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CONSULTING | ERP

company had as much expertise imple-
menting Oracle products, explains Lim. 

“In 2000 we knew that the people 
who would know the most about Oracle 
ERP and Oracle E-Business Suite 11i 
would be Oracle consultants,” Lim says. 
“We needed the key consultants who 
were the most knowl-
edgeable about the 
ERP modules in Oracle 
E-Business Suite 11i, 
especially since we were 
implementing relatively 
new modules.” 

Lee agrees. “We 
knew we could work 
faster and smarter if we 
worked with Oracle 
Consulting rather than 
going with a third-
party consulting firm,” 
he says. “We have a 
rather complex business 
process that touches 
almost every func-
tion—from customer-
facing applications to 
manufacturing to our 
employees—so we knew 
we needed someone 
who would do things 
right the first time.” 

Company executives 
also wanted consultants who were familiar 
with the semiconductor business—how 
its environment develops and changes 
and how its supply chain works. They got 
that and more, both Lee and Lim say. 

Accelerated Learning
From the first day working with Oracle 
Consulting on the 2006 project, Lee says 
he realized that they had made a good 
decision. The consulting team quickly 
became an extension of the Avago IT 
team. In fact, when the project manag-
ers organized the implementation, they 
grouped both consultants and employees 
into 36 functional subgroups. Each team 
was given autonomy to work on its indi-
vidual piece of the larger project, but the 
company also created a cross-functional 
team that ensured everyone was working 
toward the same goals. Those cross-
functional teams consisted of both Avago 

>>SNAPSHOT
Avago Technologies
www.avagotech.com
Net revenue: US$1.6 billion, FY 2006
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Oracle E-Business Suite, including 
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ment, Order Management, Logistics, 
Warehouse Management, Product 
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to use our software in the future,” he 
explains. “I was impressed that he was 
not just looking at input for the problem 
and then addressing it and coming back 
with the result. He actually took part in 
thinking through the whole solution.” 

Talking the Talk
“It has to be a two-way process,” 
says Lim. “It’s very important that 
the company makes sure the com-
mitment and the communication is 
there, or the project won’t succeed.” 
Audrey Rasmussen, principal analyst 
with Boulder, Colorado–based research 
group Ptak, Noel & Associates, agrees. 
“Communication needs to be frequent, 
and it needs to address the specific 
issues. For some companies, once a day 
isn’t going to be excessive,” she says. 
“The more a consultant can understand 
your business and how it runs, the more 
success you will have.” 

Avago had the added issues of time, 
language, and cultural barriers. With 
teams composed of so many different 
nationalities and competencies, everyone 
had to be able to adapt. People also had 
to be willing to get their hands dirty. “In 
the past when we had consultants come 
in from third parties, they would spend a 
lot of time documenting the process, but 
most of their time was spent on the tech-
nical side,” says Lim. “There was a limit 
to how far they would go for us. With 
Oracle Consulting, they were helping 
us with solutioning, but they were also 
getting right down to the nitty-gritty, 
going beyond what was required.” 

This led to camaraderie within the 
team, says Lim. “When there was a 
problem, there was very little finger-
pointing. Instead, people would say, ‘Let’s 
try to address and resolve it.’ Everyone 
was trying to learn from the issues and 
each other so they could avoid having 
problems happen repeatedly.” 

Again, Avago executives contributed 
to this congenial atmosphere by giving 
the teams all the tools they needed. 
Avago employees didn’t push everything 
off on the Oracle consultants, and the 
consultants didn’t mind doing whatever 
was needed to make the project a success 
because they could make decisions and 

employees and Oracle consultants.  
“It was a challenge because many of 

the partners had different backgrounds. 
We colocated teams in Singapore and 
the U.S., but we had teams in Malaysia 
and Europe. It was a worldwide team 
that was very involved in the day-to-

day project operations,” 
explains Lim.

The Oracle Consulting 
team was both structured 
and flexible, blending in 
where needed and asserting 
their knowledge when they 
were called on to support 
big decisions. They were 
genuinely curious about 
the plans that were being 
put into place by Avago 
executives, says Lee.

“They weren’t afraid to 
challenge our approach 
with another potential solu-
tion. That new solution 
may have been different 
than what we originally 
asked for, but it gave us 
the same functionality and 
would work better for our 
business because it was 
scalable or more user-
friendly,” Lee adds. 

The Oracle Consulting 
team was there not only to help solve 
problems but also to think ahead to 
prevent future ones, says Lee. “This is 
where our executives were impressed 
with the lead Oracle consultant, Mohit 
Ghatak. He asked questions that didn’t 
just relate to that particular scenario 
or problem. He asked how we wanted 

Hong Siew Lim says that Avago 
was striving for independence.

The consultants extended our 
team, says Hock-Leng Lee.



act on them accordingly.
“Every team had the ability, whenever 

there was an issue, to escalate it as high 
as they needed to,” Lim says. “And we 
kept track of everything to ensure that 
issues that were escalated were owned by 
the right people. We really could address 
problems quickly because we had con-
tingency plans in place ahead of time.” 

New Name, New Game Face
In the end, Avago’s team not only beat 
its deadline but succeeded in imple-
menting its new infrastructure without 
going over budget. On August 5, 2006, 
the company turned off its old legacy 
systems and went live with Oracle  
E-Business Suite 11.5.10. The new soft-
ware and hardware lets the company 
cut its advanced planning runtime in 
half—dropping from 12 to 6 hours—and 
improves productivity by automating 
processes that were previously done 
manually or enabling full integration 
within Oracle ERP. But most importantly, 
the company is able to maintain its best-
in-class delivery and supply chain per-

formance for its customers.
Looking back, Lim says that it was a 

combination of the complete sponsor-
ship and buy-in from their executive and 
project teams as well as the close ties 
Avago formed with Oracle Consulting 
that helped make the project a success.

“Oracle Consulting was in place stra-
tegically. They had the knowledge, the 
expertise, and the management skills to 
drive the project through to completion,” 
he says. “They ensured that we looked at 
the project in totality—not just in silo-
based functions. They helped us manage 
the project and brought leadership to the 
table. They were strong pillars within our 
overall business team.” 

Key to that was Oracle Consulting’s 
recognition and acknowledgment of what 
Avago was trying to accomplish. Ptak, 
Noel & Associates’ Rasmussen says that 
this type of understanding can often 
make the difference between a project 
failure and success. 

“Your company and its employees 
need to understand the scope of a project 
before it gets under way so you can 

explain it to your consultants,” she says. 
“If you don’t do the planning ahead of 
time and can’t describe it, you’re going to 
end up with a lot of surprises on the back 
end, which translates into extra cost and 
extra headache.” This is one of Oracle 
Consulting’s biggest strengths, says Harry 
Storer, Oracle’s senior vice president of 
consulting in the Asia Pacific region.

“We’re not just focused on technol-
ogy or what the customer is doing at that 
moment. We’re interested in what we can 
bring to the table for future implementa-
tion and use,” he says. “We ask them how 
they want to run their businesses. We’re 
reviewing their business processes and 
giving them lifetime support.” <>

Karen J. Bannan is a frequent contributor to Profit.
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It’s all about customer confidence, 
says Harry Storer, Oracle’s senior vice 
president of consulting in the Asia Pacific 
region, citing that as one of the main rea-
sons that Oracle Consulting exists. 

“When we sell new products to cus-
tomers who want to achieve significant 
business results, they can have confi-
dence that there are people from all over 
the world who can come and help them 
implement software and make sure that 
they get what they’re looking for,” empha-
sizes Storer.  

Achieving that goal is easier these days 
due to recent increases in consulting 
bandwidth, offerings, and opportunities 
stemming from Oracle’s mergers and 
acquisitions activities. The infusion of tal-
ent and resources over the past couple of 
years alone through some of the strategic 
acquisitions—including PeopleSoft, JD 
Edwards, Siebel, and i-flex—rounds out 
Oracle’s software and services offerings.  
According to Storer, this provides an entry 
point for nearly every vertical market and 
every size of business. 

“The acquisitions brought many new 
players into our team, of course, and we 
welcome their experience,” he explains. 
“Oracle now has a broad functional foot-

print that is very attractive to clients, and 
Oracle Consulting has retained the ex-
pertise to be able to implement business 
solutions based on these products.” 

And it’s not just its own consultants 
that Oracle brings to the table. Oracle 
Consulting customers can also tap into 
internal Oracle experts as well as Oracle 
partners such as IBM and Accenture—the 
best of both worlds, says Storer. Oracle 
consultants are designing customer 
implementations by taking business 
processes into consideration first and 
using the industry expertise of its partners 
to ensure best practices are identified, 
Storer adds. 

“Our core offering is to implement 
Oracle software with as few extensions 
and customizations as possible. We help 
clients implement strong solutions using 
standard products and encourage them 
to look to future planned releases for 
additional functionality,” he says. “In that 
way, we help our customers cut down 
on the need to customize and the annual 
expenditure of maintaining extensions.” 

Communication is one of the pillars 
of the Oracle Consulting business. “The 
key to taking full advantage of Oracle’s 
offerings,” says Storer, “is getting Oracle 

Consulting involved early and talking 
about business needs even if you’re not 
exactly sure what you’re looking for. 

“Time may on occasion present a 
challenge. The more time we can have to 
think through different approaches and 
research with the global network, the 
more time we have to do rather than just 
respond to a request on how we would 
implement our system,” he says. “Our cli-
ents are looking for lifetime support from 
Oracle, both from consulting and support. 
Our consultants can help a business 
change what they do and how they do it.” 

The most successful clients, says 
Storer, are the ones who look at their new 
projects as a long-term partnership and 
investment. “My advice to clients would 
be to find out more about a potential 
organization’s long-term ability to support 
them and their product direction,” he 
explains. “This includes visiting some of 
the company’s very large clients—even if 
you’re not a huge client—to find out how 
they are being supported. In the end, 
you’ll see that if you have Oracle involved 
in your implementation, you have the best 
chance to optimize and handle an imple-
mentation from concept, through devel-
opment, and into support seamlessly.”

Oracle Senior VP Harry Storer on Getting the Most from Oracle Software
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PUBLIC SERVICE | CRM

ike most CEOs, on any given day, Venkat Changavalli can 
assess his organization’s performance by reviewing a dash-
board. But it doesn’t track sales figures, productivity levels, 

or performance standards, nor does it lend insight into 
shareholder value—at least not in the standard sense. 

Changavalli goes straight to a different kind of bottom 
line: how many lives did his organization save? As CEO of 
the Emergency Management and Research Institute (EMRI) in 
Andhra Pradesh, India, Changavalli makes that number his 
primary concern. From there, he can drill down to review the 
number of calls coming into EMRI’s Hyderabad call center; dis-
tinguish emergency calls from 
administrative calls and sort 
them by medical, police, or fire 
emergency; track the number 
of ambulances deployed, how 
many kilometers they traveled, 
and how quickly they arrived at 
the scene; and determine which 
hospitals received the patients 
they carried. All calls are taken at 
the Hyderabad call center, with 
ambulances dispatched locally 
from a group of 502 ambulances, 
or one for every 160,000 people. 

He can also track a patient’s 
vital statistics at several points 
in the journey, which is how 
EMRI determines the number 
of lives saved. “We have defined 
several parameters—pulse, 
blood pressure, and other vital 
statistics—that we measure at 
the time we meet the patient, 

at the time we hand him or her over to the hospital, and then 
48 hours later,” says Changavalli. “If the patient had bad vitals 
to start with, wouldn’t have survived without care, and is still 
living 48 hours later, we count it as a life saved. Our aim is to 
save one million lives a year.”

A CRITICAL NEED
EMRI was launched in April 2005 with US$35 million in 
funding from Ramalinga Raju, founder and chairman of Satyam 
Computer Services. Designation of 1-0-8 as the region’s emer-
gency telephone number followed. “Two hundred thousand 
people in India face medical emergencies every day, and 80 
percent of hospital deaths occur in the first hour of admission,” 

says Changavalli. “Five million 
lives were being lost every year, 
because there was no single 
number to call, no ambulance, 
no concept of free hospital care. 
Ramalinga Raju thought he 
could create value by creating 
an institution with one number, 
ambulance facilities, trained 
paramedics, and access to free 
hospital care—and integrate 
these so care is complete.”

EMRI now operates the 
fastest, most comprehensive 
emergency response system 
in India, providing not only 
medical emergency response 
but also police and fire services 
under one roof. Its state-of-the-
art campus houses a sophis-
ticated call center, medical 
personnel who provide tele-
phone guidance to emergency da
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the drive  
to save lives

EMRI implements a public safety system that’s transforming lives in India.

BY Molly Rose Teuke
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Number of lives saved is a metric that EMRI 
CEO Venkat Changavalli can track with his 
company’s sophisticated response system. 

responders in the field, support staff, and 
research and training facilities. “The speed 
and degree to which they’ve accomplished 
this is startling,” notes Roger Hixson, 
technical issues director for the Arlington, 
Virginia–based National Emergency 
Number Association (NENA). “They’ve 
implemented the type of PSAP [Public 
Safety Answering Point] or 9-1-1 center 
equipment at a level of sophistication 
that a fairly well-funded medium-to-large 
PSAP would have in the United States at 
this time. The difference is that our PSAP 
would have done that over the course of 
multiple years, and at EMRI they’ve done 
it within a year.”

AN AGGRESSIVE SCHEDULE
Considerably less than a year, in fact. 
With a very short launch time—100 
days—the team that planned EMRI faced 
three big challenges: how to establish 
partnerships that would create a compre-
hensive response system, how to deter-
mine which technologies and processes 
would best serve the goal of saving lives, 
and how to best work with the govern-
ment to designate a single, toll-free emer-
gency number.

Changavalli and his team began to 
talk with potential public and private 
partners. They garnered a commitment 
of emergency response participation and 
cooperation from Andhra Pradesh, India’s 
fifth-largest state in terms of both geog-
raphy and population. They have signed 
memorandums of understanding with 
802 hospitals, committing them to free, 
short-term emergency healthcare. They 
also worked quickly to establish 1-0-8 as 
the dedicated emergency number.

A team of IT professionals provided 
by Satyam Computer began assessing 
technologies. Three big-picture processes 
emerged: sensing (receiving the call, col-
lecting facts, assigning response), reaching 
(emergency responders arriving at the 
scene), and caring (providing pre- 
hospital emergency care while transport-
ing patients). Voice over IP capacity 
was a logical choice, although there 
is as yet no legal mandate that cell 
phone providers must divulge location. 
Computer telephony integration, voice 
loggers, interactive voice response, geo-

graphic information systems, and global 
positioning systems were other obvious 
technology choices, given the need for 
distress communication and manage-
ment. More-surprising choices included 
Oracle Financials, Oracle Human Capital 
Management, and Oracle Customer 

Relationship Management (CRM). 
“Generally in nonprofits, you won’t 

find these kinds of applications,” notes 
Changavalli. “I was the CEO of a German 
multinational for 11 years before coming 
here. Ramalinga wanted this to be run 
with the kind of performance measures, 
marketing strategies, customer orienta-
tion, and partnerships that a for-profit 
organization would have. Whereas in 
another organization, a failure would 
cause loss of a customer, here failure 
causes a death. 

“Why CRM? Because our patients are 
our customers, and the hospitals that 
receive those patients are also our custom-
ers. We keep track of which hospitals 
our patients are going to so that if one 
hospital receives more of our patients 
more often, we spend more time with that 
partner, understanding the processes and 
challenges so the interface will become 
easier in the future. Then we have our 
government and alliance partners in the 
field of emergency medicine, and we also 
have U.S. partners that share practices 
and training. These are all our customers.”

A DATA-DRIVEN SYSTEM
Automating back-office functions was 
considered essential for consistency and 
speed as well as for the very detailed 
tracking available on 1-0-8 calls, says 
Anil Jampala, EMRI’s CIO. “You name 
any parameter in this process of sensing, 
reaching, and caring, and it comes in a 
report every day,” he says. It also facilitates 
Changavalli’s daily record of lives saved, 
an unusual capability in the emergency 
number response environment, according 
to Patrick Halley, spokesperson for NENA. 
“There may be some U.S. jurisdictions 
that are tracking this kind of information, 
but to my knowledge, it’s not universally 
done,” he says. “One of the beauties of 
the data-driven system we’ll see with 
our Next Generation 9-1-1 is that we 
will have access to better information, 
including information on the patients we 
respond to and the outcomes.”

Just as pressing was the desire to create 
the capacity to scale the operation beyond 
the single state of Andhra Pradesh. 
“There have been isolated attempts to 
address emergency care in India,” says 



Changavalli, “but they have failed because 
they could not scale up. Scale is a big 
issue.” When EMRI was launched in 
August 2005 in Hyderabad, the capital of 
Andhra Pradesh, the plan was to launch 
in four more towns in September, five 
more in the first quarter of 2006, and an 
additional 40 by June 30, 2006. In every 
instance, the goals were met, and that 
pace of rapid expansion has continued, 
making it worth the effort of creating 
a system with capacity to scale. Solid, 
scalable back-end systems also allow for 
easier front-end changes in interface, such 
as languages spoken, as the 1-0-8 model 
is adopted in a broader area.

“We tracked the type and volume of 
calls expected, so that in terms of speci-
fications, we could build a system from 
the beginning that would grow,” notes 

Changavalli. “In January 2007, we were 
receiving 10,000 calls each day from a 
population of 25 million. By May, the 
population we serve more than tripled to 
80 [million]. The awareness of 1-0-8 was 
only around 40 percent early in 2007. If 
this awareness goes to 100 percent and 
the 25 million goes to 1,000 million,  
which is what we anticipate, the number 
of calls will go to 1 million by 2010.” 

1-0-8 SAVES LIVES
EMRI’s 1-0-8 emergency number joins 
18 emergency numbers already in use 
around the globe, most of them pub-
licly sponsored. From Australia’s 0-0-0, 
Moscow’s 0-5-1, and France’s 1-7 to the 
1-1-2 used by several European countries, 
each jurisdiction has its own reasons for 
choosing the digits that represent emer-

gency response. India’s 1-0-8 was chosen 
for reasons both cultural and practi-
cal, but there is one defining factor that 
underscores for CEO Changavalli how 
important the public/private partnerships 
are that make the system work. “These 
kinds of undertakings require friendship 
amongst the partners,” he says. “If you 
give numerical values to the alphabet—A 
is 1, B is 2, C is 3—and you add up the 
numbers that make ‘friendship,’ you will 
arrive at 108.” <>

Molly Rose Teuke is a freelance writer specializing 

in technology and business issues.
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Profit spoke with Roger Hixson, technical 

issues director for the National Emergency 

Number Association, which fosters the 

technological advancement, availability, 

and implementation of a universal emer-

gency telephone number system. 

PROFIT: 9-1-1 service was launched in 

the U.S. in 1968. Where are we today?

HIXSON: E9-1-1, or Enhanced 9-1-1, 

involves selective routing that routes a 

call, based on actual location or address, 

to the appropriate PSAP [Public Safety 

Answering Point] for a given geography or 

jurisdiction. We’ve been doing that since 

the 1980s. We’re now in the process of 

planning what will be a quantum leap 

from E9-1-1 to NG9-1-1—Next Genera-

tion 9-1-1. NG9-1-1 will be an IP [internet 

protocol] network–based replacement 

system that uses software applications to 

replace many of the physical components 

in today’s E9-1-1 system.

PROFIT: Why is a software-based sys-

tem an improvement over E9-1-1?

HIXSON: Today’s E9-1-1 systems 

mostly use analog or digital trunking and 

switching. The function among differ-

ent E9-1-1 systems is the same, but 

the types of circuits and switches vary 

quite a bit, and the future of those cur-

rent technologies is not rosy. In terms of 

consistency of operation, maintenance, 

and troubleshooting, it’s getting more 

difficult to manage and maintain them. 

We believe NG9-1-1 will be less costly in 

the long run, in part because of shared 

technology—shared networks as well as 

shared applications and distributed appli-

cations to do things that are today done 

standalone. Say you have six counties 

sharing a computer-aided dispatch sys-

tem as a networked process and you’re 

splitting the cost six ways. 

PROFIT: What’s the timeline for Next 

Generation 9-1-1?

HIXSON: The earliest you’ll see it fully 

functional is 2009. It could be longer,  

and that’s just to get it started. There 

will be early adopters who build varia-

tions—a couple users have done partial 

NG9-1-1 types of systems, but not 

the whole thing. Interest is growing in 

requirements and standards for NG9-1-1. 

The functional aspects are based on IP 

technology, but NG9-1-1 is not internet 

based. We’re accepting calls over the 

internet, but we’re not going to start run-

ning wire line and wireless calls over the 

internet to a PSAP, for a number of rea-

sons, not least of which is security. So we 

start with IP technology, and then other 

applications—database management, for 

example—will be used in relation to how 

you control call routing, who has access 

to what data, security, things like that. 

PROFIT: If the technology exists, why 

the delay in implementation?

HIXSON: A big issue right now is 

identifying and forecasting changes in 

telecommunications and public safety 

services that affect how we design, 

test, and implement the system. We’re 

designing a system that has to work in 

the future, including for future types of 

communication technologies, and that 

raises many questions. If we don’t solve 

jurisdictional, funding, policy, and regula-

tory issues—what I refer to as enabling 

factors and what many people would call 

roadblocks—mass implementation of full 

NG9-1-1 won’t start by 2009.

Q&A
EMERGENCY RESPONSE IN TRANSITION 
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as a leader. One of the most important 
steps is to develop self-awareness, and the 
only way to do that is through effective, 
consistent feedback. I’m a great believer 
in 360-degree feedback—not just feed-
back from your bosses but also feedback 
from your peers, the people who work for 
you, the people you’re trying to motivate. 
It’s also important in the middle of your 
career to test your values under pressure. 
I think a lot of people in organizations are 
afraid, “If I fail, that’ll end my career.” We 
all fail. At Medtronic I would not promote 
anyone to a high-level position who had 
not failed, who had not been tested. I had 
seen some people in other organizations 
float to the top and then make mega- 
mistakes because they didn’t know how 
to deal with the pressure.
PROFIT: You include exercises in each 
chapter of the book. Should it be a lot of 
work to find your true north? 
GEORGE: Yes, because life is a lot of 
work. A lot of people don’t want to deal 
with pain they’ve experienced, and it gives 
them fears and anxieties they don’t really 

n True North: Discover Your Authentic 
Leadership, Bill George states that 
leaders need an “internal compass” to 
guide them. Profit talked to George, 

the former CEO of Medtronic and a pro-
fessor of management practice at Harvard 
Business School, about authentic leader-
ship and the one value every leader needs.
PROFIT: What is an authentic leader?
GEORGE: Being a leader is very much 
like being an athlete or a musician. You 
may have gifts you’re born with, but you 
have to develop those throughout your 
lifetime. Authentic leaders—who are 
genuine and have a sense of purpose and 
a clear sense of values—are much more 
effective over the long term. The only way 
you can stay true to who you are is to 
develop yourself as an authentic leader. 
Otherwise, you’re very much at risk of 
being a glory seeker or a shooting star.
PROFIT: You interviewed more than 100 
leaders for this book, including Starbucks’ 
Howard Schultz and Avon’s Andrea Jung, 
all who have different strengths and styles. 
You say integrity is the only consistent 
value required of authentic leaders. Why?
GEORGE: You can’t build a relationship 
unless it’s based on integrity and trust. 
If I think someone is not telling me the 
truth, then I have to go around and check 
on them. Leaders who maintain a level 
of integrity have more-effective organiza-
tions. Employees know what the ground 
rules are, so if they’re doing business in a 
foreign country where bribes are regularly 
paid, they know how to handle that.
PROFIT: What’s the No. 1 thing that 
leaders moving up the corporate ladder 
should focus on?
GEORGE: Consciously develop yourself 

THE RIGHT DIRECTION
HOW PURPOSE, PASSION, AND INTEGRITY DRIVE LEADERS TO THE TOP

BY Kate Pavao

Authentic Leadership
Bill George talks about his five 

dimensions of authentic leadership.

Pursue purpose with passion.  

“At the end of the day, there needs to 

be meaning for you, because people 

sense that. Great organizations can 

align around a purpose.”

Practice solid values. “Get alignment 

around values, and test your own val-

ues under pressure. That way when 

you get pressure to do something 

unethical, you can say, ‘We’re not 

going to do that.’”

Lead with heart. “Qualities of the 

heart are empathy for the people you 

work with, compassion for the cus-

tomers, passion for the business, and 

the courage to make hard decisions.”

Establish enduring relationships. 

“When Anne Mulcahy became CEO 

of Xerox, she had no financial back-

ground and was facing bankruptcy. 

Yet she rallied people around getting 

Xerox restored to a great company. 

People trusted Anne, and they knew 

her word was good.”

Demonstrate self-discipline. “Lead-

ers who set higher standards for their 

subordinates than they do for them-

selves aren’t going to be successful.” 

need to have. So a lot of the exercises are 
really asking readers to frame their experi-
ences, the people who have influenced 
them, the challenges they’ve had, to figure 
out who they are in the world. <>

KATE PAVAO is a California-based freelance writer. 




