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With active customers in more than 90 countries,

Robert Joyce and his team know a thing 

or two about global enterprise. Jill Rose reports.

The Wheelabrator Group

SPOTLIGHT

Like most companies, The Wheelabrator
Group has to follow its customers. But
thatÕs easier said than done when those

customers aremovingÑrapidlyÑto new markets
half a world away.

ÒThe challenge for the company is to follow 
our customers as they move overseas,Ó said
Robert Joyce, president and CEO of the $270

million metal-surface preparation company.
ÒWe have to track down and stay with our 
customers as they shutter capacity in North
America and Western Europe and move east,
either to Central Europe or Asia.Ó 

Fortunately for Joyce, the recent historyof the
company (which started in 1908) set it up beauti-
fully for this type of customer service. In the late
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To pull the new and old operations together, the
company needs an upgraded IT system. ÒOne of
our challenges is the need for a common infor-
mation backbone,Ó said Joyce. ÒToday, weÕre
dealing with 10 or 11 different ERP systems, and
we need to be able to measureall the businesses
separately and as a whole.Ó

Joyce said the company is in the midst of design-
ing an enterprise-wide system using Microsoft
Axapta. ÒWe looked at all of the systems, and
Microsoft got it right on this one,Ó he said. 

ÒWeÕre$270 million in revenue, but weÕre as
complex as a $4 billion company in terms of
legal entities, currencies, and time zones. Axapta
is very robust and is the perfect price point for 
abusiness of our size,Ó he said, noting that the
rollout will be complete in Europe by the end 
of 2007, then be expanded to China and finally
North America.

ÒJust the ability to better manage our working
capital will make the investment
worthwhile,Ó

Joyce continued. ÒInstead of all these little pock-
ets of inventory, payables, and receivables, weÕll
be able to do everything in one place.Ó

Joyce is also working to create common systems
for sales and marketing, a challenge considering
how many cultures are involved. ÒWhat keeps me
up at night is making sure we can transcend the
cultural barriers within the company,Ó he said. ÒIf 
I say Ôwhite,Õ all the employees in all 17 countries
should understand the word in their native lan-
guage and how it was intended to be understood.Ó

As a first step, the company last year retained an
outside firm to train each sales employee on the
companyÕs global process. ÒWe provided the same
training for everyone, regardless of background,
nationality, or language,Ó Joyce said. 

ÒWhen I ask a salesperson anywherein the 
company if they have a sales advancement or 
acontinuation, they know what I mean,Ó he
explained. ÒWe now have everyone trained, and,
eventually, all of the processes will be codified
internally as standard processes weÕll be able to
track anywhere in the world. To me, thatÕs a big
part of driving common culture.Ó 

Joyce believes this strategy will be critical as the
company works to keep up with its fast-moving
automotive, aerospace, and foundrycustomers.
ÒThe challenge for the sales and marketing team
is to make sure we keep abreast of what the cus-
tomers are facing. If theyÕre looking at moving
from the UK to Poland, we need to be on top of
that beforetheyÕve made the decision because
we have a strong relationship with them. And if
Daimler Chrysler is opening a plant in South
Carolina, we want to know that, too.Ó
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