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OC 50: New Faces of Influence
Biggest Turnover in 21 -Year History %
• By JERRY SULLIVAN

This year's OC 50 has an unprecedented infusion of new blood.
The Business Journal's annual inventory of the most influential

members of the business community here features a turnover of
about 20% from last year, with 11 new members and 10 new en-
tries.

There are actually 55 individuals on the list, thanks to five
dual entries in cases in which two executives are closely bound
by professional circumstances or family ties.

Plenty of familiar names remain—from Argyros, Bren and
Creed to Sun, Tu and Ueberroth.

The turnover, meanwhile, comes in part on a wave of retire-
ments and transfers—and a firing in one case. One-time perennial
members of the list who retired in the past year include John 2013 edition: special section

starts on page 29

Reset or Riptide?
Quiksilver, Billabong Look to Get Back on Track

• By KARI HAMANAKA

Two of the surfwear industry's largest
companies—Quiksilver and Billabong—
stand at a crossroads, and executive turnover
among other changes may be keys to finding
their way.

Huntington Beach-based Quiksilver Inc.
and Australia-based Billabong International
Ltd.—parent of Billabong USA in Irvine—
have long been seen as bellwethers for the
action-sports industry. They've both also
seen a tough few years along with other ap-
parel makers. The recent recession, fast-fash-
ion pressures, and more recent

waves caused by rough waters Q U I K S I I V E R
in the global markets have sent
the action-sports industry in search of new
footing.

The challenge is Stifter for Quiksilver and
Billabong, both of which ballooned over the

Brands' challenge: get lean, stay focused

past decade by adding brands and building
up their retail portfolios.

The common thread for both companies
as they seek turnarounds in
the business: focus.

It's a word new Quiksilver
Chief Executive Andy Mooney—who
joined the company in January—hammered
on during the company's first-quarter eam-

^Surf Brands 64

Mobilitie: Bringing 4G Wireless
to a Venue Near You

TECHNOLOGY: Sold most
traditional cellphone towers
• By MARK MUELLER

Mobilitie LLC made its first major
windfall by improving wireless coverage
across the country, one cellphone tower at
a time.

Now growth is coming one arena, sta- Jabara: Mobilitie
dium and casino at a time for the Newport f d ll it
Beach-based provider of wireless mfra-
structure. high-tech bent

it a real

The privately held company,
taking advantage of people's
growing expectations to be
plugged in at all times, has be-
come a leader in the installation
of distributed antenna systems,
or DAS, permanent antenna
systems that can be placed in a
variety of indoor and outdoor
venues to provide better cell-
phone and wireless connec-
tions for patrons.

^Mobilitie 55
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Western Digital Makes
Strides on Strategic
Shift Beyond PCs
TECHNOLOGY: Corporate sector,
cloud to claim more than half of sales
• By CHRIS CASACCHIA

Western Digital Corp.'s strategy to diversify
product offerings into the corporate sector and
cloud have distanced the Irvine-based company
from its long-held reliance on a PC market in long-
term decline.

Revenue from non-PC
business lines is projected to
account for more than 50% of |
annual sales this year, up
from 35% five years ago, the
company said in a recent con-
ference call.

That would be the first
time in the company's 43-
year history. Milligani-lessofa

"We're becoming less and PC story and more
less of a PC story and more of o' an overall digital
an overall digital data growth ^^^^ ^rovith story"
story," said Chief Executive Steve Milligan, who
debuts on this year's OC 50, a list of the most in-
fluential members of the local business community
and the subject of this special issue of the Business

Oakley's Not Just About
Sunglasses—Or Men
APPAREL: Campaign for training
gear targets females as growth market
• By KARI HAMANAKA

Selling a bra is obviously not the same as selling
a pair of sunglasses.

Executives at eyewear and apparel maker Oakley
Inc. get it—and they hope to grow women's ap-
parel sales with a focus on ac-
tivewear and a new side to
the company's bold attitude.

"We need to make this hap-
pen, and it's a matter of driv-
ing the business that way, but
that means some shifts in at-
titude and speaking to women
differently," said Josee Per-
reault, who oversees
women's optical and apparel Perreault: company
sales as Oakley's senior vice wants to target the
president of global business, average active

The company recently re- ' " ° ' " ^ "
leased a marketing campaign called "Made For
More" for its women's training gear, poking fun at
the trend of workout gear that's being pushed for
leisure by some other brands.

Oakley Chief Executive Colin Baden, said he
believes the company has the upper hand in
women's apparel based on the brand's cuiTent po-

1^ Oakley 63
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BUSINESS SERVICES

THE ESDI TEAM AND MASSY FARZINE

CONGRATULATE ALL FELLOW

NOMINEES FOR THE 2013

WOMEN IN BUSINESS AWARDS

FiaiTIOUS BUSINESS NAME STATEMENT
20136333021

The following company is doing business as COST-U LESS INSURANCE CENTER 6722 ORANGETHORPE AV-
ENUE, SUITE 200, BUENA PARK, CA 90620. This husiness is being condurted hy o corporation, SACRAMENTO
AUTO INSURANCE CENTER INC., 6722 ORANGETHORPE AVENUE, SUITE 200, BUENA PARK, CA 90620. This
reqislront bos commenced business under the fictitious name SINCE 4 / 1 7 / 1 9 9 7 . This stotement wos filed
wifb tbe County Clerk of Orange County on 4 / 1 / 1 3 . Notice—this fictitious names statement expires five
yeors from tbe dote it was filed in the office of the County Clerk. A new fictitious business nome statement
must be filed before that time. The filing of tbis statement does not of itself authorize the use in this stote
of a fictitious husiness name in violation of the rights of onotbei under federal state or common law (see
section 14400 ET SEQ., business and professions codel. APRIL 2 2 , 2 9 , MAY 6 , 1 3 , 2 0 1 3 .

EiaiTIOUS BUSINESS NAME STATEMENT
20136334930

The following company is doing business as LOVINA BAR, 34 KING EIDER LANE, ALISO VIEJO CA 92656
This husiness is heing conducted by an individuol, SHARON EIOCCA, LÜVINA BAR, 34 KING EIDER LANE,
ALISO VIEJO, CA 92656. Tbis registrant bas cammenced husiness under the fictitiaus name SINCE
4 / 1 7 / 1 9 9 7 . This statement was filed with tbe County Clerk of Oronge County on 4 / 1 7 / 1 3 . Notice—this
fictitious nomes stotement expires five years from tbe dote it was filed in tbe office of the County Clerk. A
new fictitious business nome statement must be filed before thot time. The filing of this statement does not
of itself outhorize the use in tbis state of a fictitious business name in violotion of the rights of onother
under federal, state, or common law (see section 14400 ET SEQ., husiness and professions code) APRIL
22 ,29 , MAY 6 , 1 3 , 2 0 1 3 .

EICTITIQUS BUSINESS NAME STATEMENT
20136335548

Tbe following company is doing business as PEREORMANCE PLUS BATTERIES, 1500 E. KIMBERLY AVE
EULLERTQN, CA 92831. Tbis husiness is heing conducted by a corporation PEREORMANCE PLUS DIST INC
OE CA, 1500 E. KIMBERLY AVE., EULLERTON, CA 92831. Tbis registront bas commenced business under tbe
fictitious name 9 / 1 / 9 7 . This statement was filed with the County Clerk of Orange County on 4 / 2 3 / 1 3 .
Notice—this fictitious names statement expires five years from tbe dote it wos filed in trie office of tbe
County Clerk. A new fictitious business nome statement must he filed before that time. The filing of tfiis
statement does not of itself authorize the use in this stote of a fictitious business name in violation of tfie
rigbts of anotber under federal, state, or common law (see section 14400 ET SEQ. business onci professions
code). Published APRIL 29, MAY 6 , 1 3 , 2 0 , 2 0 1 3 .

Mobilitie
^ from page 1

Mobilitie is now believed to be the coun-
try's largest supplier of DAS for stadiums
and other sporting venues where tens of
thousands of smartphone-wielding cus-
tomers can be in close proximity—checking
online highlights, posting videos or pictures
to Facebook or other sites, or just making
calls.

Locations
Among the dozens of locations featuring

the company's products are Tropicana Field,
home of MLB's Tampa Bay Rays; Time
Warner Cable Arena, the home court of the
NBA's Charlotte Bobcats; Arrowhead Sta-
dium, the home field ofthe NFL's Kansas
City Chiefs; and Nationwide Arena, used by
the NHL's Columbus Blue Jackets.

This month's Kentucky Derby, with a
crowd estimated at nearly 150,000, featured
a Mobilitie-installed DAS said to have in-
eluded more than 100 small antennas
throughout Churchill Downs, linked to-
gether by more than 35,000 feet of fiber.

The company has also lined up other ven-
ues for its systems, including a recemly
inked deal for the Honda Center in Ana-
heim, as well as casino and hotel operators
like Las Vegas-based MGM Resorts Inter-
national.

"It's a big source of growth for us right
now," said Gary Jabara, a former partner
in the telecommunications infrastructure
practice of Deloitte who founded Mobili-
tie—pronounced "mobility"—in 2005.

The company spent its first years focusing
on cellphone towers and built a national net-
work of more than 3,000 that were in turn
leased to most ofthe country's leading cell-
phone carriers.

Last year it sold about 2,300 ofthe towers

Churchill Downs: Mobilitie installed cellphone antennas there for
Kentucky Derby

to Boca Raton, Fla.-based competitor SBA
Communications Corp. in a deal valued at
close to $1.1 billion.

The deal, in addition to providing money
to help fund the development of its DAS
line of business, freed up millions for
Jabara, who last year took a run at buying
baseball's San Diego Padres franchise.

He's also used the deal's proceeds to buy
nearly $200 million worth of real estate
properties in Orange County, and he also
helped fund the April launch of Newport
Beach-based Villa Real Estate LLC, a
high-end residential brokerage.

Jabara, who has described Mobilitie as a
real estate company that happens to have a
high-tech bent, thanks to its cell tower and
DAS leasing strategy, is one of 11 new en-
tries to this week's OC 50, the Business
Journal's annual listing ofthe area's most
prominent businesspeople (see Special Re-
port, page 29).

Capital Intensive
Not all of Mobilifie's push into DAS is

being funded by the windfall from last

year's SBA deal.
The company raised $ 100

million from Los Angeles-
based private equity in-
vestor Shamrock Capital
Advisors in February to

2 help fund the building and
deployment of its systems.

DAS projects for stadi-
ums like Honda Center can
run about $5 million for
equipment and installation.
Sometimes the company
pays for the right to install
the systems; other times the
arenas foot all or part ofthe
bill. And, in some cases,
cellphone carriers pay part
ofthe cost.

"They're complicated systems and very
capital-intensive," said Mobilitie President
Christos Karmis, another Deloitte vet-
eran who has been with Mobilitie since its
start.

Well Worth It
Carriers, who typieally lease the neutral-

host systems from Mobilitie, think the in-
vestment is well worth the costs, according
to Jabara.

AT&T Inc., which worked with Mobili-
tie on the Churchill Downs installation,
likely "made millions of dollars" over the
course of the May 4 horse racing event,
thanks to heavy customer data-usage fees,
he said, adding that the systems, in addition
to generating revenue, also help cellphone
carriers retain customers.

Studies show that while wireless customers
might accept the occasional dropped call
while traveling in their cars, they're much
more likely switeh carriers if they ean't con-
nect at a concert or ballgame, he said.

The company also touts DAS' benefit to
arenas themselves. The systems are de-

signed to allow broadcast of site-specific
content to mobile deviees, giving concert-
goers with upper-level seats a front-row
view on their phones, for example.

Mobilitie's business model "enables
wireless and wireline carriers to preserve
precious capital while accelerating network
development," said Steve Royer, a partner
at Shamrock.

Royer said his private equity firm has
been "impressed" with Mobilitie's track
record.

Next Steps?
Mobilitie said it continues to generate

strong revenues from leasing its remaining
cellphone towers to carriers, but DAS is
now the fastest-growing part of the com-
pany's business, according to Karmis.

He said the company plans to announce a
few more product lines this year to piggy-
back on the DAS success.

All of the growth has caught the eye of
numerous potential suitors, according to
Jabara, who estimated the company's enter-
prise value—essentially its market cap plus
debt and minus cash—at between $400 mil-
lion and $500 million.

Private equity firms like New York-based
KKR & Co. have inquired about a poten-
tial acquisition, as have other tech compa-
nies, including Mountain View-based
Google Inc. and Facebook Inc. of Menlo
Park, he said.

"It's fun to talk to people," Jabara said.
But he said the company has no immedi-

ate sales plans or plans to go publie via an
initial public offering, although he said its
financiáis are IPO-ready.

"You like to have options," he said,
adding that technology companies like Mo-
bilitie tend to get the highest price from a
"strategic sale" to a well-funded company
in its industry. •
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