activities from grocery shopping 
to meeting with colleagues. In the spring, we voluntarily 
shut down a thriving economy to preserve the health 
and safety of our country, gradually reopening under 
different rules: a New Normal. 

What we ultimately learned is that health is the most 
important factor for thriving as individuals, families, 
businesses and communities. This includes personal 
health, eating well, exercising and getting enough sleep. 
It also includes business health — supporting our 
teams, nurturing relationships and maintaining financial 
stability so we can grow and prosper. Healthy businesses 
create a healthy economy which, in turn, provides the 
infrastructure and services our communities’ need to 
succeed. If we all share one core value, it should be 
health. The pandemic has taught us this. 

With health as a focus for the future, we’ve all had 
to pivot and find new ways of connecting, meeting 
and building relationships. This has been a challenge 
because personally spending time with our clients and 
business partners is a priority at The Fedeli Group. 
Our relationships are what matter most. However, by 
leveraging technology and using tools like Zoom and 
Teams, we are in safe close contact. 

Umberto P. Fedeli,  
President and CEO of The Fedeli Group

As we move into a New Year, hopeful for treatments 
and a vaccine, we hope you find inspiration and good 
news in this edition of The Fedeli Factor. Check out  
our cover story about how Schumacher Homes built 
the largest custom home business in the country  
(page 16). Meanwhile, Mar-Bal continues a family 
legacy by addressing new needs and serving as a 
visionary (page 12). We also talked to Lorain Mayor 
Jack Bradley about the future amidst COVID-19  
(page 11).

At The Fedeli Group, we’re focused on helping our 
clients stay healthy, as businesses and teams. As our 
talented, dedicated first responders continue to address 
COVID-19, we must remember to choose knowledge 
over fear. There is much we cannot control — but we 
can take ownership over our personal and business 
health. We can choose to surround ourselves with 
positive people. We can choose to learn from this 
pandemic — to pivot, adapt, innovate and thrive. 

Finding new ways to connect, grow and thrive during uncertain times
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GIVING BACK

During the pandemic, we know that now, more than ever, the 
community’s needs are great — and we adapted from in-person 
activities to stay-safe approaches. This included a donation drive, 
collecting travel and full-sized toiletries for our client, Renee Jones 
Empowerment Center, which offers free counseling and programs 
such as art therapy and yoga to empower human trafficking 
survivors. The center will distribute the items during Project Red 
Cord Night Out events, which take place outside in four Cleveland-
area neighborhoods. 

For more than a decade, The Fedeli Group has participated in 
the Cleveland CPCU coat drive, giving as many as 50 coats for 
the cause. We also provide a cash donation to buy new coats. 
These coats and other collected garments are distributed to local 
nonprofits, including our client, The Cleveland Christian Home/
Community Care Network. u

FEDELI GIVES BACK
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W
hile the COVID-19 pandemic has impacted 
nearly every industry, aviation has been 
among the hardest hit.  

“That includes private aviation, which has 
not been immune,” says Mike Silvestro, CEO of Flexjet, 
one of the world’s largest fractional jet companies. “Even 
though people had access to private corporate aircraft, 
there were governmental restrictions and also, people were 
hesitant about whether they were going to be safe when 
they traveled.”

As a result, Silvestro made some decisions early on to 
ensure the safety and well-being of the company’s pilots, 
customers and all employees. The most significant was to 
change the way the company’s nearly 800 pilots moved 
around the country.

“Previously, pilots rode on commercial airlines to meet 
their plane and start their tour of duty,” says Silvestro. “We 
thought the most significant thing we could do for their 
safety, their families’ safety and the safety of our owners 
and customers was to take them off the airlines.”

Flexjet CEO Mike Silvestro on how 
the company is navigating the 
pandemic to come out stronger
BY NICHOLAS U. FEDELI

The result was the creation of Project Lift, essentially 
an internal airline to move pilots and crews around the 
country to meet their aircraft.

“Our pilots have not been on a commercial airline since 
the last week of March,” he says. 

Flexjet also put its fleet through a stringent disinfecting 
process with a product called MicroShield 360 that kills 
99.99 percent of all bacteria and continues to do so today. 
And its pilots are adhering to strict COVID-19 protocols by 
wearing masks and social distancing.

“We are being very mindful of hygiene and overall well-
being,” Silvestro says. “We want to make sure that everyone 
in our world is as safe as possible.”

MITIGATING THE SLOWDOWN
Before the pandemic, Flexjet was coming off of several years 
of record transactions, record earnings and record growth; 
in the first 10 weeks of 2020, it was on pace to exceed its 
2019 performance.

“Then everything hit the proverbial brick wall,” Silvestro 

ADAPTING TO

CHANGE
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says. “When you’re in the midst of crisis 
management, you have to continually re-
evaluate the situation and make the best 
decisions you can with the information you 
have at that time. And you can’t be afraid to 
make a course correction if you’re presented 
with a new set of facts.”

To address an initial drastic slowdown in 
business, Silvestro and his team scaled the 
business.

“First, we immediately parked several of 
our airplanes,” he says. “Our fleet at full 
capacity is about 160 aircraft, so if you lose 
a significant portion of your demand, there’s 
no reason to hold on to the fixed costs of 
aircrafts that aren’t needed.”

He says the company also got creative with 
crew scheduling to keep everyone employed.

“Our pilots were incredibly flexible and 
open to differences in their schedule,” says 
Silvestro. “I’m proud to say that we didn’t 
lay off a single person in the U.S. at Flexjet. 
We worked as an organization to ensure that 
everyone maintained their job.”

MOVING FORWARD.
As a result of the pandemic, Silvestro sees 
permanent changes to the commercial airline 
business.

“It’s telling that Warren Buffett 
acknowledged he sold all of his airline 
stock,” he says. “I think we are going to see 
consolidation, a natural coming together 
of airline platforms. Second, you are going 
to see a reduction in schedules as reduced 
demand results in airlines decreasing the 
frequency of flights on their tier one routes. 
And tier two and tier three cities are going to 

see a significant reduction in the number of 
flights.”

However, he is more optimistic about 
private aviation, anticipating a net increase in 
business as companies begin to recover. He 
says that, until now, only the highest levels 
of executives in an organization used private 
aviation, but that may be changing.

“Coming out of the pandemic, corporate 
aircrafts are becoming part of the 
organization lower in the org chart,” he says. 
“More people are going to have access to 
private aviation as businesses want to ensure 
the safety of their employees.”

He also anticipates an increase in private 
sector business.

“There is a group of ultra-high-net-
worth individuals who have the financial 
wherewithal to fly privately, but up until 
now have chosen not to,” says Silvestro. “The 
pandemic has them thinking that now is 
the time, because it allows them to take that 
extra precaution and be as safe as possible. 
From this group, we’re going to see — and 
have already seen — a significant uptick in 
business.”

He says that is part of a larger trend of 
people flying privately earlier in their lives 
than the previous generation did.

“People in their 40s are flying privately 
now, whereas their parents waited into their 
60s and 70s,” he says. “That was the trend 
before coronavirus, and I think in 10 years, 
our business will be significantly larger than 
it is today.” u

“ When you’re in 
the midst of crisis 
management, you 
have to continually 
re-evaluate the 
situation and make 
the best decisions 
you can with the 
information you have 
at that time. And 
you can’t be afraid 
to make a course 
correction if you’re 
presented with a 
new set of facts.”

– Mike Silvestro, CEO of Flexjet
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INSURANCE MARKETPLACE

2020 PROPERTY & CASUALTY  
MARKETPLACE UPDATE

T
he insurance industry has been 
“hardening” for the past 18 months, 
with no near-term end in sight.  
Insurance rates and premiums 

have been rising steadily across most lines 
of coverage. Several market dynamics are 
driving these changes, including COVID-19 
and the global economy, social inflation 
and catastrophic claims, and the resulting 
constriction of capacity (a reduction in the 
insurance limits being offered).

COVID-19 continues to wreak havoc 
on the global economy. At the onset of the 
pandemic, many businesses were shuttered 
or forced to operate at reduced capacity, 
giving rise to the restatement of financial 
projections, loss of jobs and widespread 
disruptions all along the supply chain. While 
businesses, consumers and governments 
have learned to adapt and the promise of 
widespread vaccine distribution is bringing 
much needed hope, the insurance industry 
is trying to determine not only actual losses, 
but the uncertainty of future claims across 
many lines of coverage, including workers’ 
compensation, property (specifically, 
business interruption), directors and officers 
liability and general/public liability.

The industry expects litigation for years to 
come on a broad scale of coverage issues for 
which the range of outcomes is uncertain. 
Insurance carriers must set claim reserves 
on their balance sheets to reflect worst-
case scenarios to protect financial solvency. 
The pandemic created a perfect storm of 
falling asset values and lower interest rates, 
weakening insurance company balance 
sheets, combined with a reduction in 
premiums as clients reported reductions in 
payroll and revenue.

“Social inflation” is a term coined to 
reflect the dramatic trend of juries becoming 
more conducive to allow for damages at 
increasingly higher levels. This is forcing 
insurance carriers to cut back on the liability 
limits they are extending to policyholders. 
Automobile-related exposures/claims have 
been at the forefront of this dynamic for the 
past few years. 

As this trend becomes more encompassing 
of other liability issues, the limits being put 
forth for umbrella/excess lines of business 
have been slashed. Two years ago, many 
carriers put up limits of $10 million to 
$25 million with regularity at market-
competitive pricing. Today, most carriers 

have cut liability limits by as much as 
one-half, while keeping renewal premiums 
the same or higher. In many cases, where 
it took one or a small handful of carriers to 
build $25 million or more in umbrella/excess 
limits, it can now take twice the number 
of carriers, with an additional impact to 
pricing.

In addition to the pandemic, catastrophic 
claims are occurring more frequently and 
at greater financial cost. Social inflation 
aside, the 2020 hurricane season alone has 
produced the highest number of named 
storms on record. Furthermore, wildfires in 
western states over the last few years have 
generated hundreds of millions of dollars 
in claims, with no evidence of these events 
lessening. 

The number and volatility of these types 
of natural catastrophes are affecting the 
amount of insurance limits and the pricing 
that insurance carriers eliminate as accounts 
renew. In addition, the underwriting of risk 
is ongoing as carriers become more selective 
and more demanding in enforcing physical 
loss control recommendations.

For the foreseeable future, insurance rates 
will continue to rise, and coverage limits and 
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terms will become more restrictive. Broader 
virus exclusions will find their way to 
directors and officers, property and liability 
coverage renewals. The global uncertainty 
created by the pandemic, both socially and 
economically, assures continued volatility 
across the insurance market. 

Given the market dynamics, we 
recommend that you develop an in-
depth understanding of your insurance 
policies while also preparing for an 
increase in insurance expense. Exploring 
alternative program structures may need 
to be considered to navigate through this 
challenging time. u

The pandemic created a 
perfect storm of falling 
asset values and lower 
interest rates, weakening 
insurance company balance 
sheets, combined with a 
reduction in premiums as 
clients reported reductions 
in payroll and revenue.

Spotlight on Private Company Directors &  
Officers (D&O) Liability Insurance Marketplace
A gradual firming of the D&O market in recent years has only been 
intensified by COVID-19. Underwriting concerns related to the  
pandemic are as follows:

Financial Health – The pandemic has put a strain on our economy,  
and underwriters have concerns regarding both the short-term and long-
term financial health of many individual businesses, especially those in 
“higher risk” industries. Financial solvency and potential bankruptcy are key 
underwriting concerns for any insurance carrier providing D&O coverage.

Management Decisions – How did the board and management address the 
potential business impact from COVID-19? Additionally, how has the board 
and management handled business operations involving its employees 
during the pandemic and constantly changing executive orders from state 
and local government authorities? These decisions will be the subject of 
scrutiny in the coming months/years.  

The actions we see underwriters taking are typical of any hard market 
corrections, but now COVID-19 acts as an accelerant to those changes. 
Despite these harsh realities, now is probably the least opportune time to 
consider reducing your coverage, or worse, dropping it entirely.   

The risks of being a director have never been greater as businesses face 
increasing and unique challenges surrounding the COVID-19 pandemic.  
The importance of having the coverage has also never been greater.
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We’re in Northeast Ohio because 
of the character of the loyal and 
hardworking people here. They 
are good people who work hard 

and are honest, making it a great 
place to live and work.

Michael J. “Mike” Silvestro 
serves as CEO of Flexjet, one of 
the world’s largest fractional 
jet companies. Flexjet’s fleet 
consists of light aircraft all the 
way to ultra-long-range aircraft 
such as the Gulfstream G650. 
They offer fractional ownership, 
leasing and jet card programs 
paralleled by their first-class 
service. Here’s what he’s learned 
over his decades-long career. 

Some decisions are difficult 
because you need to weigh the 
risk. What is the upside? What 

is the best that could happen, 
and what is the worst? I look at 
that and think, ‘Well, if the best 

is really good, and the worst 
isn’t so bad, that’s not a bad 
decision to make because, if 

you fail, you fail small.’

MICHAEL J.  
SILVESTRO 
CEO of Flexjet

(On the pandemic) The way I’ve 
led through this crisis is very 
frequent, transparent and honest 
communication with constituents, 
employees and customers. The 
information was changing so fast, and 
there were so many unknowns, that 
the only way to be a good leader was 
to communicate what you were doing 
and how you were doing it.

The important things is to not be 
afraid to change course when 
you learn new information. Just 
communicate, ‘Last week we thought 
it was this, but we just learned some 
new information. So given that, we 
need to do a course correction.’

I make decisions by weighing 
all of the information I have at 
the time and really try to think 
about the impact it would have 

on all constituents — employees 
and customers from a business 
standpoint, and on the personal 

side, my family and friends.

10 u FEDELI FACTOR

WHAT I’VE LEARNED
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PULLING TOGETHER TO

CONNECTIONS

THRIVE
G

rowing up in Lorain, Jack Bradley remembers the 
“nice parks, great schools and thriving downtown” 
that made Lorain the community of the American 
Dream. Now, as mayor, he is working to revive the 

city’s reputation through economic growth.
“My dream is to see Lorain return back to that 

prosperity,” says Bradley, who was elected in 2019. “This is 
my opportunity to give back to the city I grew up in.” 

BUILDING THE ECONOMY, TEARING DOWN BUILDINGS
Bradley is determined to revitalize downtown Lorain. 
Although COVID-19 has put a damper on growth, he 
remains optimistic as new businesses drive the city forward. 

Shops, restaurants and a hotel have opened, filling spaces 
that sat empty for years. And online auto retailer Carvana is 
opening a facility in 2021 that will add 400 jobs.  

Bradley is also working with the Lorain City Port 
Authority to develop an industrial park that has been vacant 
for 20 years.

“We have an interested tenant,” he says. “Once one tenant 
starts development, that attracts other anchor tenants. So 
even with COVID, we’re doing pretty good.”

But it’s not just about attracting new development. One of 
Bradley’s first calls was to the Ohio State auditor, requesting 
a utility department audit to determine how efficiently it 
was delivering water and processing wastewater. As a result, 
the city reduced fixed costs for customers.

Bradley is also determined to clean up the city by 
demolishing vacant structures.

“We received a lot of complaints about abandoned houses 
and dilapidated buildings,” he says. “So we started tearing 
them down. We’re taking steps in the right direction.”

WEATHERING THE PANDEMIC
Through the pandemic, Bradley has worked to support 

impacted businesses. 
“Lorain received about $7 million of CARES Act funding, 

so we’ve given small businesses and nonprofits financial 
assistance,” he says.

Bradley also does weekly video updates during the 
pandemic.

“It’s a way to give updates and share hidden treasures of 
Lorain,” he says.

The city has also gotten assistance from The Fedeli Group, 
“which has provided excellent health care coverage to city 
employees, providing the best value for our money,” Bradley 
says. “They give us personal service, great value and make us 
feel like an important customer.”

Although 2020 was difficult, Bradley says the silver lining 
was seeing the community pull together. 

“With reduced employee hours, it was hard to keep up with 
city services,” he says. “But our citizens stepped up to share in 
the work, cleaning up parks and planting flowers downtown. 
It was really rewarding to see everyone working together.” u

Lorain Mayor Jack 
Bradley addresses  
the economic  
challenges of COVID-19 
while looking toward 
the city’s future

BY BROOKE BILYJ
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50 YEARS OF

GROWTH
Under a second generation of leadership, Mar-Bal Inc. 
continues to innovate expand into new markets  
 
BY BROOKE BILYJ  

C
elebrating its 50th year in 2020, Mar-Bal Inc. 
has endured market shifts and industry changes 
through the decades. 

Built on a strong family history of innovation 
and growth, the second generation of leadership carries 
on the Mar-Bal tradition by meeting customers’ most 
demanding needs. With support from partners like The 

Fedeli Group, Mar-Bal stays agile 
to grow and change along with its 
customers.  

“If you’ve got a partner or supplier 
that takes the time to understand 
your business like The Fedeli Group 
has, then you can move quickly,”  
says president and CEO Scott  
Balogh, whose father founded  
Mar-Bal. “That’s how we’ve grown, 
by collaborating with our customers 
and suppliers.”

Founded in 1970, Mar-Bal 
manufactures composite polymers 
and resins for a range of heavy-

duty uses. Its products and materials are found in wind 
turbines, generators, circuit breakers, refrigerators, lighting, 
plumbing and other applications that demand strength and 
durability against extreme conditions.

“We listen and respond to our customers by developing 
products that improve their performance,” Balogh says. 
“They’re constantly looking for ways to push performance 
strength, reduce emissions and handle higher temperatures. 
So we come up with innovative part designs and materials 

that set new standards for performance and strength.” 
This customer-centric approach has been key to Mar-

Bal’s steady growth. New facilities and recent acquisitions 
position the company for ongoing expansion.

ACQUIRING GROWTH OPPORTUNITIES
Since its inception as a thermoset composite molder, 
Mar-Bal has evolved into a one-source solutions provider 
by offering a spectrum of services including molding, 
engineering design, material formulation, finishing and 
distribution. By responding to customers’ ever-changing 
needs, the company has uncovered additional markets and 
product ideas through the years, even adding a facility in 
China to accommodate global growth.  

Several years ago, Mar-Bal started manufacturing a 
composite resin to meet a customer’s specifications for 
ADA-compliant tactile surfaces used to identify curbs, 
ramps and other hazards for visually impaired customers. 
The customer then asked Mar-Bal to mold the product 
and later, assemble it. The relationship eventually led 
an acquisition, adding Detectable Warning Systems and 
AlertTile in 2018 to Mar-Bal Inc.

This strategic acquisition marked Mar-Bal’s entry into 
the $60 million warning surfaces market, opening the door 
to more growth. 

“No big company ever started out big,” Balogh says. 
“We’ve grown along with our customers by getting to know 
their business and their markets.”

To prepare for the growth of this newly acquired product 
line, Mar-Bal increased production capacity across its 
U.S. plants in Ohio, Missouri and Virginia, and about a 

Mar-Bal president and CEO Scott 
Balogh and his wife Stacy Banks
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month before completing the acquisition, moved into a 
newly renovated 110,669-square-foot facility in Painesville, 
Ohio. The company invested in new compression presses, 
injection molding machines, advanced robotics and other 
top-of-the-line manufacturing equipment, while increasing 
warehousing space to accommodate additional inventory. 

“We embarked on a journey to build the best and 
most technically advanced compounding plant,” Balogh 
announced when the facility opened in August 2018. “This 
plant is a testimony to grit and determination.” 

Mar-Bal’s headquarters and R&D lab remain in Chagrin 
Falls, Ohio, but the company shifted its compounding 
work to Painesville from Chagrin Falls and Cuba, Missouri. 
The $15 million move essentially doubled Mar-Bal’s 
manufacturing space and doubled the annual production 
capacity for bulk molding compounds companywide. 

GROOMING THE NEXT GENERATION 
Over the years, Balogh has seen Mar-Bal’s competitors 
go through jolting management changes that drove away 
their employees and customers. One of Mar-Bal’s biggest 
advantages, he says, is the consistency of its family-run 
leadership. 

After joining the company in 1992 as a sales manager, 
Balogh became president and CEO in 1998. His brother, 
Steven, joined the company in 1993 and now serves as 
executive vice president overseeing manufacturing, R&D 
and supplier relationships. 

“The company was much smaller when my brother and 
I joined, so we had the opportunity to work in a lot of 
different areas — materials, molding, fabricating, product 
design, sales and marketing,” Balogh says. “We had to wear 
a lot of hats, and there’s a real strength to that, because you 
understand the business more holistically.”

To ensure that the next generation gets the same well-
rounded exposure, the Baloghs put family members new to 
the company through a boot camp to learn various aspects 
of the operation.

“We developed a family council a couple of years ago, 
since we’ve got some third-generation members starting in 
the company,” Balogh says. “The family council created 
an onboarding plan, or family business boot camp, as we 
call it, so they get a chance to see the whole business and 
contribute in different areas as they work their way up. The 
next generation of leaders will be groomed on all levels to 
continue to grow the company.”

Through it all, the Baloghs emphasize the core values of 
the founding generation — their dad’s strong work ethic 
and willingness to take risks, and their mom’s frugal sense 
of financial stewardship, Balogh says — that have been key 
to Mar-Bal’s continued success. u

“ No big company  
ever started out big.  
We’ve grown along 
with our customers  
by getting to know 
their business and 
their markets.”

Scott Balogh, president and CEO, Mar-Bal Inc. 
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The Fedeli Group, in partnership with Cerner Corp., has developed an 
innovative wellbeing platform, FedeliFit. Once on the FedeliFit portal, 
employees may complete a comprehensive wellness assessment. 

Based on the employee’s responses on this assessment, a 
personalized health journey is created. The journey may suggest 
that members engage in a challenge, track their exercise and/or 
participate in learning modules or employer-sponsored wellness 
activities. For employees, the portal and app experience offer a 
valuable, easily accessible health and wellbeing tool to help them 
reach healthy milestones along their journey toward an improved 
quality of life. 

For employers, this platform delivers valuable insight, with the 
potential to foster cultural changes in your workforce. Through 
incentivizing movement, mental wellbeing, stress reduction, or 
financial health, employers have the opportunity to guide employees 
to a better wellbeing, increasing their ability to positively affect 
company morale and reduce medical costs. u

Cooperation is power — and it’s the 
core of the Ohio Government Benefit 
Cooperative (OGBC), a cooperative 
formed in 2018 by The Fedeli Group 
and Medical Mutual of Ohio that helps 
stabilize the overall cost of group health 
insurance plans. 

The OGBC can flatten rate hikes, offer 
plan design flexibility and decrease 
prescription expenses. Employers can 
continue their current plans and are not 
locked into multiyear contracts. And at 
any time, employers can exit the OGBC 
without financial penalty or incurring 
reserve costs. 

These are some reasons why the OGBC 
is different from other consortiums, but 
a hallmark is how the OGBC is self-

governed by a board of directors and 
operated by cooperative members. Every 
member has a voice. 

“In the public sector, employees are 
offered rich benefit packages, which 
are very expensive,” says Steve Kilo, 
HR director for the city of Strongsville, 
a client of The Fedeli Group that joined 
the OGBC and saved more than $52,000 
annually on prescription costs while 
flattening plan price increases by up 
to 6 percent. “In order to be more cost 
efficient, reduce medical spend and 
have more predictability in rates, you 
have to get creative.” 

The OGBC is a creative, collaborative 
solution for member businesses 
partly because of its innovative 

renewal process. Members’ plans 
are underwritten based on their own 
performance, not the utilization of the 
whole cooperative. 

Cities, townships, counties and  
political subdivisions can join the  
OGBC. The cooperative accommodates  
health insurance programs that are  
fully funded and self-funded, and  
it includes entities with 50-plus  
eligible employees. u

FOR MORE INFORMATION  
contact Kim Stika, senior client 
executive, practice leader  
kstika@thefedeligroup.com 
(216) 643-6968

ENHANCING WORKPLACE WELLBEING

STRONGER TOGETHER — THE OGBC
A different kind of health insurance cooperative  
gives every member a voice and bases renewals  
from entities’ own performance

CONNECTIONS
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INNOVATION 
IN DATA
Senior data analyst Leo Duval  
commits to creating more value  
for clients of The Fedeli Group 
BY BROOKE BILYJ

G
rowing up in Haiti, Leo Duval never expected 
to be living in Cleveland or working in the 
insurance industry. But a web of acquaintances 
led him to The Fedeli Group, where he found 

the perfect fit working as a senior data analyst, leading the 
shared services practice of the Employee Benefits Division. 

Duval lived in Haiti until age 12, when his family 
immigrated to Florida. He studied accounting at Ave Maria 
University, where several of his roommates had connections 
to Ohio. One of his friends, who interned at The Fedeli 
Group, then recruited a tennis teammate. It wasn’t long 
before they recruited Duval, too. 

CULTURE OF COLLABORATION
After earning his Bachelor of Business Administration 
degree in 2013, Duval was working as a financial planning 
analyst for an environmental company in Florida. His 
friends at The Fedeli Group kept talking about the 
company culture and growth opportunities there and 
finally convinced him to visit Cleveland. Duval was 
instantly intrigued by the company’s collaborative vibe.  

“It was such a stark contrast from the stuffy corporate 
structure I was used to,” he says. “It was obvious early on 
that everyone had to put their egos aside and collaborate. 
It wasn’t about your title or how long you’d been there. 
There’s a focus on doing what’s best for the client, and it 
permeates into the interpersonal relationships here.” 

After starting as a junior data analyst at The Fedeli 
Group in 2015, Duval took on more responsibilities to 
advance the company’s client-centric mission. Within a 
year, he was promoted to senior data analyst, and a year and 
a half ago, he became practice leader of the shared services 

group, where he leads a team of data scientists to deploy 
innovative data solutions, reports and visualizations.

“The team here counseled me to realize my fullest 
potential,” says Duval, 29, who recently became a 
naturalized citizen. “It speaks to the fact that The Fedeli 
Group encourages young people to be innovative to create 
more value for our clients.” 

FUTURE GROWTH POTENTIAL
Duval says the close-knit culture of continuous 
improvement makes every day at The Fedeli Group 
exciting. He sees plenty of growth potential as he plans to 
pursue industry certifications and eventually work his way 
up to senior consultant. 

“There’s an emphasis on lifelong learning here, so I’d 
love to increase my knowledge in the business,” he says. 
“Because ultimately, if we improve, the work we deliver to 
our clients improves.” u

“ The team here counseled me to realize 
my fullest potential. It speaks to the fact 
that The Fedeli Group encourages young 
people to be innovative to create more 
value for our clients.”

Leo Duval, senior data analyst, The Fedeli Group
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The largest custom home builder in the country, 
Schumacher Homes continues to expand by making 
the homebuilding process accessible and affordable 
 
BY BROOKE BILYJ

S
ince starting his business with no money, no employees and zero 
construction experience, Paul Schumacher has grown Schumacher 
Homes into the largest custom home builder in America, crafting 
more than 19,000 custom homes around the country. Now, nearly 

30 years since its inception, the company continues to expand by designing 
innovative ways to deliver an exceptional customer experience. 

“We learned that the homebuilding journey can be overwhelming to some 
people,” says Schumacher, who founded the company in 1992. “So we wanted 
to structure the process in a way that gives the customer all the control and 
information without making them feel overcome by complexity and decision-
making.”

With the goal of making the custom homebuilding process easier and more 
affordable, Schumacher Homes built a team committed to making customers’ 
dream homes a reality. And thanks to support from partners like The Fedeli 
Group, the Canton-based company keeps growing steadily and fulfilling 
its mission of building a legacy of quality and affordability from one side of 
America to the other, one beautiful home, one family at a time. 

BUILDING  
A DREAM 
(HOME)
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STARTING FROM SCRATCH 
After college, Schumacher began buying 
and renovating fixer-uppers around his 
hometown of Canton. Many homes he 
flipped were built in the early 1900s, 
requiring a total overhaul of outdated 
wiring, plumbing and finishes — and posing 
challenges such as removing mold and 
asbestos.

“After doing this for three years, I realized 
I was just fixing up somebody else’s mess,” 
says Schumacher, whose parents both worked 
in real estate. “I thought how nice it would 
be to start from scratch and build brand new, 
from the ground up.” 

So Schumacher and his mother drove 
to a lumberyard in Amish country, where 
he purchased a blueprint to launch his 
homebuilding business. 

“I was just missing several key elements: I 
had no money, no people to build it, no place 
to put it and no construction experience,” 
Schumacher says. “Other than that, I was 
pretty sure I was going to kill it.”

Early on, Schumacher’s father introduced 
him to a developer who agreed to front him a 
$12,000 lot, giving him the flexibility to pay 
for the land after the home sold. With the 
lot secured, Schumacher focused on building 
a team of skilled tradesmen by hanging out 
at the lumberyard and asking around to 
find the best framers, plumbers, electricians, 
finishers and other specialists.

To pay these workers and buy building 
materials, Schumacher “juggled five different 
credit cards and shuffled payments from one 
card to the other,” he says. “It was like credit 
card roulette.” 

As Schumacher built and sold more 
houses, he refined his process to give 
customers more say in creating their ideal 
home. His vision for the company came 
into focus as he committed to “designing 
and building fully custom homes the way 
his customers wanted them,” according to 
the Schumacher Homes website, “not close 
to what they wanted — exactly what they 
wanted, at a price and quality level no other 
builder was delivering.” 

With this humble beginning and 
customer-focused commitment, Schumacher 
set out to make custom homebuilding 
accessible to every customer, “one home at a 
time,” he says.
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MODELING QUALITY DESIGN 
Even when customers come to Schumacher 
with a vision of what they want their home 
to be, it’s hard to visualize the finished 
product from a blueprint. 

“I realized the need to have permanent 
show homes for customers to tour 365 days 
a year,” he says. “But I didn’t want it tucked 
away in some neighborhood. I wanted it to 
be seen, just like any other retail business.”

While most homebuilders fill up entire 
subdivisions with standard cookie-cutter 
designs that are move-in ready, Schumacher 
needed a different approach to showcase 
the customized quality he promised. So he 
purchased commercial property to house a 
permanent model home that would be easy 
to see from the highway and convenient to 
tour 365 days a year. 

“I remember going to planning and 
zoning meetings, and when our turn would 
come up, someone would ask, ‘Who would 
be dumb enough to build a home on the 
highway?’ Then I would raise my hand,” 
Schumacher says. “It’s just a unique approach 
to a traditional business.” 

Over time, Schumacher’s retail-inspired 
model home concept expanded into a one-
stop shopping experience for customers that 
he dubbed the “Akron concept.” It launched 
in 2000, when Schumacher Homes opened a 
design studio next to six of its model homes 
along Interstate 77 on the west side  
of Akron. 

“With our new design studios, we 
brought a complete retail mindset to 
the homebuilding industry, creating 
the ultimate one-stop shop for building 
a custom home,” Schumacher says. 
“Customers can experience all the 
selections and finishes they can choose to 
customize their home,” before wandering 
through several model homes to explore 
Schumacher’s designs in action. 

Schumacher’s design studio concept has 
received six national awards, while helping 
the company expand into new markets by 
maximizing exposure along busy highways. 
With this approach, Schumacher Homes 
has steadily expanded into 32 markets 
across 15 states, with plans to continue 
growing westward across the country.

CONTROLLING COSTS
Over time, Schumacher developed a system 
to simplify the custom home building 
process.

To start, clients select a house plan from 
several hundred design templates, ranging 
from 900 to 6,000 square feet. 

“Each office has its own unique plans that 
reflect local character and architecture,” 
says Schumacher, who works with leading 
national architects and the company’s New 
Product Development team to stay on the 
cutting edge of regional design trends. 

Next, clients work with a dedicated 
design consultant to customize the plan to 
fit their personal preferences, down to every 
detail and each dollar spent. Schumacher’s 
proprietary software shows customers 
their requested adjustments and selected 
finishes on screen in real time, along with 
an itemized price quote that illustrates how 
each selection alters the final cost — helping 
homeowners stay within budget.

“When looking at price quotes provided 
by other custom homebuilders, we realized 
that the customer was not able to determine 
how much their new home would cost or 
what was included in the price,” Schumacher 
says. “Instead of using specific pricing, 

“ I remember going to 
planning and zoning 
meetings, and when 
our turn would come 
up, someone would 
ask, ‘Who would be 
dumb enough to build a 
home on the highway?’ 
Then I would raise 
my hand. It’s just a 
unique approach to a 
traditional business.”

Paul Schumacher

Schumacher Homes, based in Canton, has 
grown to become the country’s largest custom 
home builder.

Paul and Nicole Schumacher
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most builders use allowances, so customers 
are left wondering what the final cost will 
actually be. We developed Front Door™, 
our proprietary point-of-sale software, 
over the last couple of decades to provide 
transparency and itemized pricing, which 
is very difficult to get in the custom 
homebuilding industry.”  

The Front Door™ database houses 
all of Schumacher’s floor plan templates, 
design options, color selections and pricing 
information, making it easy for design 
consultants to guide customers through 
every detail in less than two hours. At the 
end of the consultation, clients receive an 
itemized quote that breaks down the project 
into every faucet, floor and finish throughout 
the house. 

“They know where every dollar is spent,” 
Schumacher says. “All items are explained 
in detail, with no hidden costs and no 
unwelcome surprises. The price quote even 
shows what the monthly payments will be, 
putting the customer in control of their 
budget and lifestyle.”

Front Door™, which won the 2019 Gold 
Award for Best Use of Technology from the 
National Association of Home Builders, 
brings transparency to the homebuilding 
process by giving clients control of every 
decision, down to the dollar, stress-free. To 
make this highly customized homebuilding 
process more affordable, Schumacher 
balances the highest value at the lowest cost 
using fine-tuned estimating and economies 
of scale.

“With both national buying power and 
local expertise, we’re able to buy superior 
products at lower prices and offer them as 
included features, meaning homeowners pay 
much less,” Schumacher says. “We’ve also 
assembled the most sophisticated planning 
and forecasting around to help us manage 
inventory and cost. We make sure our 

estimating upfront is extremely accurate, 
so cost variances are minimal, thus keeping 
costs and surprises in line.” 

TRACKING PERFORMANCE
Keeping employees committed to the 
company vision is critical to delivering 
the customer experience that defines 
Schumacher Homes. 

“Getting the right people on the team 
and keeping that team together and 
motivated is a challenge for any business,” 
Schumacher says. “It’s all about the 
people.” 

He says the company’s partnership with 
The Fedeli Group makes these inevitable 
labor challenges a little easier. 

“Recruiting and retaining the best team 
members means offering an attractive and 
competitive employee benefit package, 
and The Fedeli Group has the resources to 
ensure that we stay above market in plan 
design,” Schumacher says. 

Beyond employee benefits, Schumacher 
Homes keeps teams engaged with a 
culture centered around three guiding 
principles: Work hard. Have fun. Produce 

results, Schumacher says. To put these pillars 
in action, as a way of tracking results and 
rewarding hard work, corporate scorecards 
measure key performance metrics throughout 
the company.

“We have a scorecard system that’s updated 
in real time so everyone can see their goals 
and how they are doing in our most important 
factors, like homeowner satisfaction and time 
of construction,” Schumacher says. 

These color-coded scorecards measure both 
individual and team progress toward sales 
and production objectives at each office. At 
a glance, green scorecards indicate achieved 
goals, yellow signals goals within 10 percent 
of completion, and red shows goals not 
met. Results are updated in real time on the 
corporate intranet and shared during regional 
meetings, at which employees are recognized 
for individual performance.

With the ability to see trends in real time, 
managers can reward employees for hitting 
goals, or make changes to get back on track 
if they’re not. By making progress visible 
and transparent, Schumacher makes sure 
employees always know what’s expected of 
them in relation to the team’s overall goal. 

A custom-built Schumacher Homes home



www.thefedeligroup.com u 21 

GROWING INTO THE FUTURE
Schumacher Homes has offices serving 
15 states, including Ohio, Georgia, Texas 
and North Carolina. Schumacher’s newest 
location is in in Louisville, Kentucky. 
And the company is eyeing new markets 
for expansion in 2021, with the goal of 
becoming America’s first national custom 
homebuilder. 

“There is still so much opportunity 
for us to grow both in new markets and 
organically in our current locations, as 
well,” Schumacher says. “While we plan 
to expand with new locations, we are also 
constantly investing in making the process 
better for everyone, with new technology on 
our website and more innovations that will 
benefit our customers.” 

For example, he says, the company is 
enhancing its 3D modeling software to 
help customers visualize their future home 
with more realistic virtual walkthroughs. 

Additionally, it constantly refreshes its 
showcase homes in each market to illustrate 
the newest floorplans and designs, giving 
customers more opportunities to see 
Schumacher’s designs in real life.

By investing in innovative tools and 
strategies to give customers access to the 
latest design trends, Schumacher Homes 
maintains its mission of making custom 
homebuilding easier for everyone.

“We’ve taken the complexity out of the 
journey for the customer by guiding them 
through the entire process,” Schumacher 
says. “The key is making it manageable 
for the customer. They get to make the 
decisions, but they don’t have to worry about 
the details, because we manage the process 
from start to finish.” u

A Schumcher Homes 
open-concept kitchen 
and dining area

Schumacher Homes is known for large 
windows and open spaces.

“ While we plan to expand with new locations, we are also constantly investing 
in making the process better for everyone, with new technology on our 
website and more innovations that will benefit our customers.”

Paul Schumacher
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S
ince stepping in as president 
of Skylift Inc. in 2018, Mike 
Naughton has led several pivotal 
changes to keep the Lorain-based 

equipment distributor operating efficiently. 
He implemented new business software, 
applied lean manufacturing techniques 
and introduced the company to The Fedeli 
Group for risk management services, 
ultimately bolstering Skylift’s ability to meet 
the challenges that come with growth.

Founded 20 years ago, the family-owned 
business provides easement specialty 
equipment used for utility work, traffic 
signal maintenance, tree trimming and other 
heavy-duty applications. 

“The company’s digger derricks, material 
handlers and backyard arborists are designed 
to go where other equipment can’t go,”  
says Naughton. 

By producing innovative solutions to lift 
customers where they need to go, Skylift is 
breaking into new levels of growth as the 
demand for its equipment continues to rise.

EMERGING INNOVATION
Skylift is constantly looking for ways to 
improve its products and manufacturing 
processes to make equipment safer and more 
effective. Owner Nick Jarmoszuk is a true 
visionary and identified an opportunity 
to pioneer a line of electric easement 
equipment. 

It has just introduced this electric 
backyard digger derrick that is the first in 
the industry. Jarmoszuk believes this new 
E-series machine is going to open up the 
door to more sales based on better efficiency 
and safety.

Skylift is also improving efficiencies 
through lean manufacturing principles 
introduced by Vice President of Operations 
Jim Friedl. By applying continuous 
improvement techniques to reduce waste and 
streamline processes, Skylift has reorganized 
certain production lines and machine builds 
to optimize workflows. 

“We have meetings every morning 
on the production floor to discuss the 
production schedule, part shortages and 

LIMIT
THE SKY’S THE

Mike Naughton leads 
Lorain-based Skylift Inc. 
to new levels of growth 
through continuous 
innovation

BY BROOKE BILYJ

The Skylift team is successfully meeting the challenges of growth.

CONNECTIONS

quality concerns,” Friedl says. “It’s all about 
improving manufacturing communication.”

Similarly, to systematize the flow of 
communication throughout the production 
process, Skylift implemented enterprise 
resource planning (ERP) software. This 
system integrates several critical applications 
while automating some back-office 
functions, which helps better coordinate 
the organization’s inventory and business 
systems, he says. 

These steady innovations and 
improvements keep the company agile and 
nimble, which are key differentiators to help 
Skylift maintain its position as an industry 
leader.
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SOURCING U.S. PRODUCTS
As a family-owned company based in Lorain, 
Ohio, Skylift takes great pride in sourcing its 
parts domestically. 

One thing that sets it apart from its 
competition is that everything is made 
in the U.S. Skylift makes most of the 
components itself, using U.S. steel, so parts 
are accessible. And as a result of using better-
made American components, its warranty 
on its machines is better than those of its 
competitors.

This commitment to American-made 
products resonates throughout the company, 
which employs several veterans. Owner 
Nick Jarmoszuk, a veteran himself, says 
he appreciates the quality that comes with 
domestic production.  

FUELING GROWTH
The demand for Skylift’s machines has 
continued to grow — even during the 
pandemic — as utility providers work to 
keep their customers connected. Because 

Skylift distributes the specialty equipment 
used to replace and repair power lines, the 
company has been busy meeting essential 
needs nationwide.

Most backyard utility poles were put in 
the ground in the 1950s, with an estimated 
useful life of 40 to 50 years.

In addition to replacing aging utility 
poles, Skylift’s machines aid in emergency 
response efforts in areas hit by wildfires and 
hurricanes. 

As a result of its response to these critical 
needs, 2020 has been a banner year for 
the company in terms of total number of 
units sold. And it has increased staffing 
levels about 15 percent over the past year to 
reinforce the team with the expectation of 
even more growth in 2021.

“The biggest challenge we’ve had is 
finding talented people,” Naughton says. 
“So we’ve enhanced our recruitment efforts, 
emphasized our generous benefit plans and 
made a deliberate attempt to reduce our 
overall employee turnover. If someone starts 
working here, we want them to stay here for 
a long time.” 

With help from The Fedeli Group, Skylift 
has strengthened its employee benefits plan 
with integrated solutions for health care 
coverage, while improving the company’s 
regulatory compliance. 

“We certainly made a move up when we 
came to The Fedeli Group,” says Naughton, 
who had previously partnered with The 
Fedeli Group before joining Skylift. “Our 
insurance programs definitely improved a 
lot, and we feel way more secure with the 
coverage we have now.”u

“ We’ve enhanced our recruitment efforts, 
emphasized our generous benefit plans and 
made a deliberate attempt to reduce our overall 
employee turnover. If someone starts working 
here, we want them to stay here for a long time.” 

   Mike Naughton, president, Skylift Inc.
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E
very day on her way to work as 
the human resources director at 
the Great Lakes Science Center in 
downtown Cleveland, Renee Jones 

passed homeless people on the streets. Most 
pedestrians just walked by, like everybody 
thought they were invisible, she says. But she 
wanted to help. 

So in 1998, Jones founded a program 
to empower homeless people at a Catholic 
Charities facility. Once a week, before work, 
she led a 20-minute class designed to help 
individuals get off the street, return to school 
and find jobs. Within about eight months, she 
helped 78 individuals turn their lives around.

“From all that happened with just one day 
a week, I thought, ‘Well, if I could have a 
center to provide more services to empower 
vulnerable populations, we could make a 
greater impact,” she says. 

EMPOWERING  
SURVIVORS
 

BY BROOKE BILYJ

The Renee Jones Empowerment Center started as an effort to help homeless people but has evolved to help victims of human trafficking.

Determined to make a difference, she 
opened the Renee Jones Empowerment 
Center in October 2002, using grant 
funding from the state to build life-changing 
programs while still working full time. 
Jones initially envisioned the organization 
as a community resource center to serve the 
homeless population of Cleveland with life 
skills and job training. But while working 
with vulnerable groups, she encountered 
many victims of human trafficking. 

To meet the urgent needs of these 
survivors, who were often women, Jones 
started Project Red Cord in 2008 to 
provide trauma counseling, therapy and 
individualized care. Since then, the center’s 
mission has shifted to focus primarily on this 
population. 

“Working with human trafficking 
survivors and victims of sexual assault is  

Renee Jones, president 
and CEO, Renee Jones 
Empowerment Center
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our main goal,” says Jones, the center’s 
president and CEO. “We are a lifeline of 
support to empower them to get their lives 
back on track.” 

SPECTRUM OF SERVICES
Over the years, the Renee Jones 
Empowerment Center has offered a variety 
of free programs designed to support human 
trafficking survivors, including counseling, 
art therapy, yoga and horse therapy. 

“We have more services than a lot of other 
agencies offer to this population,” Jones 
says. “Most places have a limit; you get a few 
counseling sessions and then you’re done, 
but people don’t recover like that. People stay 
connected here for years, and we become  
like family.” 

For most of its history, the center operated 
in the tight quarters of a tiny storefront, 
which limited on-site programming. But 
since moving to a 3,000-square-foot facility 
in Brooklyn Centre in 2019, the organization 
has expanded its offerings to include GED 
classes and a medical clinic run by students 
from Case Western Reserve University 
School of Medicine. 

By providing all these services under one 
roof, the center serves a full spectrum of care 
to help human trafficking victims recover 
holistically.

COMMUNITY OUTREACH 
The Renee Jones Empowerment Center also 
makes a big impact outside the walls of its 
new facility through regular community 
outreach. Every month, the organization 
hosts Project Red Cord Night Out events 
in four neighborhoods: Lorain Avenue on 
the West Side, Detroit Shoreway downtown, 
East Cleveland, and now, Akron. Volunteers 
hand out food, clothing and personal care 
items, while medical students provide basic 
health screenings and blood pressure checks. 

“We hope to meet victims on the street 
and literally bring our services to them,” 

Jones says. “At the same time, we build 
relationships with the community. The 
outreach has been a tremendous way to 
promote awareness and education.” 

Each month, these events serve 100 to 
200 people, many of whom return to the 
center for individual services. Through this 
consistent effort, Jones says, “We’re making 
an impact all over the city.”

VOLUNTEER OPPORTUNITIES
With only three full-time employees 
(including herself), Jones maximizes the 
nonprofit’s limited resources by leaning on 
community partners and volunteers. 

As the Renee Jones Empowerment Center 
grew, for example, Jones relied on The Fedeli 
Group to support her team’s needs with 
affordable health care coverage. 

“It’s been phenomenal having The Fedeli 
Group help me get health insurance and 
those kinds of things you need to do when 
you have employees,” Jones says. “The Fedeli 
Group has played a major role in helping us 
find the best rates.”

Business partners like The Fedeli Group 
also contribute to the nonprofit’s cause by 
offering volunteer support in a variety of 
ways. Cleveland-area companies can get 
involved by:

• Hosting donation drives to collect 
personal care items like toothpaste, 
deodorant and other toiletries to hand out 
during Red Cord Night Out events

• Participating in street outreach events to 
help the organization spread awareness of its 
services to prevent human trafficking

• Volunteering other skills by joining 
planning committees to organize fundraisers 
and other outreach events throughout the 
year

When fighting a problem as pervasive as 
human trafficking, Jones believes that every 
effort makes a big impact. 

“We’re showing that something small can 
do great things,” Jones says. “I always tell 
people that if you’re passionate, you can be 
the change you want to see.” u

The Renee Jones Empowerment Center relies 
on community partners and volunteers to 
fulfill its mission.

Red Cord Night Out at the Renee Jones Empowerment Center provides food, clothing and 
personal care items.
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For more than 40 years, it has been  
the mission of The Fedeli Group to impact 
the lives of those they serve in business  
and in life. 

To continue to meet the changing needs of 
an aging population and support individuals 
in navigating new dynamics impacting the 
health care landscape, The Fedeli Group is 
excited to announce KAZ Company as the 
newest member of The Fedeli Group family 
of companies.  Founded in 1990 by Kathy 
M. Hirko, KAZ Company is one of Ohio’s 
premier Medicare insurance agencies, serving 
thousands of individuals to meet their 
Medicare needs. Through this partnership, 
The Fedeli Group and KAZ Company 
will bring together both organizations’ 
core competencies and a shared culture of 
servant leadership to provide exceptional 
Medicare education and brokerage services 
to individuals across the United States.

“At a time when the health care system is 
facing tremendous pressure for change, more 
and more employers are looking for ways to 
support their employees in making informed 
health care decisions,” says Alex Mechling, 
senior vice president and managing director, 
Employee Benefits. “With an aging labor 
force, employers and individuals need a 
steward to help them navigate the array 
of care options available. Medicare is an 

important piece of this equation, and we are 
excited to be working with KAZ Company 
to provide a new level of expertise to our 
clients and employees.”

Whether entering retirement or choosing 
to continue their careers, individuals ages 
65 and older have an important decision 
to make regarding Medicare.  Often, these 
individuals are unsure of where to go for 
assistance or support in navigating the 
Medicare decision-making and enrollment 
process.  

“The Medicare review and enrollment 
process are truly a maze,” says Kathy Hirko, 
founder of KAZ Company. “No matter 
who you are or where you are from, you 
need to make a choice about Medicare and 
work through the maze. I founded KAZ 
Company to help all individuals navigate 
this maze to educate and find solutions that 
meet their specific needs.” 

By partnering with The Fedeli Group, 
KAZ Company will accelerate their ability 
to help Medicare-eligible individuals address 
their needs by working closely with The 
Fedeli Group’s employer-clients.

“Employers are in a unique position 
to provide information and support to 
employees in making a Medicare enrollment 
decision,” Mechling said. “Unfortunately, 
many employers are unaware of where to 

Adding Medicare expertise to our services

THE FEDELI GROUP  
EXPANDS ITS FAMILY

turn to provide this crucial support. This 
leaves many individuals in the dark about 
potentially beneficial options that may better 
meet their health care needs.”  

Hirko says that with most health care 
programs offered through an employer, 
people are used to the employer helping them 
decide on their health care benefit programs.

“Once we reach Medicare age, that 
support or guidance goes away or is much 
more limited,” says Hirko. “By partnering 
with The Fedeli Group, we are closing that 
gap and supporting the individual and the 
employer in a way that is positive for both.”

The opportunity to impact individuals 
and businesses drives both The Fedeli Group 
and KAZ Company.  

“We like ‘win-win,’” says Nick Fedeli, 
executive vice president, The Fedeli Group. 
“Kathy and her team will help our benefits 
clients better support their employees while 
better managing the risk of their employee 
benefit programs. Both the employer  
and employee are winning, and that is  
the goal.” u 



WHAT’S COOKING   

CHICKEN MARSALA:  
A CLASSIC AND SAVORY  
ITALIAN-INSPIRED DISH

Ingredients:

3-4 boneless skinless chicken breasts

Salt & pepper, for taste

Approximately 3/4 cup all-purpose flour 

Handful (~ 1/4 cup) parmesan cheese

Approximately 1/4 – 1/2 cup olive oil 

1 large shallot, chopped

1 clove garlic, chopped

Approximately 2 cups of Marsala wine

2-3 tablespoons butter

Desired amount of sliced mushrooms

2 tablespoons chopped flat-leaf Italian parsley,  
for garnish

Instructions: 

Cut chicken breasts in half lengthwise,  
and pound with a meat mallet until  
desired thickness.

Add salt and pepper to the flour with a handful of 
grated parmesan cheese. Dredge chicken in flour.

Heat olive oil in a skillet until very hot, but not 
smoking. Sear cutlets until golden on each side.  
Set aside.

In the same pan, add chopped shallot and garlic. 
Until golden, 2-3 minutes, add marsala and 
mushrooms until it comes to a boil. Reduce heat  
to allow sauce to thicken (approximately  
10 minutes). Whisk butter until melted.

Add chicken back into pan and cook  
approximately 5-7 minutes. 

Remove chicken onto plate, pouring sauce  
on top and garnish with parsley.

Buon Appetito! 

IN THE KITCHEN:  
WITH MAMA LUCIA  
AND LORRY FEDELI
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“IMPACTING THE LIVES OF THOSE WE SERVE  
IN BUSINESS AND IN LIFE.”

Crowne Centre  
5005 Rockside Road, Fifth Floor

Independence, OH 44131
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