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suspect the AI industry 
and global markets will be 
forced to have a “show me 
the money” moment, as 
executive editor Jim Ed-
wards explains on page 86. 
And if the AI business 
models and efficiency 
gains remain largely un-
proven by then, the fallout 
could cause global stock 
market chaos.

After all, in the words 
of Anthropic CEO Dario 
Amodei: “Business should 
care about bringing in 
cash, not setting cash on 
fire, right?”

Elsewhere in this issue, 
we commemorate the end 
of Warren Buffett’s his-
toric tenure at Berkshire 
Hathaway, as he passes 
the CEO title to longtime 
lieutenant Greg Abel (find 
our profile of Abel from 
our February/March 2025 
issue on Fortune.com). As 
if you needed any more 
proof that Buffett is the 
GOAT, here’s a fun fact: If 
you had invested $1,000 
in Berkshire back when 
Buffett took control of it 
in 1965, it would be worth 
$60 million today. We 
pulled together his top 
five rules for investing on 
page 102. And on page 92, 
you can find advice from 
our finance team on how 
to invest if the markets 
turn rocky next year. 

Thanks for reading! 

“ARE WE IN AN AI 

BUBBLE?” is the 
number-one question busi-
ness leaders and investors 
are asking right now.

Most, including a lot of 
AI bulls, agree the answer 
is yes. But how much big-
ger it could get, and how 
the party could end, are 
open questions we sought 
to explore in this issue.

For our cover story 
(page 44), AI editor Jer-
emy Kahn spent time with 
Dario and Daniela Amo-
dei, the brother-and-sister 
cofounders who defected 
from OpenAI to launch 
Anthropic. While its large 
language model, Claude, 
doesn’t have nearly the 
same name recognition 
or consumer user base as 
ChatGPT, it has quietly 
become the preferred AI 
solution for enterprise cus-
tomers, with an estimated 
one-third or more of the 
market.

The reason: its reputa-
tion for trust and safety—
the two most important 
features all companies 
need to have to win cus-
tomers in today’s climate.

But even for Anthropic, 
an AI company that’s cur-
rently projected to reach 
profitability years faster 
than OpenAI, there are big 
questions around the over-
all amount of investment 
pouring into supporting a 

young industry with un-
proven business models.

For now, the party 
may continue. Goldman 
Sachs estimates capital 
expenditure on AI will 
hit $390 billion for 2025 
and increase even further 
next year, led by big tech 
players including Micro-
soft, Alphabet, and Meta. 
Much of that money is 
being spent on just 10 
companies that are all 
interlocked, with the big 
companies investing in 
the AI upstarts, which in 
turn pump money back 
into them by buying their 
products or services. For 
a close-up look at Nvidia’s 
role in the center of this 
circular AI economy, read 
FortuneÕs Shawn Tully on 
page 68.

After 2026, analysts 

ALYSON SHONTELL

Editor-in-Chief, Fortune

feedback@fortune.com

If AI business 
models and 
efficiency 
gains remain 
largely 
unproven in a 
couple years, 
the fallout 
could cause 
global stock 
market chaos.

THE QUESTION NO ONE CAN AFFORD TO IGNORE
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AVERITAS PHARMA, A GRÜNENTHAL COMPANY, 

approaches pain as a disease in urgent 

need of a solution, not just a symptom  

to be managed. Leading with a patient- 

first mindset, the company is driven by  

empathy for those living with chronic 

pain. This powers its purpose of making 

a difference in the lives of appropriate 

patients by advancing how pain and its 

impact are understood and treated.

Based in Morristown, N.J., Averitas  

has built its reputation on care that  

extends from science to everyday life.  

Its culture combines scientific focus with 

a deep respect for the people who make 

its mission possible—its employees and 

the patients it serves. 

That commitment continues to earn 

Averitas recognition as a Great Place 

To Work® and a 2025 Fortune Best 

Workplace in Biopharma—distinctions 

that reflect the company’s results and 

humanity. “We are an organization 

driven by passionate individuals who, 

through sheer hard work, are mak-

ing a difference for the patients who 

depend on us,” says Arvashni Seeripat, 

general manager, U.S., and president 

at Averitas. 

Since its inception, the company 

has been on a journey committed to 

excellence as its employees learn, grow, 

and evolve together. “Our employees 

are the key to our success,” says Claire 

Sumner, vice president and head of 

HR, U.S., Averitas. “We’ve created a 

distinctive culture where everyone can 

be seen, supported, and able to do their 

best work toward achieving our shared 

goals.” Anchored in these values, teams 

work closely together to learn from and 

elevate one another while maintaining 

the highest standards of integrity. 

For medical science liaison 

Elizabeth Hur, the alignment between 

people and purpose defines its culture. 

“I’m empowered to make a difference 

for patients,” she says. “It’s more than  

a job; it’s a sense of purpose.” 

This philosophy also guides how 

Averitas supports its people. The  

company provides family-friendly  

policies, such as access to programs 

that help employees care for them-

selves and their loved ones at every 

stage of life, as well as competitive 

benefits and opportunities for  

professional growth and development. 

Reflecting a shared belief in giving 

back, employees also receive an  

annual volunteer day to use in ways that 

matter most to them, complemented by 

company charitable contributions.

While its journey continues, Averitas’s 

foundation remains the same: a place 

where solutions meet empathy, shared 

values guide daily action, and doing 

good work begins with the inspiration 

to make a difference. ■

PROFILE 2025 | BEST WORKPLACE IN BIOPHARMA

CONTENT FROM AVERITAS PHARMA 
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 Culture Where 
Purpose Powers 
Progress
 Averitas Pharma is making a meaningful difference 

by putting its people and patients first. 

AVERITAS EMPLOYEES UNITE AROUND 

A SHARED SENSE OF PURPOSE, 

WORKING TOGETHER TO HAVE AN 

IMPACT FOR PATIENTS.
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ment. The article quickly 

shot around the web, with 

many social media posts 

railing against the com-

pany’s apparent motive 

of reducing the need to 

create jobs for people. 

Such fears are not un-

founded; indeed, they are 

becoming the dominating 

anxiety of our era. Figur-

ing out whether there will 

be enough human jobs to 

go around in the future, 

as AI and robotics pro-

liferate, is a conundrum 

business leaders can no 

longer ignore. 

Amazon warehouses, on 

average, do employ fewer 

people per facility than 

they have at any point in 

the past 16 years, accord-

ing to a Wall Street Journal 

analysis (though at least 

some of that is owing to 

the company’s expansion 

of smaller “last-mile” facili-

ties that naturally employ 

fewer people).

Amid these concerns 

over the future of blue-

collar workers in Amazon’s 

warehouses came the 

news of a major round of 

layoffs—of white-collar 

workers. The company cut 

roughly 14,000 jobs, about 

4% of its corporate work-

force. The restructuring’s 

aim was “reducing bureau-

cracy, removing layers, and 

shifting resources to en-

sure we’re investing in our 

biggest bets,” according 

to a company memo—but 

many took it as a sign that 

the company’s AI-related 

job losses have begun. 

(That’s not an unreason-

able leap after Amazon 

CEO Andy Jassy wrote 

in June that as a result of 

using AI more internally, 

“we expect that this will 

reduce our total corpo-

rate workforce as we get 

efficiency gains.”) Multiple 

news publications have 

reported that a second 

round of significant layoffs 

will hit Amazon’s corpo-

rate workforce in January, 

following the peak holiday 

shopping season. 

The big bets referenced 

in the most recent layoff 

announcement include the 

tens of billions of dollars 

Amazon is spending an-

nually on data centers and 

other infrastructure neces-

sary to fuel AI’s computing 

needs for the company’s 

internal use as well as that 

of its enterprise custom-

ers. But it’s likely an over-

simplification to attribute 

this round of layoffs—and 

other recent staff re-

ductions at companies 

including Microsoft, IBM, 

and UPS—entirely or even 

mostly to AI replacing 

human workers. While 

AI tools that promise in-

creased productivity have 

been available to corporate 

workers at Amazon and 

other tech companies, hu-

man replacement has yet 

AT A PRESS EVENT LAST YEAR, Amazon Robotics 

chief technologist Tye Brady told Fortune that the 

idea that there’s a battle of robots versus humans inside 

Amazon’s warehouse network is a “myth.” 

“We build our machines to extend human capac-

ity,” he said, sharing a vision of so-called collaborative 

robots that work alongside humans instead of fully 

replacing them. 

Around six months later, during an onstage inter-

view at the Fortune Brainstorm AI conference in Lon-

don, Brady told me about Amazon’s first robot “with a 

sense of touch.” Called Vulcan, the robotic system can 

do much of the work performed by human staffers in 

two of the most common roles in Amazon warehous-

es—picking and stow-

ing. For now, the Vulcan 

system is active only in a 

couple of facilities and just 

handles items positioned 

on the top and bottom 

shelves of Amazon’s four-

shelf mobile shelving 

units, while humans pick 

and stow the rest. 

During that conversa-

tion, I probed Brady about 

the robot-human dynamic. 

Amazon is not just any 

employer; it’s the second-

biggest corporate employer 

in the U.S., and one whose 

operational efficiencies 

many corporations would 

love to emulate. So I asked 

him whether a hypotheti-

cal Amazon warehouse 

with 1,000 employees 

today might employ fewer 

than 1,000 employees 

in the years to come as 

Vulcan’s scope of work, 

accompanied by comple-

mentary Amazon robotic 

systems, grows. No, he 

insisted. Instead, such a 

hypothetical warehouse 

“could have a thousand 

[employees] or more.” 

Not less? I pushed. “Not 

less,” he said, describing a 

virtuous flywheel of more 

robots leading to more 

orders processed, leading 

to more sales per em-

ployee for a given facility, 

but still more edge cases 

or errors requiring human 

intervention—in addition 

to roles for humans fixing 

and managing the robots 

themselves, which pay bet-

ter than the average role. 

So what then to make 

of a New York Times 

investigation into Ama-

zon’s robotics ambitions, 

which cited internal plans 

to eventually automate 

around 75% of operations? 

The memos suggested 

that the company’s fleet 

of robots might eliminate 

the need to hire for some 

600,000 future jobs. (An 

Amazon spokesperson 

told the Times that the 

internal plans viewed by 

the reporter reflected only 

the viewpoint of one team 

inside the company.) 

To be sure, not creating 

additional jobs is differ-

ent from cutting ware-

house employees whom 

the company already has 

hired—but there’s no 

denying that this would be 

a big workforce realign-

SOURCE: AMAZON

14,000
CORPORATE JOBS CUT 

BY AMAZON IN OCTOBER, 

REPRESENTING 4% OF ITS 

CORPORATE WORKFORCE

$2.5B
AMAZON’S COMMITMENT 

TO WORKER EDUCATION 

AND SKILLS TRAINING
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been previously necessary 

for some warehouse staff—

but at times also increased 

the “rate” or goals for work-

ers in picking and stowing 

roles, potentially making it 

more likely that they suffer 

the type of musculoskeletal 

injuries common in such 

fast-paced repetitive work. 

But if there are not enough 

jobs to go around, the 

worst Amazon work may 

still be better than no work. 

As for the customer 

service reps who may be 

replaced by chatbots and 

the corporate workers 

whose jobs may be imper-

iled by AI agents, the path 

to extend their “human 

capacity” with AI is still 

being realized. To that 

end, Amazon announced 

in October a $2.5 billion 

education and upskilling 

effort to “help prepare at 

least 50 million people for 

the future of work.” 

Ultimately, Amazon’s 

business relies upon our 

collective, insatiable desire 

for an endless selection 

of products, delivered 

to materialize at scale. 

There’s no denying, 

however, that a signifi-

cant reshaping of work is 

underway, and it remains 

to be seen where it leaves 

workers, no matter the 

color of their collar. The 

progress, while captivating 

to some, is understand-

ably frightening to many 

others. The hope is that AI 

truly does “extend human 

capacity,” as Brady told me. 

The problem is that it’s still 

unclear what that will look 

like in practice, long term.

IT’S WORTH NOTING that 

the current situation for 

warehouse workers—at 

Amazon and elsewhere—

can be far from ideal. 

Amazon has been rightly 

criticized at times for the 

menial, repetitive, and 

sometimes dangerous 

work in its warehouses 

over the years, as well as 

for a strained and stressful 

culture among customer 

service representatives and 

others in its offices around 

the world. 

I began reporting on 

Amazon deeply in 2013 

and can attest that the 

company has at times 

seemed to put productivity 

and sales, and its “customer 

obsession,” over worker 

safety and well-being, 

according to some work-

ers I’ve interviewed. The 

infamous case of Amazon 

stationing an ambulance 

to treat heat exhaustion 

outside a Pennsylvania 

warehouse in the early 

2010s because there was 

no air-conditioning comes 

to mind. As I reported 

a few years back, some 

Amazon teams warned 

of actually running out 

of people to hire, in part 

because of how quickly 

warehouse workers quit 

their jobs or get fired. 

So should labor 

advocates applaud the 

arrival of robots to spare 

humans from the punish-

ing physical and mental 

toll of these jobs? If 

Amazon ends up hiring 

fewer people for new roles 

by automating most of 

the worst work, couldn’t 

that be seen as a positive 

outcome? Is it fair to lam-

baste Amazon and other 

companies for working 

to eliminate menial, 

repetitive, and sometimes 

dangerous work with AI 

and other automation?

Like most questions 

about the future of work in 

the AI era, the answers are 

complicated. Automation 

has been a mixed bless-

ing for warehouse work-

ers. Over the past dozen 

years, Amazon robots have 

eliminated miles of daily 

walking that might have 

immediately. And it’s that 

consumer demand that 

provides this titan of capi-

talism with the impetus to 

fulfill these desires in any 

way possible—whether 

through AI agents, futuris-

tic machines, or old-fash-

ioned human drudgery.

But Amazon is also a 

high-profile example of a 

conundrum that all kinds 

of companies are facing 

now—how to get better at 

serving their customers, 

without entirely burning 

out or discarding their 

workforce. And there’s a 

macro problem emerging, 

too: If automation boots 

too many people out of the 

workforce too quickly, the 

economic fallout from that 

could be even bigger than 

the gains from automation. 

After all, human work-

ers are also customers—

and they need income in 

order to buy things.

LOOK, NO HANDS

The Vulcan’s gripper 

arm is meant to reduce 

human work and strain.
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IN FOCUS  

JAMIE DIMON OF 

JPMORGAN CHASE  

ON STEERING 

AMERICA’S BIGGEST 

BANK THROUGH 

‘INFLATIONARY’ TIMES 

BY ALYSON SHONTELL

CEO JAMIE DIMON 

has led JPMorgan 

Chase through periods of 

rapid change and epic 

turmoil—and Jan. 1, 2026, 

will be his 20th anniversary 

in the role. He shepherded 

Wall Street through the 

2008 financial crisis, 

navigated the collapse 

of First Republic and 

Silicon Valley Bank, and 

counseled world leaders in 

the wake of April’s 

“Liberation Day” tariffs. 

Along the way, the 

company became Amer-

ica’s biggest bank, with 

operations worldwide and 

more than $4 trillion in 

assets under management. 

Over that time, Dimon has 

become a go-to advisor to 

U.S. presidents from both 

parties. He has also coped 

with two major health 

issues: a battle with throat 

cancer, and heart surgery 

that took place just as 

COVID went global.

All of this experience has 

left him with the desire 

to “live deliberately,” as he 

puts it, around three ma-

jor priorities: his family, 

his country, and his job. 

“I’M AGING NICELY INTO THIS JOB” Dimon, with Fortune editor-in-chief Alyson Shontell, has led JPMorgan Chase since 2006.

PH OTO G R APH S BY STUART IS E T T FO R FO RTU N E
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In October, at the Fortune 

Most Powerful Women 

Summit in Washington, 

D.C., Dimon and I had a 

wide-ranging conversa-

tion and took questions 

from the audience about 

where his deliberations are 

leading him. The following 

are edited excerpts; find 

the discussion in full at 

fortune.com.

Give us your current global 

economic snapshot.

The global economy is 

inscrutable. But it’s always 

that way. What you have 

to do is compare it to an 

average, and an average 

is more complicated. It’s 

more complicated because 

of trade and tariffs. It’s 

more complicated with 

huge global deficits. Infla-

tion is not going away. 

The geopolitical situation, 

the remilitarization of the 

world—these are fairly 

serious things. 

I’m in the cautious 

category, and I’m also 

made cautious by the fact 

that asset prices are high, 

in some form of bubble 

territory. It looks like the 

markets have priced in a 

continued soft landing. 

If you look at next year, 

what are the odds of a re-

cession? The market’s pric-

ing in about 10%, but I’d 

say 20% to 30% is more 

accurate. It’s not one thing 

that’s going to break the 

camel’s back. It’s always a 

confluence of factors. 

What are longer-term 

cycles you’re watching 

that may not be reflected 

in the numbers today?

You can’t just look at cur-

rent data. You’ve got to 

anticipate data. So here’s 

some anticipatory data: 

Deficits are not going 

away, and that will bite one 

day. I don’t know when. 

Inflation—what I see is 

health care prices going 

up 10%, food prices not 

going down. Immigration 

policies are inflationary. 

The remilitarization of 

the world is inflationary. 

The restructure to trade 

is inflationary. The capital 

needs from AI and infra-

structure are probably 

inflationary in the short 

run. The risk is that rates 

go up, inflation goes up, 

and the Fed can’t cut rates 

anymore. Maybe it has to 

reverse course. 

We are prepared for that 

more than most. All things 

being equal, we’ll make 

more money if interest 

rates go up. On the other 

hand, if interest rates go 

up because of inflation, 

and there’s stagflation, 

we will do much worse 

on credit volumes and 

a whole bunch of stuff I 

can’t predict.

Let’s cut through some 

hype. Up first, your 

thoughts on gold: Is it over-

valued or undervalued?

It could easily go to 

$5,000 or $10,000 in en-

vironments like this. This 

is one of the few times 

in my life I’d say that it’s 

semi-rational to have some 

in your portfolio. Asset 

prices are kind of high, so 

in the back of my mind, 

that cuts across almost 

everything at this point.

How about Bitcoin? Is it 

still a “pet rock”?

Blockchain is real. Stable-

coins may have a real use. 

We have the JPMorgan 

coin. Tokens will be real; 

programmable money will 

be real. I’m not going to 

say about Bitcoin, because 

then I get, you know, death 

threats and s--t like that.

What are your thoughts on 

an AI bubble?

AI itself is real. You should 

all use it. Stop debating 

whether AI should be 

open, closed, little models, 

bigger models—it’s going 

to be all of that. It’s go-

ing to be faster, it’s going 

to get cheaper. We have 

2,000 people working on 

AI at JPM. We’ve been 

doing it since 2012, and 

we have hundreds of use 

cases. We can identify 

benefits of $2 billion to 

$2.5 billion in either 

cost savings or revenue 

enhancements. It’s just 

part of how we run the 

business today. 

It could also impact a lot 

of jobs.

It will eliminate jobs. I 

think people should stop 

sticking their heads in 

the sand about that. If it 

happens too fast, we—

society, government, and 

businesses—should figure 

out how we can save jobs, 

retrain people, income-

assist them, provide early 

retirement, something. 
You can’t just take all these 

people and throw them on 

the street where their next 

job is making $30,000 a 

year, and they’re currently 

making $150,000. You’ll 

have a revolution. So we 

should be thoughtful about 

that. But in the meantime, 

you should get good at us-

ing it, and deploy it. 

The Trump administration, 

in some ways, is almost op-

erating the American gov-

ernment like it’s a business 

in need of a turnaround to 

combat a ballooning defi-

cit. Howard Lutnick speaks 

about forging new lines of 

revenue, like with tariffs, 

or receiving equity in 

exchange for investments, 

like with Intel.

I think that government 

should be pro-business and 

pro-growth. The tariffs—

we think it’s going to col-

lect at a run rate of about 

$400 billion a year—are 

BEST ADVICE

Dimon says effective leaders get candid 
feedback from all their stakeholders. 
“The Army has this great thing called the 
after-action review, even when they’re  
just training: What happened, how did it 
happen? And it’s not officers telling enlist-
ed, it’s the enlisted and the officers talking 
together. It’s that open conversation 
that makes you a better company.”
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ficers, and we give them 

beer and immunity. 

Beer and immunity, great 

management tip.

I can go to any assistant 

and any teller right now, 

have a one-on-one conver-

sation. I walk away with 

three notes of things we’ve 

got to fix. I want my man-

agement team to do it too. 

It’s that open conversation 

that makes you a better 

company.

Audience question: The 

country really wants to be 

the winner at AI. But how 

can we do that when our 

immigration policies are 

going to constrict us from 

getting the best talent?

We are the bright city on 

the hill that still attracts 

the best and the brightest. 

I was with the president 

once where he said, “After I 

get border control”—which 

he has, it’s amazing how 

quickly, we’ve got to give 

him credit for that—but 

he said, “I would stamp a 

green card onto everyone 

who had a degree and 

advanced degree here.” I 

still believe in that. And 

a path to citizenship for 

DACA. I hope one day we 

somewhat offset by the Big 

Beautiful Bill. That will be 

more stimulus, and a lot of 

that is front-ended.

I think the administra-

tion has to be very careful 

about individual deals with 

individual logic. I thought 

they did a very good deal 

with [rare earth mineral 

company] MP Materi-

als. We were the banker 

on that, but they signed a 

long-term contract, which 

these companies need 

to survive. And Intel’s 

national security, because 

I do think advanced chips 

are [vital to that], but 

whether that was the way 

to do it, I’d have to leave 

that to people who know 

exactly what’s in the deal. 

You have been at the helm 

of JPMorgan for almost 

two decades, far longer 

than most CEOs stay in the 

job. What’s the secret to 

longevity in the role?

Well, first of all, I love 

what I do, so I enjoy it. But 

I need my rest, I get tired. 

I always tell people, man-

agement is a lot of fun, ex-

cept for two things … cus-

tomers and employees. 

But it’s got purpose for 

me. We create opportuni-

ties for employees. We 

do great philanthropic 

work. We bank the cities, 

schools, states, hospitals. 

We’re the biggest small-

business lender. I’ve met 

presidents, prime minis-

ters. That’s all fascinating. 

But my point is, you got to 

like it. And you got to do 

the job. You can’t retire in 

place. You don’t have Tom 

Brady go out in the field 

and say, “I’ve been doing 

this a long time. I’m kind 

of tired, so I’m gonna sit 

out this game.” 

This is a little manage-

ment lesson: When I go 

to a meeting, I’ve done 

the pre-reads, and you 

get 100% of my atten-

tion—100%. None of 

this nodding off, none of 

this reading my mail. If 

you have an iPad in front 

of me, and it looks like 

you’re reading your email 

or getting notifications, I 

tell you to close the damn 

thing. It’s disrespectful. 

And so, when I can’t do 

that, I should move on. 

The other thing, which 

I think is really important: 

There’s a humility about 

learning. Every day, if I 

need to know something, I 

have to call you up to find 

out. I’m not an expert in 

everything that takes place 

in the company. If you get 

arrogant, complacent, a 

lack of curiosity, you’ll kill 

the company. 

I talk about road trips: 

We take a bus trip every 

year in jeans and polo 

shirts. We see branches 

and small businesses and 

call centers. I’m with my 

management team. We 

meet tellers and loan of-

get to real immigration 

reform. Do you know how 

many H-1B visas there are 

in the country today? Only 

600,000. Some people 

will pay the price to bring 

in the talent they need. So 

I think people will sort it 

out, somehow. 

Audience question: I think 

there are a lot of women in 

this room who would love 

you to run for office. 

I’m aging nicely into this 

job. So I think I’m a little 

too young for the big one. 

Shontell: Do you foresee 

running at some point?

I do not. I love what I do, 

and so I’d have to give 

up something I do for 

something which would 

be, at best, quixotic. And 

I think, from this perch, I 

do everything I can to help 

my country. We just an-

nounced the [Security and 

Resiliency Initiative], a tril-

lion and a half dollars. We 

help veterans, we reach out 

to lower-income communi-

ties. We’ve hired 15,000 

vets. We help schools, cit-

ies, states,  Detroit. I think 

that’s the best I can do, and 

it makes me feel very good 

doing just that. 

ON THE ODDS OF A REON THE ODDS OF A RECESSION 

IN THE NEXT YEAR: “I’D SAY 

20% TO 30% … IT’S NOT ONE 

THING THAT’S GOING TO BREAK 

THE CAMEL’S BACK. IT’S 

ALWAYS A CONFLUENCE 

OF FACTORS.”
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dysprosium, and terbium.

The oxymoron of rare 

earths is that they’re 

abundant but difficult to 

produce at scale: Finding 

them in large concentra-

tions isn’t easy, and the  

infrastructure and techni-

cal know-how to refine 

them are exceedingly dif-

ficult to build from scratch 

without being under-

mined by China’s subsi-

dized cost advantages. 

While China mines the 

vast majority of rare earths 

and many critical miner-

als, its biggest choke hold 

is in refining, where it 

controls 90% of the global 

market (up to 99% for 

some minerals). Beijing’s 

threatened export controls 

on dysprosium, terbium, 

and magnets are especially 

alarming to U.S. policy-

makers and businesses.

WHAT’S NEXT?

The industry consensus  

is that it will take at least  

a decade to eliminate 

global reliance on China, 

though the U.S. could 

make faster progress in 

certain segments. The 

U.S. capacity for magnet 

production, for example, 

could meet a small major-

ity of domestic needs in 

three years, according to 

energy research firm Wood 

Mackenzie. Production 

of rare earths, however, 

may be slowed for years by 

refining bottlenecks.

Innovation in areas like 

battery chemistry could 

help. And international 

partnerships, such as 

October’s U.S. deal with 

Australia for access to rare 

earths and other critical 

minerals, are important.

Still, Jeff Dickerson, 

principal advisor for re-

search firm Rystad Energy, 

fears that investors and 

allies believe the U.S. lacks 

the commitment required 

to see the mission through. 

“Attention spans are fick-

le, and I worry that today’s 

focus on solving challenges 

will dissipate,” he says. 

For now at least, federal 

financial support is flowing 

to help companies develop 

U.S. mines, refining facili-

ties, and magnet plants. 

The Trump administra-

tion recently took share-

holder stakes in Canada’s 

Lithium Americas and 

its Thacker Pass mining 

project in Nevada, as well 

as in Trilogy Metals and its 

Alaska minerals projects. 

Refiner Phoenix Tailings 

just opened its first plant 

in New Hampshire with 

major expansions planned.

Even if some projects 

don’t ultimately come to 

fruition, America’s new 

moonshot is welcome news 

to the industry. “This is our 

Sputnik moment,” Phoenix 

Tailings CEO Nick My-

ers says, “where the U.S. 

finally woke up and saw 

that someone else is just 

killing us in this race.”

RESOURCES HOW RARE 

EARTHS BECAME 

GROUND ZERO IN THE 

U.S.–CHINA RIVALRY   

BY JORDAN BLUM

THE WATERSHED 

moment came in  

July when the federal 

government became the 

largest shareholder of 

MP Materials, a Califor-

nia miner of rare earth 

elements.

The government’s 

unusual foray into private 

industry was accompanied 

by new rules setting mini-

mum U.S. market prices 

for some of the minerals— 

a floor it said was necessary 

to protect against Chinese 

competitors accused of 

“dumping” their goods at 

artificially low prices. 

So began the Trump 

administration’s campaign 

to overturn China’s 30-year 

dominance in critical min-

erals that have become in-

tegral to the products that 

drive America’s economy 

and bolster its national 

security—from drones and 

automobiles to data centers 

and missiles.

“This is really a Manhat-

tan Project–style effort 

with all-out intensity,” says 

James Litinsky, the CEO 

of MP Materials, which 

is expanding its Califor-

nia mining, refining, and 

recycling operation and 

ramping up a new Texas 

magnet plant in what he 

calls “Cold War 2.0.”

At issue are 60 natural 

elements deemed “criti-

cal minerals” by the U.S. 

government, including the 

17 so-called rare earths as 

well as key materials used 

in batteries. America has 

zero production of over 

half of them. And demand 

is only going up.

Rare earths—if it’s been 

a while since you studied 

the periodic table—are 

elements that share 

silvery-white soft heavy-

metal characteristics. 

While none are household 

names on their own, they 

are key ingredients in the 

amenities of modern life. 

Neodymium-iron-boron 

(NdFeB) magnets are 

used in virtually anything 

that moves. The “core 

four” for magnets, motors, 

and turbines are neo-

dymium, praseodymium, 

“THIS IS REALLY A MANHATTAN PROJECT–STYLE  
EFFORT WITH ALL-OUT INTENSITY.”

JAMES LITINSKY, CEO, MP MATERIALS
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Rare earths: The elements that power modern tech
Magnets made from rare earths are used in everything from robotics and transportation to clean energy and defense equipment.  

China mines the majority of the world’s 17 rare earth elements, but its real stranglehold is in the separating and refining process, as 

well as in the manufacturing of high-performance batteries. The primary rare earths in magnets are the lightweight neodymium and 

praseodymium and the rarer, heavier dysprosium and terbium, the last two of which China controls nearly 99%. 
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 The Trade Desk’s AI-powered platform and open-web ethos

has propelled it onto the S&P 500.

Breaking the Mold

THE OUTLOOK FOR GLOBAL AD SPENDING IS

bright as the digital boom continues to 
attract brands. Overall, ad tech is pro-
jected to top $795 billion this year, with 
strong growth forecasted for the decade 
ahead, according to the AdTech Market 

Report 2025. At the center of the indus-
try uptick is The Trade Desk, a leading 
programmatic advertising platform with 
more than 225 global partners—and the 
fi rst pure-play ad tech company ever to 
be added to the S&P 500.

“Our growth has been underpinned 
by sustained AI-driven platform innova-
tion that has expanded the accessibility 
and effectiveness of programmatic 
advertising, particularly through 
advancements in CTV, identity, and 
retail data,” says Jeff Green, CEO, 
The Trade Desk. “Leading marketers 
are looking for ways to embrace the 
open internet, where their consumers 
are spending most of their time, to drive 

business differentiation and growth. 
Our innovation is giving them more 
power than ever to accomplish that, in 
stark contrast to the many limitations of 
walled gardens.”

The Trade Desk’s inclusion in the 
S&P 500 is a powerful validation of the 
company’s scale and business strength, 
particularly in the ad tech sector, which 
is often seen as volatile and dominated
by large media conglomerates. For
investors, the company represents a 
rare combination: consistent evolu-
tion paired with a proven record of 
profi tability.

With weekly platform releases, 
The Trade Desk rolls out continuous 
improvements in identity, retail data, 
CTV, and supply chain optimization. 
The company’s pace of development, 
supported by strong revenue growth, 
ensures advertisers gain access 
to advanced tools years ahead of 
competitors and reinforces its credibility 
in anticipating industry shifts. Addition-
ally, by not owning any inventory, the 
company is uniquely able to avoid any 
confl icts of interest such an approach 
might bring. 

“We prioritize objectivity in everything 
we do, with a relentless focus on driving 
a clean, transparent, and competitive 
marketplace,” says Green. “If you want 
to reach your audience with objectivity, 
with no thumb on the scale across the 
best of the internet, you’re likely to come 
to The Trade Desk. We’re seeing more 
clients understand the importance 
of objectivity and the power of the 
premium, open internet to reach 
their target audience as precisely 
and cost-effi ciently as possible.”

The Trade Desk has championed 
industry-wide solutions, such as 
Unifi ed ID 2.0, a privacy-conscious 
identity framework designed to 
replace third-party cookies. By giving 
consumers more control over their data 
while enabling advertisers and publish-
ers to maintain relevance and revenue, 
The Trade Desk’s believes that trans-
parency, competition, and privacy can 
coexist as the internet evolves. ■

PROFILE 2025 | 100 FASTEST GROWING COMPANIES

CONTENT FROM THE TR ADE DESK

HEADQUARTERED IN VENTURA, CALIF.,

THE TRADE DESK IS TRANSFORMING HOW GLOBAL 

BRANDS AND THEIR AGENCIES CONNECT WITH 

AUDIENCES WORLDWIDE THROUGH DATA-DRIVEN 

ADVERTISING INNOVATION.
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THE STANDING-

room-only crowd 

whooped as Bari Weiss 

strode onstage one recent 

evening in Washington, 

D.C. Wearing a sharp black 

blazer, a flouncy dress,  

and heeled sandals, the 

years ago, has more than 

1.75 million registered sub-

scribers and about 180,000 

paying ones. The publica-

tion, and Weiss herself, are 

the face of an ascendant 

force in U.S. media that 

seeks, without irony, to 

“save America” from mind-

less partisanship. 

That movement got a 

powerful boost in October 

when, days before the D.C. 

event, David Ellison, the 

billionaire who runs Para-

mount Skydance, bought 

the Free Press and appoint-

ed Weiss editor-in-chief of 

the corporation’s flagship 

media property, CBS News, 

reporting directly to him.

Weiss frames her mis-

sion in terms that would 

delight a civics teacher: 

to use the wide reach of 

CBS to kindle a new era 

of high-minded debate 

in American politics, and 

help carry the country 

past its current left-right 

morass. But critics from 

the media and the politi-

cal left have decried her 

anti-woke stances. John 

Oliver, host of HBO’s 

Last Week Tonight, said 

Weiss “has spent years 

putting out work that, 

in my opinion, is at best 

irresponsible and at worst 

deeply misleading,” and 

framed her appointment 

as Ellison’s effort “to inject 

contrarian right-leaning 

opinion journalism into 

an American icon.” And 

Dan Rather, the legendary 

to her guest, the young 

Trump-supporting defense 

tech entrepreneur Palmer 

Luckey, and began a long 

back-and-forth about for-

eign policy and the future 

of weapons. The crowd 

lapped it all up.

“She’s a great interview-

er,” gushed one attendee, 

who came home with socks 

and other swag branded 

with the logo of Weiss’s 

publication, the Free Press. 

“It did feel really balanced. 

It was an intelligent, 

informative conversation 

that did not feel it had a 

political agenda.”

She’s far from the 

only fan: The Free Press, 

which launched only three 

MEDIA BARI WEISS WANTS 
TO SAVE AMERICA.  
FIRST, SHE’LL HAVE TO 
SAVE CBS NEWS 
BY JEFF JOHN ROBERTS

41-year-old media maven 

sat and smiled at the 

audience. “I love D.C.,” she 

quipped. “In New York I’m 

like a 3, but in D.C. I’m 

more like a 7.5.”

Then it was down to 

business as Weiss turned 

CONTRARIAN SHINDIG

Weiss with Peter Thiel at 

an event hosted by Uber, 

X, and the Free Press.
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saw as unfair media cover-

age. In 2021, she launched 

a newsletter called Com-

mon Sense (after Thomas 

Paine’s famous pamphlet) 

with the support of influ-

ential Silicon Valley fig-

ures including the venture 

capitalists Marc Andrees-

sen and David Sacks. 

The following year, the 

publication would expand 

to become the Free Press.

Today, Weiss maintains 

ties and an ideological 

kinship with tech leaders, 

including Andreessen’s 

venture capital partner 

Katherine Boyle (who runs 

the arm of a16z that invests 

in aerospace, defense, 

and infrastructure) and 

entrepreneur Joe Lonsdale, 

an outspoken libertarian 

and free-speech advocate. 

In 2024, Weiss joined 

the latter in opening the 

University of Austin, an 

institution in Texas that 

brands itself as a forum for 

classical ideas and open, 

uncensored debate.

What exactly does 

Weiss plan to do at CBS? 

The Free Press founder 

declined repeated requests 

for comment via a PR 

operation that rebuffed 

Fortune’s interview re-

quests on the grounds that 

Weiss has just started in 

her new role. That PR force 

field has been reinforced by 

a physical one in the form 

of a phalanx of bodyguards 

that reportedly costs 

$10,000 a day—raising 

eyebrows as CBS laid off 

more than 2,000 staffers 

recently, in the name of 

cost cutting. 

Despite this tight-lipped 

initial strategy, news of 

broadcaster and four-

decade veteran of CBS, 

called Weiss’s appoint-

ment “a dark day in the 

halls of CBS News.” 

One thing is clear: 

Weiss will have to prove 

that her appointment to 

run one of America’s most 

important news organiza-

tions was earned—and not 

just based on the whims 

of a billionaire. In an era 

where all news organiza-

tions are struggling with 

profitability and editorial 

independence, she faces 

an uphill battle. 

A RISING STAR

Bari Weiss is not every-

one’s cup of tea, but no one 

can deny her meteoric rise. 

At a time when the age of 

the larger-than-life edi-

tor—think Graydon Carter 

or Anna Wintour—is in its 

twilight, Weiss is the rare 

journalist who has staked 

out a visible place in the 

cultural zeitgeist.

“She and the Free Press 

have a great creation 

myth,” observes Keith 

Grossman, a former presi-

dent of Time. “Vilified and 

outcast from the New York 

Times, she stands firm on 

her principles and starts 

the Free Press.”

Indeed, Weiss first 

entered the broader con-

sciousness with her noisy 

departure in 2020 from 

the Times, when she wrote 

an open letter accusing the 

paper’s executives of failing 

to defend her from internal 

and external “bullying” 

over her heterodox political 

views. The letter, which 

set off a flurry of chatter in 

media circles, was an early 

signal of Weiss’s talent for 

picking the right fight at 

the right time.

Weiss’s very public 

rupture with the Times 

also helped solidify her 

emerging alliance with a 

new base of power outside 

of the East Coast intel-

ligentsia—among tech 

barons who had long felt 

aggrieved by what they 

Weiss’s early moves are 

trickling out. Those include 

her seeking to scoop up 

on-air talent from right-

leaning outlets, includ-

ing Fox’s Bret Baier, and 

tapping her personal 

network for high-wattage 

on-air guests like Benjamin 

Netanyahu and Hillary 

Clinton. Meanwhile, CBS 

insiders have shared anec-

dotes about Weiss ruffling 

feathers at news meet-

ings, where she reportedly 

proposed bringing on The 

Da Vinci Code author 

Dan Brown to discuss 

the Louvre robbery, and 

floated a BuzzFeed-style 

list to highlight the new 

prime minister of Japan’s 

musical tastes. Such moves 

have angered some em-

ployees, as have the recent 

layoffs—in which she cut a 

reporting team focused on 

race and culture.

CBS’S WOES

The wisdom of any of these 

moves can be debated, but 

it’s hard to dispute that 

Weiss has to do something 

to shake up CBS. The 

network is confronting 

no shortage of troubles, 

including reputational 

fallout following Para-

mount Global’s settlement 

of a $16 million lawsuit by 

President Trump against 

the network—a capitula-

tion that was widely seen 

as a successful effort by 

Trump to chill criticism of 

himself and his adminis-

tration at CBS and other 

news organizations. Even 

more alarming for the 

network’s future prospects: 

its programming lineup, 

THE NEW MEDIA MOGUL

Paramount Skydance 

CEO David Ellison made 

a bold statement with 

Weiss’s appointment.
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which has left it trailing 

Fox and NBC. 

But the overarching 

problem facing the com-

pany is one that affects 

the whole sector, and it 

can be summed up in a 

single number: 64. That’s 

the median age of broad-

cast TV viewers. As those 

viewers age, there is no 

sign they will be replaced 

by younger ones, mean-

ing that CBS bringing 

in the 41-year-old Weiss 

as editor-in-chief may 

amount to rearranging the 

deck chairs on the Titanic.

“It’s declining and will 

continue to decline,” said 

Grossman, the former 

Time president. “They 

could bring in The Rock 

and it wouldn’t change 

that.” He added that the 

only path forward for CBS 

is to find new revenue and 

distribution strategies, and 

that simply shifting to the 

right in hopes of landing 

Fox viewers would be a 

Band-Aid at best, “regard-

less of how talented 

Weiss may be.”

Meanwhile, Free Press 

president and publisher 

Dennis K. Berman said 

the publication will con-

tinue to serve a “coalition 

of the sane.”

“Our mission is to save 

America through better 

discourse,” he said. “It’s 

about providing a sensible 

place where people can 

both trust information 

and also disagree with 

one another.” 

The Free Press is on 

track for around $20 mil-

lion in revenue in 2026—

impressive growth for a site 

that launched only three 

years ago, but just a drop in 

the bucket compared with 

the $4.3 billion in adjusted 

profits generated by CBS’s 

TV and media segment in 

2024. The Free Press re-

portedly has more than 50 

employees, to CBS News’ 

thousands. 

Some are skeptical 

about how attaching 

Weiss’s burgeoning upstart 

site to the network giant 

will work in practice. “CBS 

News’ audience is old,” 

said Laura Hazard Owen, 

editor of the Nieman 

Journalism Lab. “Launch-

ing a successful digital-only 

publication from scratch is 

a feat for sure, but I don’t 

see how having done that 

translates into the ability to 

ism. This personal bond 

means Weiss may have 

more runway than other 

executives to develop her 

vision for the network. 

Recent history offers 

no shortage of examples 

of moguls who purchase 

a famous media brand, 

then become disen-

chanted with the industry. 

Examples include Amazon 

founder Jeff Bezos, who 

announced ambitious 

plans upon purchasing the 

Washington Post but has 

since scaled those back 

significantly, and Patrick 

Soon-Shiong, whose own-

ership of the Los Angeles 
Times has been marked by 

controversy and losses.

Daniel Kurnos, a media 

equity analyst with Bench-

mark, said that many 

initially viewed Ellison as 

a rich kid trading on the 

name of his father, Larry 

Ellison, the larger-than-

life executive chairman 

of Oracle. In recent years, 

though, Kurnos says, Hol-

lywood has come to regard 

David as “smart, insight-

ful, and value-creating.”

Weiss’s attempt to trans-

form CBS into a vehicle for 

reigniting civic spirit and 

healthy debate in America 

may seem quixotic. But 

for now at least, she has 

momentum and smart 

money on her side. That’s 

not nothing.

turn around a legacy news 

network in decline. Those 

seem like two completely 

different challenges to me.”

The answer, if there 

is one, will likely lie in 

streaming and short-form 

video, which is how many 

younger people prefer to 

consume media—and that’s 

the pivot CNN and other 

broadcast news giants are 

aiming to make. The Free 

Press’s Berman spoke with 

enthusiasm about Para-

mount Plus, and suggested 

that it could become a 

vehicle for news. 

If you squint, it’s possible 

to see a future where Weiss 

can grow or at least main-

tain CBS by infusing it with 

new political sensibilities, 

while creating a variety of 

new distribution mecha-

nisms to sell its journalism. 

For that strategy to have 

a shot at success, though, 

will require a big financial 

investment and a patient 

owner, willing to give her 

time to execute. It remains 

to be seen how committed 

CBS’s new owner is to the 

business. 

Ellison declined 

requests to comment on 

his business plans for 

CBS, but a person close to 

Paramount said his deci-

sion to hire Weiss came 

because the pair developed 

a strong kinship through 

a shared devotion to Zion-

“[CBS] IS DECLINING AND WILL CONTINUE 
TO DECLINE. THEY COULD BRING IN THE 
ROCK AND IT WOULDN’T CHANGE THAT.”

KEITH GROSSMAN, FORMER PRESIDENT OF TIME

QUITE AN EXIT

Paramount’s purchase 
of the Free Press  
sent shock waves 

through the media. 

$20M
PROJECTED REVENUE FOR 

THE FREE PRESS IN 2026

$150M
 THE FREE PRESS’S 

APPROXIMATE SALE PRICE, 
IN CASH AND STOCK 
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in 1692, in the village of 
Reignac; his family tree is 
displayed prominently on 
one wall, and his son Am‑
aury, 31, has just joined the 
business as the 10th gen‑
eration. The family has cul‑
tivated vines here through 
the French Revolution, 
the Great Depression, and 
occupation by the Nazis, 
who moored U‑boats on 
the nearby coast, com‑
mandeered wineries, and 
cleaned out the cellars.

But the threats this time 
might be more existential. 
Global wine sales and 
production are at their 
lowest levels in more than 
60 years, according to the 
Paris‑based International 
Organization of Vine and 
Wine (or OIV), which 
publishes the industry’s 
benchmark data. Unveil‑
ing the 2024 figures this 
spring, OIV statistics chief 
Giorgio Delgrosso warned 
that the trend was the 
result not only of current 

IN THE TASTING 

room of a Bordeaux 
winery, a photo on the wall 
shows a pastoral tableau: 
three generations of the 
Dubois family, sipping 
wine on the patio of their 
Les Bertrands château, 
with their Australian 
shepherd, Namek, perched 
at their feet. Out the 
window, chestnut trees 
sway in the breeze, with 
sunlit vines stretching for 
acres beyond.

It’s this mesmeriz‑
ing serenity that draws 
millions of tourists to 
southwest France every 
year to revel in the crafts‑
manship and lifestyle that 
have made Bordeaux an 
icon of the $515 billion 
global wine industry. Last 
year, the region produced 
484 million bottles, about 
14% of France’s output; 
according to the Bordeaux 
Wine Council, every 15 
seconds, somewhere in 
the world, someone buys 

a bottle of Bordeaux.
But the idyllic calm is 

deceptive. Amid the old 
stone villages and winding 
gravel roads, winemakers 
are reeling from a mul‑
titude of problems that 
feel largely out of their 
control—from geopolitics 
and trade tensions to the 
changing tastes of younger 
consumers. Traveling 
through Bordeaux, one 
thing seems clear: It will 
take more than the tradi‑
tional Christmas spike in 
wine sales to turn things 
around. “The crisis is very 
strong,” says Laurent Du‑
bois, 57, sipping espresso, 
not wine, one morning in 
the tasting room during a 
break in the harvest. “We 
have never seen this.”

Until recently, Dubois 
believed his business had 
faced every imaginable 
challenge. He is the ninth 
generation to run Château 
Les Bertrands, which his 
ancestor François founded 

WINE TARIFF THREATS AND 

GEN Z SOBRIETY HAVE PUT 

BORDEAUX ON RED ALERT  

BY VIVIENNE WALT

SOURCE: INTERNATIONAL 

ORGANIZATION OF VINE AND WINE

DRINKING 

PROBLEMS

Changing habits and 
trade conflicts have  

disrupted the economics 
of the wine industry.

–12%
DECLINE IN GLOBAL  

WINE CONSUMPTION OVER 
THE SAME PERIOD

–23%
DECLINE IN FRENCH  
WINE PRODUCTION, 

2023–24

+30%
INCREASE IN THE PRICE OF 

THE AVERAGE BOTTLE  
OF WINE, 2019–24
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economic and political 

pressures but also “struc-

tural, long-term factors.” 

While 2025 data has not 

yet been compiled, the 

organization is bracing for 

more disappointment.

Since 2019, wine-

drinking worldwide has 

dropped about 12%; it 

has fallen even further 

in the U.S., the world’s 

biggest wine market and 

Bordeaux’s single biggest 

export market. Just 54% 

of American adults now 

drink alcohol—the lowest 

rate in 90 years, accord-

ing to a recent Gallup poll. 

Even the French, who 

drink more wine than 

anyone else in Europe, 

are consuming 4.9% less 

than they did in 2000, 

and France’s professional 

winemakers association 

projects that consumption 

could fall another 20% 

over the next decade.

In areas like Bordeaux, 

where the backbone of the 

wine industry comprises 

hundreds of small, family-

owned châteaux, rather 

than big, diversified corpo-

rations, these trends feel 

particularly destabilizing: 

Bound by tradition and 

lacking in scale, it’s dif-

ficult for these winemak-

ers to pivot quickly to new 

strategies. They’re grap-

pling with an unfamiliar 

question: Is a full come-

back even feasible, or will 

they need to permanently 

overhaul their business 

models? Families like the 

Duboises are under pres-

sure to future-proof their 

companies—and there’s no 

telling how soon any solu-

tion could take root. 

AMONG THE MANY chal-

lenges analysts point to, 

the one that seems most 

worrying is this: Younger 

consumers are making dra-

matically different choices, 

just at the age when they’re 

forming lifelong habits. 

Consider that until 1981, 

French kids as young as 

14 were served wine with 

their school lunch—a 

boon for the industry. But 

“Gen Z does not drink as 

much as prior generations,” 

says Jon Moramarco, man-

aging director of alcohol 

consultancy BW166 in 

Broomfield, Colo. 

Wooing new young 

oenophiles has proved 

intensely difficult, espe-

cially since COVID hit in 

2020 and shut bars and 

restaurants for months. 

Many younger adults went 

out far less frequently 

after venues reopened—

their shrinking incomes 

have not helped. When 

Gen Zers do opt for alco-

hol, studies show that they 

prefer cocktails, canned 

hard seltzers, and more ex-

otic, affordable wines from 

Latin America and even 

China over traditional 

vintages like Bordeaux. 

Gen Z also tends 

to skew more health-

conscious, and many are 

heeding new warnings 

against even moderate 

drinking. The industry 

faces challenges from the 

other end of the demo-

graphic spectrum, too, 

as the global population 

ages. “People over 65 

drink about 20% less than 

people between 50 and 

65,” Moramarco says. 

If abstinence was wine-

makers’ only challenge, it 

might be manageable: In 

Bordeaux, vintners have 

launched hundreds of 

zero-alcohol wines, and 

Bordeaux city even has a 

new alcohol-free wine bar.

But trade conflicts 

are also aggravating the 

downturn. After Vladimir 

Putin invaded Ukraine in 

2022, the European Union 

banned the sale in Russia 

of high-end wines worth 

more than €300 a bottle. 

Last year, EU wine exports 

to the country sank to the 

lowest level in 20 years; 

French wine accounts for 

about half of those exports. 

Then came trouble 

from across the Atlantic. 

The dollar has dropped 

in value by about 12% 

against the euro since 

President Trump—Amer-

ica’s teetotaler-in-chief—

returned to the White 

House. That makes French 

wines far more expensive 

in American stores and 

restaurants. The weak 

greenback has hit espe-

cially hard in Bordeaux. Its 

wineries shipped 30 mil-

lion bottles to the U.S. in 

the 12 months leading to 

September, earning about 

430 million euros (about 

$500 million). But in 

dollar terms, Bordeaux 

sales in the U.S. last year 

dropped 8.4%, according 

to French export figures. 

As if all that were not 

enough, Trump imposed 

blanket 15% tariffs on EU 

goods entering the U.S., in-

cluding alcohol, beginning 

in August. Though lower 

than some of the rates he 

had threatened, the tariffs 

have still represented a 

significant burden. The 

HARD-PRESSED

As demand declines, 
Bordeaux wineries are 
scrambling to find new 
markets and even rolling 
out zero-alcohol wines. 
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region’s wines range widely 

in price, from $10 table 

wine to more exclusive vin-

tages that retail for $1,000 

a bottle and up—but the 

trade duties put wines at 

all price levels at a com-

petitive disadvantage.

Trump’s tariffs also dealt 

a blow to the American 

wine industry, where 

stores, distributors, and 

wineries themselves rely 

on imports from France. 

(Many U.S. wines are 

aged in oak barrels made 

in Cognac, an hour north 

of Bordeaux.) In April, 

Manhattan wine importer 

Victor Schwartz sued the 

Trump administration—

and won—arguing that 

it was illegal to impose 

tariffs by using emergency 

powers. In November, the 

U.S. Supreme Court heard 

arguments in a case that 

could decide the ultimate 

legal fate of those tariffs. 

But Schwartz says the 

damage has already been 

done to small companies 

like his; his profits have 

sunk 60% since the tariff 

was announced, he told 

MSNBC TV in September. 

In France, of course, the 

crise is a far hotter political 

issue. The country’s wine 

industry is focusing on 

cutting production to meet 

the industry’s new reality. 

The government is seeking 

€200 million in EU funds 

to compensate wineries as 

they shrink. France’s indus-

try organization CNIV, led 

by Bordeaux winemaker 

Bernard Farges, advocates 

ripping out 247,000 acres 

of French vineyards—about 

12.5% of the total—to 

rightsize output. Farges 

also wants to overhaul the 

complex appellation sys-

tem, in which each small 

wine-growing area oper-

ates independently, thus 

reducing its marketing and 

distribution muscle. “We’re 

all dwarfs,” Farges told visi-

tors at an agricultural fair 

in Paris. “We need export 

champions.” 

In Bordeaux city one 

day in September, commu-

nications chief Christophe 

Chateau shows me letters 

from the council to French 

President Emmanuel 

Macron and European 

Commission President 

Ursula von der Leyen, 

urging them to plead the 

industry’s case directly to 

Trump. The survival of 

many Bordeaux winer-

ies, the letter explains, 

depends on American 

sales. “We’re telling them: 

‘Please, the U.S. is a huge 

market for us. Please find 

a solution,’ ” Chateau says. 

FOR NOW, winemakers like 

Laurent Dubois are left to 

find their own solutions. 

For centuries-old busi-

nesses like his, the choices 

are stark: reenvisioning 

the future of a family tradi-

tion, or accepting that the 

wine business might need 

to shrink significantly. 

To Dubois, each choice 

seems a painful recogni-

tion that this crisis might 

be irreversible. He says he 

plans to increase ship-

ments from Château Les 

Bertrands to customers in 

markets where Bordeaux 

sales are growing fast, like 

Thailand, Cambodia, and 

Singapore. He also plans to 

rip out about one-fifth of 

his 320 acres of vines over 

the next two years, lower-

ing output from 800,000 

bottles a year to 600,000. 

And he is rethinking the 

50,000 bottles of kosher 

wine he ships yearly to 

New York, where demand 

has dropped as younger 

generations choose 

alcohol less steeped in 

old-world traditions, or 

no alcohol at all. 

After 333 years harvest-

ing vines here, the château 

is in flux. Dubois says 

he is studying what else 

the family can cultivate, 

including planting olive, 

fruit, and nut trees. Selling 

the château is a losing 

proposition these days. 

Moving forward, he says, 

“we will produce only the 

quantity we sell.”

“WE WILL PRODUCE  
ONLY THE QUANTITY WE SELL.”  

LAURENT DUBOIS, OWNER, CHÂTEAU LES BERTRANDS. THE BORDEAUX WINERY PLANS TO RIP OUT  
ONE-FIFTH OF ITS VINES AND LOWER PRODUCTION BY 25% OVER THE NEXT TWO YEARS.

C
O

U
R

T
E

S
Y

 O
F

 V
IV

IE
N

N
E

 W
A

L
T



FIVE STAR MORTGAGE PROFESSIONAL AWARD WINNER

BOSTON

Meredith Spence
Branch Manager, NMLS 404506

1 Marina Park Drive, Suite 1410
Boston, MA 02210

781-910-9988
meredithspence@

embracehomeloans.com
www.mortgagelady.comYEAR

WINNER
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 Embrace Home Loans, Inc. NMLS #2184; For licensing information, 
go to: www.nmlsconsumeraccess.org.go to: www.nmlsconsumeraccess.org. Lake Norman Leader in Real Estate

CHARLOTTE
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Maureen Roberge
Owner, Broker

LKNHomes.com

19701 Bethel Church Road, Suite 103
Cornelius, NC 28031

Phone: 704-323-9222
maureen@LKNHomes.com

www.LKNHomes.com

YEAR

WINNER

16

A and N Mortgage, Welcome Home.

CHICAGO
FIVE STAR MORTGAGE PROFESSIONAL AWARD WINNER

Neena Vlamis
CEO, NMLS 37370

NMLS 19291
1945 N Elston Avenue

Chicago, IL 60642
Phone: 773-305-LOAN

ANmtg.comYEAR

WINNER

15



The Barrett Team

DENVER
FIVE STAR MORTGAGE PROFESSIONAL AWARD WINNER

Ross Barrett
Senior Loan Officer, NMLS 514794

Co. NMLS 3274
Centennial, CO 80111

Phone: 303-931-3883
rbarrett@guildmortgage.net

www.guildmortgage.com/
officers/rbarrettYEAR

WINNER

15

Put My Experience To Work for You!

DENVER
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Laura Stewart
Realtor, CLHMS™, GRI, ABR®, CRS, CNE, SFR®

HomeSmart
8300 Maplewood Avenue, Suite 100

Greenwood Village CO 80111
Phone: 720-937-2846

Laura@ColoradoSoldTeam.comYEAR

WINNER

14

32 Years of Client Success

DENVER
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Paul Dart
Real Estate Agent, Lic. 1321907

2425 Canyon Boulevard, Suite 110
Boulder, CO 80302

Direct: 303-931-5198
paul@pauldart.com

bouldercorealestate.comYEAR

WINNER

15

FIVE STAR REAL ESTATE AGENT AWARD WINNER

HUDSON VALLEY

Excellence Rewarded, Service Delivered

Lonna Ralbag
Real Estate Broker

67 Route 59, Suite 308
Spring Valley, NY 10977
Phone: 914-548-0870

lonnaralbag@gmail.com
www.rodeonyrealty.comYEAR

WINNER

12

Local Knowledge — Total Commitment

FIVE STAR REAL ESTATE AGENT AWARD WINNER

DENVER

Julie Trunzo
Realtor, MCNE, SRES®

2755 S Locust Street
Denver, CO 80222

Phone: 303-887-7009
Julie@TruPropertiesTeam.com
www.TruPropertiesTeam.comYEAR

WINNER

15

Premier Service, Premier Results!

JACKSONVILLE
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Michael Taylor
Broker, GRI, SFR®, BPOR

52 Tuscan Way, Suite 202 – 352
St. Augustine, FL 32092
Phone: 904-214-4780
miketaylor@phrfl.net

www.premierhomesrealty.netYEAR

WINNER

11

FIVE STAR REAL ESTATE AGENT AWARD WINNER

DENVER

We Simply Bring You Home!

Illona Gerlock
CRB, CRS, SRES®, CNE, Realtor

Coldwell Banker Realty
600 Grant Street, Suite 900

Denver, CO 80203
Phone: 303-809-1235

Illona@gerlockhomes.com
gerlockhomes.comYEAR

WINNER

16

Anyone Can List Denver, I’II Get It Sold

DENVER
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Nicci Hyatt
Certified Negotiation Expert, Realtor

367 Jackson Street
Denver CO, 80206

Phone: 303-335-5336
nicci@niccihyatt.com
www.niccihyatt.comYEAR

WINNER

14

2025 Five Star Legend

PHILADELPHIA
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Tammy J. Harrison
Realtor, Associate Broker

4 E Montgomery Avenue 
Ardmore, PA 19003
Cell: 610-520-2500

Office: 610-822-3356
www.tammyharrison.com/

why-hire-tammyYEAR

WINNER

14

Your Proven Real Estate Resource

SACRAMENTO
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Sonya Dixon
Realtor, DRE 01828462

Roseville, CA 95678
Direct: 916-595-5704

Sonya@SonyaDixon.com
www.SonyaDixon.com

YEAR

WINNER

14

Home Has Never Been More Important

SAN FRANCISCO
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Kelley Benetti
Realtor, SRES®, DRE 00933930

570 San Carlos Avenue
San Carlos, CA 94070
Phone: 650-207-9556

benettikelley@gmail.com
www.kelleybenetti.comYEAR

WINNER

11

There’s No Place Like Home

SAN FRANCISCO EAST BAY
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Dorothy Broderson
Realtor, DRE 01779623

1841 4th Street, Suite E
Livermore, CA 94550
Cell: 925-963-8800

dorothy@dorothyhome.info
www.yellowbrickroadhomes.comYEAR

WINNER

14



SEATTLE
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Trusted Name in North End Real Estate

Jack Malek
Realtor

311 N 85th Street
Seattle, WA 98103

Phone: 206-498-2189
jmalek@windermere.com

www.jackmalek.comYEAR

WINNER

14

What Can I Help You With?

SEATTLE
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Karin Simpson
Broker

TEC Real Estate, Inc.
9 Lake Bellevue Drive, Suite 106

Bellevue, WA 98005
Cell: 425-387-3388

ksimpson@tecrealestate.com
www.simpsongroupre.comYEAR

WINNER

15

A Tradition of Real Estate Excellence

SEATTLE
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Bret Butler
Founding Broker

Compass
Woodinville, WA 98072
Phone: 206-604-3350

bret@butlerrealestate.com
www.butlerrealestate.comYEAR

WINNER

14

Experience Creates a Good Mortgage

SOUTHWEST FLORIDA
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Sylvia Connor
Mortgage Loan Originator, NMLS 387184

Naples, FL 34102
Phone: 239-963-0441

sconnor@my100bank.com
www.my100bank.com/mortgage-

lenders/sylvia-connor/YEAR

WINNER

15

Raising the Bar in Real Estate Services

SARASOTA
FIVE STAR REAL ESTATE AGENT AWARD WINNER

Marianne LeBar, P.A.
Broker Associate

1815 S Osprey Avenue
Sarasota, FL 34239

Phone: 941-650-0337
mlebar8900@aol.com

SunnyBeachFrontLiving.comYEAR

WINNER
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THE TASTING MENU at Uberto ends, like many others 

at restaurants of this caliber, with mignardises. 
Roughly translated from French, the word means “dainty 

preciousness.” Roughly translated from fine dining, it 

means the macarons, truffles, and other bijou sweets 

designed to soften the blow of an eye-popping bill.

What makes the tasting menu at Uberto unlike most 

others—besides the fact that it’s located in Gay, Ga., a 

PASSIONS A BLISSFUL 

ESCAPE FROM 

DECISION FATIGUE

BY ADAM ERACE
country town known for 

its semiannual Cotton 

Pickin’ Festival—is that 

there is no check accom-

panying the miso-and-

chanterelle bonbon, amber 

canelŽ, and freeze-dried 

lemon-verbena ice cream 

that tastes, in the best 

possible way, like Trix. 

Provided you’re staying 

on-site, that is, in one of 

the four impeccable cabins 

of Quercus, a 3,800-acre 

cattle ranch and micro-

resort where the $2,700 

nightly rate includes din-

ner and so much more.

The all-inclusive vaca-

tion is easy to mock as 

tacky—as in the TikTok 

NO WRISTBAND NEEDED

At Naviva, in Mexico, 

each guest is on their 

own luxury path. 
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told his staff he’s commit-

ted to keeping the quality 

at an absolute premium. 

“If we’re going to do this, 

we cannot value-engineer 

down,” says general man-

ager Ian Williams. “When 

people read the menu, it 

should be a [pleasant] 

surprise.” Consequently, 

the Stonehouse restaurant 

goes through eight pounds 

of osetra caviar a week.

The all-inclusive pricing 

helps avoid sticker shock 

or nasty surprises at the 

checkout desk. “In our 

industry, people will talk a 

lot about getting the first 

15 minutes on the property 

perfect, and nobody talks 

about getting the last 15 

minutes perfect,” Williams 

says. “You’re in a blissful 

mood, then the front desk 

turns the bill toward you, 

and checkout becomes a 

defensive process.”

Meanwhile, the big 

brands are salivating like 

cartoon coyotes. Marriott 

will add six new luxury all-

inclusives between 2026 

and 2029 in Mexico, Do-

minican Republic, Costa 

Rica, and Brazil. 

And Four Seasons plant-

ed the 15 jungle bungalows 

of Naviva (from $1,915 

per night) on the Pacific 

coast of Nayarit, Mexico, 

in 2022. Its “beyond all-

inclusive” concept centers 

the guest in a bespoke, 

frictionless stay. “You want 

to have breakfast at 2 p.m., 

we do breakfast at 2 p.m.,” 

operations manager Luis 

Miguel Moreno Jiménez 

tells me. Guests can dine 

at Copal Cocina, the heart 

of the resort, or “in tent”—

meme satirizing British 

tour company Jet2holi-

days. The humor lies in 

the gulf between the illu-

sion of luxury and abun-

dance advertised, and the 

sometimes rather dismal 

actual experience. 

But in recent years, 

the relatively tiny ultra-

high-end segment of the 

all-inclusive sector has 

rocketed from tourism’s 

bottom-dweller to luxe 

travel industry darling. 

Quercus’s version in-

cludes no all-you-can-eat 

buffets or spa vouchers. 

Instead, the biodynamic 

farm offers a private wood-

fired sauna, horse-training 

lessons, and kayaking and 

fishing on the Flint River.

“For us, it was impor-

tant that this feel like 

you’re a guest in someone’s 

home,” Chiara Visconti di 

Modrone, Quercus’s owner 

and a clinical nutrition-

ist, explains as we rumble 

down a cow-flanked dirt 

road in her moss-green 

Ram pickup. “That feeling 

of home is hard to achieve 

when you’re signing a 

check every two minutes.”

And the property is 

indeed her home; she and 

her husband, financier-

turned-farmer Angelos 

Pervanas, live on the estate 

with their kids and a sweet 

Australian shepherd, Bluey, 

who was curled up by my 

feet. Visconti di Modrone 

spent most of her child-

hood here; her parents, 

descended from Milanese 

nobility and the inventor of 

the Vespa, bought the land 

in the 1970s. 

The term “all-inclusive” 

was a buzzword in Octo-

ber at the International 

Luxury Travel Market con-

ference in the Bahamas. 

While some properties, 

including Quercus and 

Montana’s the Green O 

(from $2,290 per night), 

were founded with an in-

clusive pricing model, oth-

ers—like San Ysidro Ranch 

(from $2,800 per night) in 

Santa Barbara—have seen 

customer interest, and 

gradually pivoted. 

Beanie Babies bil-

lionaire Ty Warner, who 

purchased San Ysidro in 

2000, gave the green light 

to fold parking, then resort 

fees, then dining into the 

rate at the property—

which was the home of 

Franciscan monks in the 

1700s, and hosted John 

F. and Jackie Kennedy on 

their honeymoon. But he B
A

T
H

R
O

O
M

: 
C

O
U

R
T

E
S

Y
 O

F
 T

H
E

 W
O

R
L

D
 O

F
 Q

U
E

R
C

U
S

 



F O R T U N E  •  T H E  B R I E F 4 1

where sliding glass walls 

open to a gleaming wood 

deck and private plunge 

pool sheltered in flowering 

plumeria and palms.

Besides food, Naviva 

includes an intuitive 

90-minute massage per 

guest and daily activi-

ties. And the hotel, unlike 

many ultra-luxe all-inclu-

sives, offers unrestricted 

alcoholic drinks. “Just 

like if you come into my 

casa, whatever I have 

behind the bar, you have,” 

Moreno says, before invit-

ing me to grab a bottle of 

tequila and pour myself 

a shot. (No disrespect 

to Don Julio, but I opt 

for a thoughtful tasting 

of natural wines from 

Mexico’s leading women 

winemakers instead.) So 

far, “beyond all-inclusive” 

has been a hit, with 75% 

of guests returning.

After less than a year 

in business, Quercus has 

also already had return 

guests. Visconti di Mo-

drone and Pervanas—with 

their partners, chef Ryan 

Smith and Kara Hidinger 

of Atlanta’s renowned 

Staplehouse—go to absurd 

lengths to make sure every 

detail feels special, from 

a house florist to the best 

hotel bed I’ve ever slept 

in. The kind of milk you 

prefer in your morning 

coffee gets pre-stocked in 

the minibar. Le Chameau 

Wellington boots in your 

size await in the wardrobe 

for exploring the emerald 

ponds and pecan groves. 

And exploring is 

encouraged, both on 

property and off. While 

Quercus fosters a feel-

ing of remoteness and 

unplugging, guests are 

not trapped (as one might 

feel at a large all-inclusive 

resort). I could easily have 

walked to a brewery right 

outside the entrance, or 

driven five minutes down 

the road to a steak house. 

But why would I, when 

Smith is cooking? Dinner 

at Uberto is an almanac 

of what’s growing on the 

farm and what’s been pre-

served from harvests past: 

sweet strawberries turned 

into vinegar and set into 

gelée for the chicken-

liver tart; lemongrass and 

galangal from the tropical 

greenhouse distilled into a 

crystal-clear curry poured 

over shrimp noodles; 

beeswax-and-pine-cured 

rutabaga to go with the 

dry-aged duck and Smith’s 

grandmother Lillian’s 

potato rolls. 

Giving in to a curated 

experience—even one this 

exquisite—requires some 

adjustment, Visconti di 

Modrone tells me: “We 

definitely push people a 

little bit out of their com-

fort zone.” But for alpha 

travelers who are used to 

calling the shots at work 

and elsewhere in their 

lives, relinquishing some 

control is perhaps the 

ultimate luxury. 

“There is decision 

fatigue,” she says. By the 

end of the stay, they’re ask-

ing, “Can someone please 

just choose for me?”

COZY CHIC
At Quercus, in Georgia, 
the special touches feel 
both elegant and homey.

QUERCUS, GEORGIA

On an idyllic ranch 
outside Atlanta, every-
thing from the minibar 
to Flint River kayaking 
and fishing is included 
for guests staying in 
the four country-luxe 
cottages.

SAN YSIDRO RANCH, 

CALIFORNIA

A legend since 1893, 
this former farm folded 
 dining—caviar, seafood 
towers, and all—into  
its nightly rate after  
the pandemic.

THE GREEN O, 

MONTANA

At this 37,000-acre 
adults-only luxury en-
clave within the Paws Up 
resort, guests can tool 
around in a loaner Lexus 
SUV—useful for getting 
from archery practice to 
dinner at the Scandina-
vian Social Haus.

NAVIVA, MEXICO 

Four Seasons’ all-inclu-
sive entrée features  
15 forested bunga-
lows and your-wish-
is-our- command 
service. Midnight tacos? 
Champagne? Temazcal 
ceremony? Say less.

 LU S H  L I F E

IT’S ALL INCLUDED

You won’t find an endless 
buffet or bingo night at 
these all-inclusive re sorts, 
but you won’t miss them.
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xrg.comDisciplined investments. Long-term value.

That's where XRG comes in. From chemicals 

to gas to energy solutions, we invest with 

discipline and partner with purpose to 

generate long-term value.

AI is booming. Economies are rapidly

expanding. The need for more energy 

has never been greater.

The future
of energy
is here
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TURNS OUT, 
BIG BUSINESS 

LOVES THAT.

ANTHROPIC 

IS STILL HUNG UP ON  
‘AI SAFETY.’

BY JEREMY KAHN

U N D E R  D A N I E L A  A N D  D A R I O  A M O D E I ,  T H E  W O N K Y  S TA R T U P  H A S  S H R U G G E D  O F F  
I T S  “ D O O M E R ”  R E P U TAT I O N .  N O W  I T ’ S  T H E  G O -T O  A I  T O O L  F O R  T H O U S A N D S  O F  

C O M PA N I E S .  H O W  LO N G  C A N  I T  S TAY  A H E A D  O F  I T S  B I G G E R ,  F R E E - S P E N D I N G  R I VA L S ?  

PH OTO G R APH S BY J ES SICA C H O U

TURNS OUT, 
BIG BUSINESS BIG BUSINESS 

LOVES THAT.LOVES THAT.

ANTHROPIC ANTHROPIC 

IS STILL HUNG UP ON  IS STILL HUNG UP ON  
‘AI SAFETY.’‘AI SAFETY.’

U N D E R  D A N I E L A  A N D  D A R I O  A M O D E I ,  T H E  W O N K Y  S TA R T U P  H A S  S H R U G G E D  O F F  U N D E R  D A N I E L A  A N D  D A R I O  A M O D E I ,  T H E  W O N K Y  S TA R T U P  H A S  S H R U G G E D  O F F  
I T S  “ D O O M E R ”  R E P U TAT I O N .  N O W  I T ’ S  T H E  G O -T O  A I  T O O L  F O R  T H O U S A N D S  O F  I T S  “ D O O M E R ”  R E P U TAT I O N .  N O W  I T ’ S  T H E  G O -T O  A I  T O O L  F O R  T H O U S A N D S  O F  

C O M PA N I E S .  H O W  LO N G  C A N  I T  S TAY  A H E A D  O F  I T S  B I G G E R ,  F R E E - S P E N D I N G  R I VA L S ?  C O M PA N I E S .  H O W  LO N G  C A N  I T  S TAY  A H E A D  O F  I T S  B I G G E R ,  F R E E - S P E N D I N G  R I VA L S ?  
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ACCIDENTAL CEO When Anthropic started, Dario Amodei says, “We didn’t have any idea about how we would make money.”
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found what Amodei calls “synergies” between its work on 

safety and building models that would appeal to enterprises. 

“Businesses value trust and reliability,” he says.

In another twist, the emphasis on trust and caution 

that has helped Anthropic gain traction with big business 

has entangled the company in conflicts with influential 

figures in politics and business. Key Trump administration 

officials range from skeptical to downright hostile to An-

thropic’s positions on AI safety and its advocacy for regu-

lation. The company has clashed with Nvidia CEO Jensen 

Huang—over Anthropic’s support for limiting exports of 

AI chips to China—and with Salesforce CEO Marc Benioff 

over Amodei’s warnings about AI-induced job losses. 

The opprobrium of these influential figures is just 

one obstacle Anthropic is navigating. It has also faced 

lawsuits over its use of copyrighted books and music to 

train Claude. It agreed to settle one class action lawsuit 

with authors over its use of pirated libraries of books for 

$1.5 billion in September. That’s cash the company would 

rather spend on growth, but had it lost in court, Anthropic 

might have been bankrupted.

It’s a lot for a young company to manage, especially one 

undergoing hypergrowth. Anthropic had fewer than 200 

employees in late 2023. Today it has approximately 2,300. 

It’s hiring an army of salespeople, customer support 

engineers, and marketing professionals, even as it staffs 

up on researchers to push the frontier of AI development. 

It’s also expanding internationally at a rapid clip. Just 

since September, it has opened Paris and Tokyo offices, 

and announced ones in Munich, Seoul, and Bengaluru, 

adding to its existing global footprint of Dublin, Zurich, 

and London. 

Having established itself as “the AI company for busi-

ness,” Anthropic’s challenge is to keep that title in an indus-

try where performance leaderboards can shift overnight 

and market gains can quickly disappear. As its rocket ship 

burns through the stratosphere, the question is, Can An-

thropic achieve escape velocity? Or will powerful forces—

the gravitational pull of the immense costs associated with 

cutting-edge AI models, the buffeting winds from political 

turbulence and intense competition, and the internal pres-

sures inherent in managing an organization growing at 

supersonic rates—send it spinning back down to earth?

SAFETY LEADS TO SALES 

D
A R I O A M O D E I has a head of curly-brown hair, and as 

he speaks, he absent-mindedly twirls a lock of it 

around his finger, as if reeling back in the thoughts 

unspooling from his lips as he muses about AI 

security and trust issues like “prompt injection” and 

hallucinations. Many of the mysteries Anthropic is 

most interested in unlocking through its research—how 

to make sure models adhere to human intentions and 

instructions (what’s known in the AI field as “alignment”) 

and how to peer inside the brains of large language 

models to figure out why they generate certain outputs (or 

“interpretability”)—are things businesses care about too. 

The 42-year-old Amodei has a penchant for dressing 

in what might best be described as academic chic. (The 

day we meet, he’s wearing a shawl-necked navy sweater 

over a white T-shirt, with blue trousers, and dark Brooks 

D
A R I O A M O D E I I S, in his telling, the accidental CEO 

of an accidental business—one that just happens 

to be among the fastest-growing on the planet. 

“When we first started Anthropic, we didn’t have 

any idea about how we would make money, or 

when, or under what conditions,” he says.

Anthropic is the San Francisco–based AI com-

pany that Amodei cofounded and leads. And it hasn’t taken 

long for it to start pulling in lots of money, under lots of 

conditions. The startup has emerged as one of the leading 

rivals to OpenAI and Google in the race to build ever-

more-capable artificial intelligence. And while Anthropic 

and its Claude family of AI models don’t have quite the 

same brand recognition as crosstown rival OpenAI and its 

ChatGPT products, over the past year Claude has quietly 

emerged as the model that businesses seem to like best.

Anthropic, currently valued at $183 billion, has by 

some metrics pulled ahead of its larger rivals, OpenAI and 

Google, in enterprise usage. The company is on track to 

hit an annualized run rate of close to $10 billion by year-

end—more than 10 times what it generated in 2024. It also 

told investors in August that it could bring in as much as 

$26 billion in 2026, and a staggering $70 billion in 2028. 

Even more remarkably, Anthropic is generating such 

growth without spending nearly as much as some rivals—

at a time when massive capital expenditures across the 

industry are stoking anxiety about an AI bubble. (OpenAI 

alone has signed AI infrastructure deals worth more than 

$1 trillion.) That’s in part because Anthropic says it has 

found ways to train and run its AI models more efficiently. 

To be sure, Anthropic is nowhere near profitable today: 

It was pacing to end 2025 having consumed $2.8 bil-

lion more cash than it took in, according to recent news 

accounts citing forecasts provided to investors. But the 

company is also on track to break even in 2028, according 

to those projections—two years ahead of OpenAI. 

On the AI infrastructure spending race, Amodei can be 

sardonic. “These announcements are kind of frothy,” he 

says. “Business should care about bringing in cash, not set-

ting cash on fire, right?” Of his rivals, he quips: “Can you 

buy so many data centers that you over-leverage yourself? 

All I’ll say is, some people are trying.”

Anthropic’s commercial traction is in some ways 

profoundly ironic. The company was founded in 2020 by 

Amodei, his sister Daniela, and five other former OpenAI 

employees who broke away from that company, in part, 

because they were concerned it was putting too much em-

phasis on commercial products over “AI safety,” the effort 

to ensure AI doesn’t pose significant risks to humanity. At 

Anthropic, safety was going to be the sine qua non. 

“AI safety continues to be the highest-level focus,” 

Amodei says of Anthropic as we sit in his office—in a 

building adjacent to Salesforce Tower that once housed 

the offices of Slack, and whose 10 stories are now com-

pletely occupied by Anthropic. But the company soon 
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running shoes rounding off the look.) It’s perhaps a sarto-

rial vestige of his former life: Prior to his current role, he 

had always been a scientist, first in physics, then compu-

tational neuroscience, and finally AI research. “When I 

started this company, I’d never run a company before, and 

I certainly didn’t know anything about business,” Amodei 

says. “But the best way to learn, especially something prac-

tical like that, is just doing it and iterating fast.”

While Dario focuses on vision, strategy, research, and 

policy, sister Daniela, who is nearly four years younger, 

serves as Anthropic’s president, handles day-to-day opera-

tions, and oversees the commercial side of the business. 

“We’re like yin and yang” in roles and responsibilities, 

Daniela says of herself and Dario, but “extremely aligned” 

on values and direction. She allows that one of the benefits 

of working with your sibling is that there’s always someone 

around who can call you on your bulls--t. “You have sibling 

privileges,” she says. “Sometimes I’m like, ‘Hey, I know this 

is what you meant, but people didn’t hear it that way.’ Or 

he’ll just be, like, ‘You’re coming across, um, you’re cranky.’ ”

Under the Amodeis, Anthropic’s emphasis on business 

has helped it to differentiate itself from OpenAI, which 

has 800 million weekly users and has increasingly catered 

to them by rolling out consumer products—from viral 

video-creation tool Sora to an Instant Checkout feature 

for e-commerce. Claude has tens of millions of individual 

users, according to news accounts (Anthropic hasn’t dis-

closed those numbers), but Anthropic says most of these 

people are using Claude for work and productivity, not for 

entertainment or companionship.

Amodei says focusing on enterprises better aligns An-

thropic’s incentives around safety with those of its custom-

ers. Consumer-focused businesses, he says, tend to wind 

up trying to monetize users’ attention through advertising, 

which gives them an incentive to make products addic-

tive. That, he says, leads to apps that serve up “AI slop” 

or chatbots designed to serve as “AI girlfriends.” (Amodei 

doesn’t mention OpenAI by name, but that company has 

made controversial moves toward doing both those things.) 

“For each of these things, it’s not that I object in principle,” 

he says. “There could be some good way to do them. But I’m 

not sure the incentives point toward the good way.”

“ P R I C I N G  I N  T H E  
A I  I N D U S T R Y  I S 
L I K E  A N  A C I D  T R I P. 
E V E R YO N E  I N  
T H E  I N D U S T R Y  
I S  S T I L L  D O I N G  S O M E 
F O R M  O F  P R I C E  
D I S C O V E R Y,  
B E C A U S E  I T ’ S  
J U S T  E V O LV I N G  
S O  Q U I C K LY. ” 
D A N I E L A  A M O D E I ,  
P R E S I D E N T  A N D  C O F O U N D E R , 
A N T H R O P I C

“ P R I C I N G  I N  T H E  
A I  I N D U S T R Y  I S A I  I N D U S T R Y  I S 
L I K E  A N  A C I D  T R I P. L I K E  A N  A C I D  T R I P. 
E V E R YO N E  I N  E V E R YO N E  I N  
T H E  I N D U S T R Y  T H E  I N D U S T R Y  
I S  S T I L L  D O I N G  S O M E I S  S T I L L  D O I N G  S O M E 
F O R M  O F  P R I C E  F O R M  O F  P R I C E  
D I S C O V E R Y,  D I S C O V E R Y,  
B E C A U S E  I T ’ S  B E C A U S E  I T ’ S  
J U S T  E V O LV I N G  J U S T  E V O LV I N G  
S O  Q U I C K LY. ” S O  Q U I C K LY. ” 
D A N I E L A  A M O D E I ,  D A N I E L A  A M O D E I ,  
P R E S I D E N T  A N D  C O F O U N D E R , P R E S I D E N T  A N D  C O F O U N D E R , 
A N T H R O P I CA N T H R O P I C
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business tool is essentially inextricable from its emphasis 

on safety. Kate Jensen, who heads Anthropic’s Ameri-

cas operation and was until recently head of sales and 

partnerships, says that a lot of customers prefer Claude 

because they trust it to just work. Does the model rarely 

hallucinate? Can it follow instructions reliably? “Does the 

model do what you asked it to do? Yes or no?” she asks, 

rhetorically. “That shouldn’t really be a massive enterprise 

differentiator, but right now in AI, it is. And for us, it’s 

always been table stakes.”

More important, for enterprise customers, safety is 

a persuasive selling point. Many feel that, as a result of 

Anthropic’s innovations, it is harder for users to push 

Claude to jump its guardrails and produce problematic 

outputs, whether that’s giving someone instructions 

for making a bioweapon, revealing company secrets, or 

spewing hate speech. 

Whatever their motives, business customers are eagerly 

signing up. The company says it has more than 300,000 

enterprise customers, and that the number of those on 

pace to spend more than $100,000 annually with the 

company has risen sevenfold in the past year. Menlo 

Ventures, an Anthropic investor, has released survey data 

showing it with about a third of the enterprise market, 

compared with 25% for OpenAI and about 20% for 

Google Gemini. OpenAI disputes the reliability of these 

numbers, noting that it has more than 1 million business 

customers. But data that the companies shared with inves-

tors this summer showed that Anthropic had pulled ahead 

of its much larger rival in revenue derived from their 

respective APIs—the interfaces through which enterprises 

access their models when building AI-enabled products 

and services. Anthropic reported $3.1 billion from its API 

compared with $2.9 billion for OpenAI. 

Nick Johnston, who leads the strategic technology 

partnerships team at Salesforce, says Salesforce’s own 

customers, especially in finance and health care, pushed 

his company to forge a closer relationship with Anthropic 

because they felt the model was more secure than com-

petitors. (Public safety benchmarks run by independent 

organizations bear this out.)

Some of Claude’s better performance is down to a 

technique Anthropic pioneered called “constitutional AI.” 

This involves giving Claude a written constitution—a set 

of principles—that is used to train the model. Anthropic 

drew the principles for Claude’s current constitution 

from sources as varied as the UN Universal Declaration 

of Human Rights, Apple’s terms of service, and rules that 

Anthropic competitor Google DeepMind developed and 

published for Swallow, a chatbot it created in 2022.

Dave Orr, Anthropic’s head of safeguards, says there’s 

much more that goes into making Claude secure. The 

company screens out certain information—such as 

scientific papers on potentially dangerous viruses—from 

Claude’s initial training data. It also applies what it calls 

“constitutional classifiers,” other AI models that screen 

users’ prompts for jailbreaking attempts and monitor 

Claude’s outputs to ensure they comply with the consti-

tution. Anthropic employs “red-teamers” to probe for 

vulnerabilities that Orr’s teams then try to fix. It also has 

a “threat intelligence” group that investigates users whose 

prompts raise red flags. That team has uncovered Chinese 

hackers using Claude to penetrate critical infrastructure 

networks in Vietnam, and North Korean fraudsters using 

Claude to land IT jobs at U.S. companies.

Anthropic executives stress that Claude’s reliability as a 

WINNING AT CODING

I
N D E E D, C L AU D E H AS B E E N W I N N I N G enterprise customers 

largely because it performs better than rivals at tasks 

businesses care about. This has been particularly true 

for coding, where Claude has, until recently, dominated 

almost all the public performance benchmarks. Claude 

drafts about 90% of Anthropic’s own code, although 

human software developers check it and edit it. “Claude 

Code”—a tool specifically for software developers that de-

buted in February—supercharged Claude’s adoption. 

David Kossnick, head of AI products at design software 

company Figma, says his company built many of its early 

generative AI features using OpenAI’s models. But when 

Figma decided to create Figma Make, a product that lets 

users design and build functional prototypes and working 

apps from typed instructions, it chose Claude to power it. 

“Anthropic’s code generation was consistently impressive,” 

he says. (Figma still uses OpenAI and Google models for 

other features.)

Figma is one of many companies whose relationship 

with Claude was boosted by Anthropic’s close partner-

ship with Amazon and its cloud-computing arm, AWS. 

Amazon has committed to invest $8 billion in Anthropic, 

and it has integrated Anthropic’s models deeply into AWS, 

making it easy for customers to use Claude with their 

data. Given that AWS is the world’s largest cloud provider, 

that has helped drive business to Anthropic. 

Anthropic has relationships with Google Cloud and 

Microsoft Azure too. And recently IBM, whose AI strategy 

had been built around open-source models, made an ex-

ception and struck a strategic partnership with Anthropic 

to integrate Claude into select products, even though 

Claude isn’t open-source.

Rob Thomas, IBM’s chief commercial officer, says IBM 

was excited about Claude’s ability to work with its proprie-

tary libraries of coding data, particularly in older languages 

such as Java and COBOL. The Latin of programming 

“ B U S I N E S S  S H O U L D  C A R E  A B O U T  
B R I N G I N G  I N  C A S H ,  N O T  S E T T I N G  
C A S H  O N  F I R E ,  R I G H T ?  
C A N  YO U  B U Y  S O  M A N Y  D ATA  C E N T E R S 
T H AT  YO U  O V E R - L E V E R A G E  YO U R S E L F ? ” 
D A R I O  A M O D E I ,  C E O  A N D  C O F O U N D E R ,  A N T H R O P I C

“ B U S I N E S S  S H O U L D  C A R E  A B O U T  
B R I N G I N G  I N  C A S H ,  N O T  S E T T I N G  B R I N G I N G  I N  C A S H ,  N O T  S E T T I N G  
C A S H  O N  F I R E ,  R I G H T ?  C A S H  O N  F I R E ,  R I G H T ?  
C A N  YO U  B U Y  S O  M A N Y  D ATA  C E N T E R S C A N  YO U  B U Y  S O  M A N Y  D ATA  C E N T E R S 
T H AT  YO U  O V E R - L E V E R A G E  YO U R S E L F ? ” T H AT  YO U  O V E R - L E V E R A G E  YO U R S E L F ? ” 
D A R I O  A M O D E I ,  C E O  A N D  C O F O U N D E R ,  A N T H R O P I CD A R I O  A M O D E I ,  C E O  A N D  C O F O U N D E R ,  A N T H R O P I C
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languages, COBOL powers Big Blue’s mainframes, which 

are still used in banking, insurance, health care, and the 

U.S. government. But skilled COBOL coders have largely 

retired. IBM has used Claude, in conjunction with other 

AI models, to create Project Bob, an agentic tool it plans to 

release in 2026 that can carry out various software tasks, 

including modernizing COBOL-written programs.

If coding is the gateway drug for many Anthropic 

customers, a growing number are discovering Claude’s 

uncanny abilities at other tasks. Novo Nordisk, the phar-

maceutical giant best known these days for its blockbuster 

diabetes and weight-loss drug Ozempic, evaluated a host 

of AI models in an effort to reduce the time it takes to 

prepare the reams of paperwork involved in clinical trials. 

Waheed Jowiya, the company’s digitalization strategy 

director, says Novo Nordisk built a system around Claude 

that has taken the time required to compile clinical trial 

reports down from 12 to 15 weeks to just 10 to 15 minutes.

Microsoft, a major investor in OpenAI, had been using 

OpenAI’s models exclusively to power its Copilot in office 

productivity software—but it found Claude was better at 

handling Excel spreadsheets and PowerPoint presenta-

tions, and switched accordingly. Both Deloitte and Cogni-

zant have adopted Claude companywide and are helping 

Anthropic co-sell Claude to their own clients—another 

revenue-scaling opportunity, since big companies rely on 

such firms’ consulting work to get value from generative AI.

Anthropic has begun rolling out tailored versions of 

Claude for specific professions. But it’s cautious about 

launching too many “verticals”: Mike Krieger, the Ins-

tagram cofounder who is now Anthropic’s chief product 

officer, says it will create tailored products only if they 

will help either solve some confounding aspect of general-

purpose intelligence or create what he calls “a flywheel 

effect” that accelerates progress toward superhuman AI. 

Krieger says Claude Code checked the second box (of-

fering the prospect of AI models writing code for future 

models). Claude for Financial Services, which launched in 

July, checked the first one, since building accurate financial 

models requires lots of reasoning steps. The company has 

a “frontier prototyping team” that builds internal products 

designed to push the envelope of what Claude can do, with 

an eye toward commercializing them if they succeed.

For all its abilities, plenty remains beyond Claude’s 

grasp. When Anthropic teamed up with Andon Labs, an 

AI safety testing outfit, to see if Claude Sonnet 3.7 could 

run the vending machines in Anthropic’s San Francisco 

headquarters, it fared disastrously. The model failed to 

raise prices on in-demand items, told employees to remit 

payments through an account that didn’t exist, offered all 

Anthropic staff a 25% discount (not realizing the impact 

that would have on profits in an office in which pretty 

much everyone worked for Anthropic), and decided to 

stock tungsten cubes, an expensive but useless novelty 

item. (Tungsten cubes briefly became an Anthropic 

office meme.) 

While Anthropic works to up Claude’s vending machine 

game, its rivals aren’t standing still. OpenAI is report-

edly working on a product to directly challenge Claude 

for Financial Services. Its newest coding product, GPT-5 

Codex, has narrowly bested Anthropic on some software 

development benchmarks. Google’s new Gemini 2.5 Pro 

model also has decent coding skills and performs com-

petitively with Claude on many reasoning tasks. Each of 

those models is considerably cheaper than Claude, and a 

number of Chinese AI companies have produced powerful 

coding models that they’ve released for free. 

Right now, most enterprises are willing to pay more for 

AI models to gain even a slight advantage in accuracy on 

essential tasks. But that could change as the gap between 

the performance of different AI models narrows.

That means price could become Anthropic’s Achilles’ 

heel. IBM’s Thomas says, “I don’t think Bob would hit the 

mark for users if Anthropic wasn’t there, but if we’d only 

built on Claude we’d probably miss the mark on price.” In 

June, Anysphere, the startup behind the AI-powered soft-

ware development platform Cursor, angered many users 

when it jacked up prices. Anysphere blamed the increase 

partly on Anthropic, because Cursor relies heavily on 

Claude under the hood. Around the same time, Anthropic 

reduced the number of requests its own paid subscribers 

could make for a given subscription tier—in essence, a 

stealth price hike.

Daniela Amodei acknowledges that Anthropic’s price 

changes were not communicated well. But she adds that 

“pricing in the AI industry is like an acid trip,” and that 

“everyone in the industry, including us, is still doing some 

form of price discovery, because it’s just evolving so quickly.” 

She also says that Anthropic has created smaller, less-

expensive models, such as its Claude Haiku series, which 

perform certain tasks just as well as its massive Claude 

4.1 Opus, at a fraction of the price. “Depending on the use 

case you might not need the Ferrari,” she says. Left unsaid: 

If you do need the Ferrari, don’t expect Chevy prices. 

TENSE RELATIONSHIPS

I
F A N T H RO P I C’S SA F E T Y emphasis has won it customers, 

it’s also alienated policymakers in Trump’s Washing-

ton. The week Amodei and I meet, the company is 

scrambling to respond to a series of highly critical so-

cial media posts from White House AI and crypto czar 

David Sacks, who is also a prominent venture investor 

and podcaster. 

Sacks, who has repeatedly attacked the company for be-

ing “Trump haters” and a cog in the AI “doomer industrial 

complex,” was exercised about remarks that Anthropic’s 

cofounder and head of policy Jack Clark gave at an AI 

conference, where Clark likened AI models to mysterious, 

unpredictable, and at times scary creatures. Sacks accused 

Clark and Anthropic of engaging in a cynical attempt at 

“regulatory capture,” playing up threats in order to drum 

up public support for rules with which Anthropic was 

best-positioned to comply. 

Other top White House figures with interest in tech, in-

cluding Vice President JD Vance, have voiced skepticism of 

AI safety efforts, worrying that they will hobble U.S. efforts 

to compete with China. White House policymakers were 
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Amodei tells me he has great respect for Huang and 

admires him for coming to America as an immigrant and 

pulling himself up by his bootstraps to create the world’s 

most valuable company. “We always want to work with 

them; we always want to partner with them,” he says of 

Nvidia. Comparing the race to create superpowerful AI to 

the Manhattan Project, Amodei says, “Just like we worry 

when an authoritarian government gets nuclear weapons, 

I think we should worry when they get powerful AI, and 

we should worry about them being ahead in powerful AI.”

THE INFRASTRUCTURE RACE

A
I  H AS I N C R E AS I N G LY become an infrastructure race, 

with companies like OpenAI, Meta, Elon Musk’s 

xAI, Microsoft, Google, and Amazon announc-

ing billions of dollars in spending on vast AI data 

centers that consume as much electricity as sizable 

American cities. Overall, the hyperscalers are 

expected to spend as much as $400 billion on AI infra-

structure in 2025, with that figure ramping up to close to 

$800 billion by 2029, according to data from IDC. 

In many ways, Amodei himself helped create this race. In 

2020, when he was still a senior researcher at OpenAI, he 

helped formulate what are known as the “AI scaling laws”—

an empirical observation that increasing an AI model’s size, 

feeding it more data, and training it on more computing 

power produces a predictable gain in performance. Belief 

in these scaling laws has driven AI companies to build ever 

larger models and bigger data center clusters. Today, there’s 

debate among AI researchers about the extent to which this 

premise still holds. But Amodei says he doesn’t think scal-

ing is ending. “We see things continuing to get better,” he 

says. “Every three to four months, we release a new model, 

and it’s a significant step up every time.”

Still, Amodei says observers shouldn’t expect Anthropic 

to announce infrastructure deals of quite the same magni-

tude as OpenAI or Meta. A $50 billion deal Anthropic an-

nounced with cloud company Fluidstack in mid-November 

to build customized data centers for the company in Texas 

and New York is its largest to date. And it is unlikely to be 

its last. But, by comparison, OpenAI has announced mul-

tiple deals in the hundreds of billions.

Daniela Amodei says that Anthropic has discovered 

ways to optimize model training and inference that wring 

more out of fewer AI chips. “Anthropic is a minor player, 

comparatively, in terms of our actual compute,” she says. 

“How have we arguably been able to train the most power-

also displeased that Anthropic endorsed California’s new 

AI law, which requires labs building powerful AI models 

to disclose the actions they are taking to avert potentially 

catastrophic risks. The administration has advocated for 

a 10-year moratorium on state-level AI regulation. Dario 

Amodei was notably absent from a White House dinner in 

September attended by leaders of top U.S. AI and tech com-

panies, nor was he among the tech CEOs accompanying the 

president on his state visit to the U.K. later that month.

It’s true that Amodei is not a fan of Trump. He once 

likened the president to a “feudal warlord” in a now de-

leted preelection Facebook post urging friends to vote for 

Kamala Harris. He also decided Anthropic would cut ties 

with two law firms that struck settlements with Trump.

But Amodei insists the company has “lots of friends in 

the Trump administration” and is more aligned with the 

White House than Sacks and others give it credit for. He 

points, for example, to a shared belief that the U.S. must 

rapidly expand energy generation capacity to power new 

data centers. Amodei notes that he traveled to Pennsylva-

nia to attend an energy and innovation summit where he 

met Trump. He also attended a dinner during Trump’s re-

cent state visit to Japan, where he again met the president. 

In a blog post widely interpreted as a response to Sacks’ 

criticisms, Amodei went out of his way to say Anthropic 

concurred with Vance’s recent remarks that AI will have 

both benefits and harms, and that U.S. policy should try to 

maximize the benefits and minimize the harms.

These tensions haven’t prevented Anthropic from win-

ning multiple key government contracts. Most recently, in 

July, the Pentagon handed the company a $200 million, 

two-year contract to prototype “frontier AI capabilities” 

that would advance U.S. national security. But Amodei 

says he won’t kowtow to the president. “The flip side of 

that is when we disagree, we’re gonna say so,” he says. “If 

we agreed with everything that some government official 

wanted us to, I’m sure that could benefit us in business 

in some way. But that’s not what the company is about.”

As for the California AI law, Clark, the policy direc-

tor, says Anthropic would prefer federal regulation, but 

that “the technology isn’t sitting around waiting for a 

federal bill to get written.” He says the California bill “was 

developed carefully and in a very consultative manner 

with industry and other actors.” Clark also tells me that 

Anthropic has been testing Claude to weed out any politi-

cal bias in the responses it gives to questions that involve 

ideological framing or policy positions more closely 

aligned with either major party. 

One area where Anthropic sees mostly eye to eye with 

the Trump administration is on restricting China’s access 

to AI technology. But Amodei’s advocacy for export con-

trols has put it on a collision course with Nvidia’s Huang. 

Huang has said he “disagrees with pretty much everything 

[Amodei] says”; he has also said that Anthropic’s position 

is that AI is so dangerous, only Anthropic should build it. 

(Amodei has called Huang’s comments “an outrageous lie.”)

A N T H R O P I C  B Y  T H E  N U M B E R S
THE AI STARTUP IS GROWING RAPIDLY, AND ITS PATH TO PROFIT 

LOOKS SHORTER THAN THAT OF SOME RIVALS.
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ful models? We are just much more efficient at how we use 

those resources.” Leaked internal financial forecasts from 

Anthropic and OpenAI bear this out. Anthropic projects 

that between now and 2028 it will make 2.1 times more in 

revenue per dollar of computing cost than what OpenAI 

forecasts, according to a story in The Information that 

cited figures the companies shared with investors.

And while the $78 billion Anthropic told investors it 

forecast spending on compute through 2028 under an op-

timistic scenario is a massive figure, it’s only a third of the 

$235 billion OpenAI was budgeting over that time frame, 

according to information it had given its own investors.

Like its competitors, Anthropic is turning to different 

partners for computing power. AWS has built Project Rain-

ier, a network of data centers, including a gigantic $11 bil-

lion facility in rural Indiana that houses some 500,000 

Trainium 2s—Amazon’s own AI chips—for Anthropic to 

use to train and run its models. By year-end, Anthropic will 

have more than 1 million Trainium 2s at its disposal.

Google, meanwhile, has invested $3 billion into An-

thropic, and in October Anthropic said it would begin 

using 1 million of Google’s specialized AI chips, called 

TPUs, in addition to Amazon’s. Amodei acknowledges 

that the relationship with Google “is a little different” than 

Anthropic’s with AWS, since Google’s frontier AI model, 

Gemini, competes directly against Claude. “ ‘Coopetition’ 

is very, very common in this industry,” Amodei adds, “so 

we’ve been able to make it work.” 

Even as Anthropic keeps spending relatively restrained, 

the company has had to continually raise money. Press 

reports have circulated that it may be in the process of 

raising its third venture capital round in 18 months, even 

though it just completed a $13 billion fundraise in Au-

gust. If it does raise again, the company would likely seek 

a valuation between $300 billion and $400 billion. This 

summer, Wired published a Slack message from Amodei 

in which he explained to employees why he was reluc-

tantly seeking financing from Persian Gulf states. “ ‘No 

bad person should ever profit from our success’ is a pretty 

difficult principle to run a business on,” Amodei wrote.

HOLDING ON TO THE CULTURE

A
M O D E I’S PA I N E D M E SSAG E points to one of the most 

pressing challenges facing Anthropic—how to hold 

on to its “AI for the good of humanity” culture as its 

growth skyrockets.

“I have probably been the leader who’s been the 

most skeptical and scared of the rate at which we’re 

growing,” Daniela Amodei tells me. But she says she’s been 

“continually, pleasantly surprised” that the company hasn’t 

come apart at the seams, culturally or operationally.

She says the fact that all seven cofounders still work at 

Anthropic helps, because it seeds cultural hearth-tenders 

across different parts of the company. She also says that 

the company’s AI safety mission tends to draw a certain 

type of person. “We’re like umami,” she says. “We have a 

very distinct flavor. People who love our umami flavor 

are very attracted to Anthropic, and Anthropic is very 

attracted to those people.” Anthropic’s mission has also 

made it easier to retain talent at a time when Meta has 

reportedly been offering experienced AI researchers pay 

packages worth hundreds of millions of dollars. 

Dario reinforces the company’s values at regular 

companywide addresses called DVQs—short for “Dario 

Vision Quests.” He uses the sessions to explain strategy 

and policy decisions but also Anthropic’s mission. “When 

the company was small, we all had a common understand-

ing of the potential of AI technology,” he says. “And now 

a lot of people are coming in, so we have to impart that 

understanding.” 

Both Dario and Daniela say they’ve had to stretch into 

their roles as senior executives as Anthropic has grown. 

Dario says he’s had to remind himself to stop feeling bad 

when he doesn’t recognize employees in the elevators or, 

as happened recently, when he discovers that Anthropic 

employs an entire five-person team that he didn’t realize 

existed. “It’s an inevitable part of growth,” he concedes. 

When the company was smaller, Dario was directly 

involved in training Anthropic’s models alongside head 

of research Jared Kaplan. “Now he’s injecting high-level 

ideas, right?” Daniela says. “ ‘We should be thinking more 

about x.’ That’s such a different way of leading.” 

Daniela says she, too, has had to learn to be more 

hands-off. Before, when someone came to her with a prob-

lem, she would leap in, saying, “ ‘I am going to help you 

figure it out.’ Now I’m like, ‘What is the one thing I want 

them to take back to their teams?’ ”

The two siblings have also had to be intentional about 

separating work from family life. Daniela says Dario 

comes to her house most Sundays to hang out with her 

family. They’ll play video games and play with her kids, 

but work talk is verboten. “This is a separate time that’s 

just for us, because we were siblings before we were 

cofounders,” she says. 

Dario Amodei tells me he remains convinced that AGI—

humanlike artificial general intelligence—and then AI su-

perintelligence loom on the horizon. And he denies being 

a “doomer.” Yes, he’s worried about potential dangers, from 

models that will make it easier for someone to engineer a 

bioweapon to large-scale job displacement. But he thinks 

AGI will help cure many diseases—and wants those cures 

to arrive as soon as possible. And he firmly believes AI 

could supercharge the economy. “The GDP growth is going 

to inflect upwards quite a lot, if we get this right,” he says. 

Another thing he’s optimistic about: Anthropic’s con-

tinued revenue acceleration. He’s a scientist. He gets the 

law of big numbers. Companies don’t keep growing at 10x 

for long. “I’m an AI optimist, but I’m not that crazy,” he 

says. Still, he thinks Anthropic could surpass OpenAI as 

the world’s largest AI company by revenue. “I would argue 

it’s maybe even the most likely world in which our revenue 

passes theirs a year from now,” he says. Then he pauses 

before adding, “I think I’d rather have the largest revenue 

than the largest data center, because one is black [on an 

income statement], and the other is red. Again, things I’ve 

had to learn about business: It’s better to make money 

than just to lose money.”
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to generate more than $13 billion in 

annual revenue in 2025 while own-

ing around 60% market share—more 

than double the size of its nearest 

competitor, Uber Eats. Grubhub, 

which along with its subsidiary 

Seamless once dominated the third-

party restaurant delivery business in 

the U.S., now stands a distant third 

with less than 10% market share.

That trajectory should serve as a 

cautionary tale for DoorDash, though: 

No lead is safe in food delivery. Door-

Dash is pursuing expansions—both in 

new retail categories as well as geog-

raphies—that could prove prescient or 

disastrously distracting. An economic 

downturn or crash could also be 

an existential risk if cash-strapped 

customers give up the convenience of 

food delivery, with its fees and meal 

markups. And DoorDash could of 

course be displaced by a competitor 

like Uber—or an AI-native company 

that may not yet even exist.

There’s plenty of risk, but also a 

huge opportunity: If the company’s 

meticulous strategy continues to be 

effective, and if it can stay ahead of 

its competitors, it’s possible that the 

company’s current market cap will 

soon seem ridiculously small. 

“Delivery happened to be where 

we got started,” Xu told me, “but for a 

restaurant or retailer, our aspiration 

is to be your first phone call, for any 

business issue.”

was a bit stumped. 

“Because it knows the order’s going 

to be extra late and knows our first 

two orders are at risk,” Xu explained 

excitedly. “So it doesn’t want to pun-

ish me. In the interest of time, I’m 

going to say, ‘Yes, unassign me.’ ”

This algorithmically determined 

triage is just the kind of hyper- focused 

approach that Xu has built his com-

pany on. Sounding now like a geeked-

out startup entrepreneur, Xu rattled 

off other seemingly tiny operational 

improvements that DoorDash has 

rolled out, including desserts being 

highlighted for Dashers because they 

are most likely to be forgotten. He 

showed me how DoorDash’s mapping 

technology, built in-house, advises 

Dashers on everything from the best 

location to park near a customer’s 

door, to the specific entrance they 

should use in large corporate or resi-

dential buildings. 

These are details that might save 

only minutes or seconds on a delivery 

run like ours—but company leaders 

believe that together they add up to 

the key difference between success 

and failure in the most intensely 

fought battle in the on-demand 

economy: the delivery app war.

“[With] all of this data, we are 

trying to build the catalog for the 

physical world,” Xu told me. “This 

repository of information does not 

exist on Google Maps. It doesn’t exist 

on ChatGPT. We are compiling it 

all for the first time.” Amazon, UPS, 

 FedEx, and even the U.S. Postal 

Service may make different claims to 

mastering the “last mile” of deliver-

ing physical products or parcels. But 

DoorDash is striving to go a layer 

deeper. It wants to, in Xu’s words, 

“master the last 100 feet.”

I
F IT CAN, the business op-

portunities will feel endless. 

Twelve years after its found-

ing, DoorDash has separated 

itself from the pack in the U.S. 

restaurant delivery industry, on track 

T
HE DELIVERY GUY’S 

legs were propelling 

him toward the parked 

car I was in at a pace 

that registered some-

where between “I’m training for my 

neighborhood 5K” and “Grab the 

keys, start the ignition, let’s bail!”

The scene might have posed some 

cause for concern if not for the iden-

tity of the man barreling toward me: 

It was Tony Xu, cofounder and CEO 

of DoorDash, the $85 billion deliv-

ery company that has experienced a 

 meteoric rise over the past five years.

But on this mild fall day in down-

town San Francisco, Xu was not 

playing the role of Fortune 500 CEO. 

Instead he was spending the after-

noon as a “Dasher” for DoorDash—

zooming around San Francisco in a 

staffer’s white Audi SUV (his own car 

was cluttered with his kids’ car seats, 

he told me) to deliver fried chicken 

salads and Mediterranean bowls. It 

wasn’t his first time; as a cofounder of 

the company, he was one of the com-

pany’s first Dashers—and all U.S. sala-

ried employees must do four delivery 

shifts a year. (At one point he pulled 

a mid-street U-turn that impressed 

even this New York City native.) 

A short while earlier, Xu had ac-

cepted four orders from the same 

ghost kitchen (industry vernacular 

for a takeout-only restaurant). “This 

is what I call playing the game on 

extra hard mode,” Xu said. “I’ve never 

done a quadruple batch.” 

Now, Xu wanted to demonstrate 

a feature on the DoorDash app’s in-

terface for Dashers. “The order’s not 

ready yet but look, I want to show 

you something cool,” Xu told me as 

he neared the Audi, which he had 

parked in a questionably legal spot 

on a narrow two-way side street in 

San Francisco’s SoMa neighborhood. 

“You see that? It just popped up like 

10 seconds ago.”

Xu thrust his iPhone toward my 

face to read the alert: “Would you 

like to unassign from the order?” I 

“ W E ’ R E  
O P E R AT I O N A L LY 

G R I N D -Y,  
F O R  L A C K  

O F  A  B E T T E R  
B U S I N E S S  T E R M . ” 

F U A D  H A N N O N ,  H E A D  O F  N E W  

D E L I V E R Y  V E R T I C A L S ,  D O O R D A S H
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Among Xu’s admirers is Mark 

Zuckerberg. The CEO of Meta told 

Fortune that Xu, who serves as a 

director on Meta’s board, has been a 

“great advisor” who has modeled an 

approach to business success anti-

thetical to that of many Silicon Valley 

entrepreneurs. “There’s a lot of people 

in the Valley who talk about big ideas 

that in the abstract seem appealing, 

but in practice have all these nuances 

that don’t quite work out,” he said, 

adding that Xu is more “realistic.”

Indeed, the key to success, Xu be-

lieves, is detail-obsessed forward mo-

tion. “If you’re in technology and you 

are not making improvements, you 

are actually decaying,” the CEO told 

me. “Until it’s over all of a sudden.”  

T
HE POSSIBILITY of 

doom has rarely been 

far from Xu’s percep-

tion since he and three 

fellow Stanford students 

came up with the idea for DoorDash 

in 2012. A year later, they launched it 

into the growing race for delivery app 

dominance, plunging into a gut-it-

out battle among startups that would 

feature near-death experiences, whip-

lashing morale, cutthroat business 

decisions, and investor blindsides en 

route to a hard-won victory.

Indeed, DoorDash almost crashed 

before making it off the ground. Xu 

now enjoys telling the story of the 

Stanford football game that made, 

and then promptly broke, the new 

startup in the fall of 2013. Over-

whelmed with orders from student 

fans, Xu and his then-tiny team 

delivered every meal late—some 

dramatically so. The right thing to 

do was to refund every customer. But 

those refunds would cost the startup 

40% of its bank account, leaving them 

with less than $30,000. They did it 

anyway, and then stayed up all night 

to bake cookies that they handed out 

to the customers the next day as an 

added mea culpa. It’s hard to know 

exactly how many customers would 

have returned without the we’re-sorry 

sweets, but the move cemented what 

the founders say was a core value of 

the startup: customer obsession.

If the incident had been the 

startup’s death knell, no one outside 

of Palo Alto would have noticed. 

DoorDash already had plenty of 

competition. There were young enter-

prises including Postmates and Caviar 

that went on to become established 

brands. Others, such as Munchery, 

SpoonRocket, Maple, and Sprig, 

tried to differentiate by making and 

delivering their own in-house meals, 

rather than acting as a middleman for 

existing restaurants. They all failed.

And there was one 800-pound 

gorilla in the sector already: Grub-

hub and Seamless had merged 

earlier that same year. Chicago-based 

 Grubhub was by then almost a de-

cade old, and New York City’s Seam-

less was a few years older than that. 

But Grubhub and Seamless were 

just ordering platforms and worked 

THE FIRST DASHERS

Xu (center) with his 
DoorDash cofounders 
Stanley Tang (left) and 
Andy Fang in 2014.
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Investors hammered DoorDash’s stock price in early November after the 
company slashed its earnings forecast, citing new investment spending on 
autonomous delivery and other new technology products and services. The 
stock selloff wiped out more than $20 billion of DoorDash’s market value. 
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to accept a lower valuation than the 

one accompanying its previous round 

of fundraising. “We were less than a 

month from running out of money,” 

Lin told Fortune. 

In Silicon Valley, the word was 

essentially that DoorDash was on 

death’s door. Uber, for one, was 

basking in its rival’s troubles. “I was 

feeling pretty good,” a former Uber 

leader told Fortune.

But 2017 had other plans for Uber: 

The high-flying startup underwent a 

cultural implosion following accusa-

tions of rampant sexual harassment 

and a brutally toxic culture, leading 

to the resignation of Kalanick and the 

hire of the well-respected but more 

financially conservative Dara Khos-

rowshahi, who had the unenviable 

task of cleaning up the company’s 

image, as well as its balance sheet, to 

ing the company and its promise in 

the eyes of investors. With each new 

market that the company launched, 

DoorDash would spend heavily on 

marketing: advertisements, steep 

discounts for first-time customers, 

and hiring on-the-ground staff to 

sign up merchants and couriers.

Within the company, morale 

was flagging, Xu told Fortune: “I 

would … show this graph of our bank 

account going like this,” he recalled, 

pointing his fingers downward. He 

told his staff he wouldn’t blame them 

if they wanted to look for work else-

where. Some took him up on it.

The situation got so bad that 

Sequoia Capital’s Alfred Lin, who had 

led the company’s Series A invest-

ment round, had to persuade his own 

partners to lead the Series C round in 

2016. To get it done, DoorDash had 

only with restaurants that employed 

their own delivery people. 

Xu and his cofounders saw things 

differently. The rise of smartphones 

had allowed for so-called gig work-

ers to accept and complete orders in 

basically real time. Companies like 

Taskrabbit, Uber, and Instacart had 

proven this model out. They saw that 

by creating a network of contract de-

livery people who worked on-demand, 

not only would the company avoid the 

overhead costs of full-time staff, but 

it also would drastically expand the 

number of restaurants that could offer 

delivery even if they didn’t employ 

their own delivery staff. 

DoorDash began listing menus 

on its app, even for restaurants that 

hadn’t signed up as partners. To 

make it work, DoorDash delivery 

workers would place the customer’s 

order themselves, often paying with 

a DoorDash-funded debit card. Since 

the company wasn’t getting a cut 

of the sale, it would sometimes pay 

itself by marking up the restaurant’s 

prices in addition to charging cus-

tomers a delivery fee. 

Others used the same delivery 

model, with variations. One, another 

Bay Area startup, Postmates, had 

built a network of gig workers willing 

to fetch just about anything from any 

store. Its meal delivery component 

had started to take off. 

Then came Uber. In 2015, the 

 Travis Kalanick–led startup launched 

the dedicated Uber Eats app in To-

ronto to immediate explosive growth. 

At the time, the company was only a 

few years old but already doing about 

$1 billion in gross sales from its core 

ride-hailing business. Within three 

years, Eats was in 42 countries. Along 

the way, Uber reached as much as 

33% market share for meal delivery 

in the U.S., at a time when DoorDash 

was only about half as big. 

At the time, DoorDash looked 

unlikely to catch up. The narrative in 

Silicon Valley around DoorDash was 

that its cash-burning ways were kill-
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prepare it for a not-too-far-off IPO. 

As a result, Uber Eats, which was 

burning around $500 million a year 

to fuel growth, according to the for-

mer company leader, was instructed 

to cut its win-at-all-costs spending. 

The desire to rehabilitate Uber’s 

image also meant the Eats team 

couldn’t engage in one of DoorDash’s 

more controversial practices: listing 

restaurant menus on its app without 

a restaurant’s permission. While such 

a move was often a hit with diners, it 

also created ill will with some restau-

rants that were peeved by the inflated 

prices DoorDash sometimes charged 

to offset the lack of commission fees 

from the restaurants, as well as a loss 

of control over their customers’ expe-

rience and frequent confusion during 

pickup at the front of their stores. 

The burger chain In-N-Out even sued 

DoorDash for such practices in 2015. 

(The case was quickly settled out of 

court, and DoorDash stopped deliver-

ing from the burger chain.)

Eventually, some cities moved 

to outlaw the practice of adding 

restaurants without their permission, 

and DoorDash didn’t fight it, hav-

ing already profited for many years 

from its first-mover advantage. This 

caused some resentment: “[Door-

Dash] did it, got escape velocity, 

and then pulled the ladder up on 

everyone else,” said another delivery 

industry entrepreneur.

As Uber Eats was taking its foot off 

the gas in marketing spend to acquire 

new customers, DoorDash smelled 

blood. The company ramped up its 

marketing and poached several key 

executives between late 2018 and 

early 2019 from Uber Eats, in part by 

offering lucrative pay packages. 

Adding insult to injury, the funding 

for DoorDash’s spending blitz came 

from an investor quite familiar to 

Uber leaders: SoftBank, the Japanese 

funding giant, was the largest Uber 

backer at the time. SoftBank led 

what would become a kingmaking 

$535 million round for DoorDash in 

March 2018. Some Uber leaders were 

miffed that a key minority sharehold-

er of theirs was funding one of their 

rivals. “We were like, WTF,” the for-

mer Uber leader said. (SoftBank did 

not respond to requests for comment.)

In any case, DoorDash was off to 

the races, expanding from around 

1,500 cities and towns in North 

America at the start of 2018 to around 

6,000 by the end of 2019. 

Competitors jeered at this dizzy-

ing expansion as a cash incineration 

machine. But Xu and team were 

swinging for the fences, continuing 

to prioritize suburbs and mid-tier 

metro areas that their rivals had 

neglected. They viewed these geogra-

phies as green fields that would reap 

bountiful harvests with the right 

attention and financial nurturing, 

and the company’s analysis of cus-

tomer data showed that new markets 

would turn profitable in time thanks 

to strong retention.

Yes, some food establishments 

like pizze rias and Chinese restau-

rants commonly offered delivery 

pre–gig economy, but so many others 

didn’t. And consumers of all types 

were becoming increasingly used 

to ultra-convenience powered by 

smartphones, no matter if they lived 

on the 52nd floor of a New York 

City high-rise or a mile from their 

nearest neighbor down a dirt road in 

rural Kansas.

“There was a behavioral change 

that’s really benefited this com-

pany, and this company has fed that 

behavioral change, too,” said Mark 

 Mahaney, a longtime internet stock 

analyst at Evercore ISI. 

Along the way, Grubhub, the 

once-dominant app, continued to 

lose market share. By early 2019, 

DoorDash had surpassed Grubhub in 

sales for the first time. 

D
OORDASH’S longtime 

focus on the suburbs 

was part necessity and 

part strategic. City 

delivery was a crowded 

market, with players from Grubhub 

to Seamless to Postmates and later 

Uber. It would be hard to make a 

long-term dent going head-to-head 

with so many combatants so early on.

But strategically, the suburbs also 

offered a cocktail of opportunity. 

DoorDash leadership theorized 

that orders would be larger in areas 

that were attractive to families with 

disposable income, and where the 

geography offered limited delivery 

options. Suburbs were also home 

to well-known, big-name chain 

restaurants that customers already 

loved but which typically weren’t set 

up for delivery. As DoorDash inked 

partnerships with national giants 

including Buffalo Wild Wings and 

Cheesecake Factory, it also benefited 

from the marketing efforts of those 

companies to advertise their new 

delivery offering, helping to make 

DoorDash a household name. 

Even so, some DoorDash competi-

tors scoffed at its suburban invest-

ment. Matt Maloney, cofounder and 

former CEO of Grubhub, remembers 

thinking that the expense of building 

“ I F  YO U ’ R E  I N  
T E C H N O LO GY  A N D 

YO U  A R E  N O T  M A K I N G 
I M P R O V E M E N T S ,  

YO U  A R E  A C T U A L LY 
D E C AY I N G .  

U N T I L  I T ’ S  O V E R  
A L L  O F  A  S U D D E N . ” 

T O N Y  X U ,  C E O ,  D O O R D A S H
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services, which use DoorDash’s tech 

and Dashers to power deliveries 

made through a restaurant’s own 

website or app.

Xu waved off the lawsuit, which 

is still in the discovery phase, when 

I asked him about it. “At the end of 

the day, customers are going to buy 

in and choose what they want,” he 

said. “I’m much more focused on 

the innovation, the customer piece, 

than litigation.”

H
AVING SEEMINGLY 

vanquished its rivals 

in many parts of the 

U.S., DoorDash’s ambi-

tion has grown well 

beyond U.S. restaurant delivery. 

Xu has been talking since the early 

years about his vision of creating a 

modern-day FedEx.

Part of that ambition falls under 

the “new verticals” division, run by 

longtime exec Hannon, which has 

partnered with liquor stores, phar-

macy chains, florists, pet shops, plus 

sports and party supplies retailers—

even setting up their own warehouses 

and stocking them with partner re-

tailers’ inventory so they can deliver 

them in areas where the retailer may 

not have a physical presence. Perhaps 

most ambitiously, the company is 

aggressively expanding into grocery 

delivery, the most frequent and con-

sistent type of purchase by consum-

ers everywhere. 

Sequoia’s Lin says he was at first 

skeptical of the move into the grocery 

 delivery business because of its brutal 

economics. But if the company was to 

commit to its founder’s vision, there 

really was no choice.“Tony’s vision is 

to power local economies,” Lin said. 

“You cannot power local economies 

without thinking of food delivery, 

grocery, convenience, and retail.”  

At a media event in September, 

DoorDash announced its biggest 

grocery industry partnership to date: 

a nonexclusive deal with Kroger, 

the country’s largest grocery com-

than anyone,” Xu said. “Everyone 

else plays in the suburbs, everyone 

else cares about selection—and so it 

can’t just be a better strategy we had. 

Something else has to be true.”

It’s a somewhat unexpected 

stance: Xu acknowledges that these 

strategies contributed to his com-

pany’s success—his own investors 

and employees talk them up, and he 

has credited the suburban approach 

as a major factor in the past—but 

he seems to want to focus more on 

DoorDash nailing the details. “I 

think it’s less about, ‘Did we choose 

this particular strategy or that?’ ” he 

explained. “It’s the consistent execu-

tion over time that has made the 

difference.”

Xu, who has taken up jujitsu as a 

hobby in recent years—yes, he has 

“rolled” with Zuckerberg of Meta—

compares his company’s approach to 

the grappler who trudges to the gym 

even on days they’d rather not.

He rattled off the components of 

what he referred to alternately as “ex-

ecution” or “operational excellence”: 

a focus on continuous improvement. 

Maxims like “customer obsession” and 

“bias for action.” And a willingness, 

always and forever, to execute at an 

extremely detailed level and never 

become content with the status quo. 

“We’re operationally grind-y, for 

lack of a better business term,” said 

Fuad Hannon, DoorDash’s head of 

new delivery verticals. “We see one 

of our values as being 1% better 

every day.”

There’s also some ruthless com-

petitiveness at play. In high-volume 

delivery geographies, winning a deliv-

ery war can come down to capturing 

and locking down the most popular 

restaurant by making an exclusive 

deal that cuts out other delivery apps. 

Uber has also alleged in an anti-

trust lawsuit that DoorDash uses its 

dominant market share to pressure 

the largest restaurant chains in the 

country to cut exclusive or preferred 

deals for DoorDash’s white-label 

out a restaurant delivery network in 

the suburbs—recruiting restaurants, 

Dashers, and customers—made no 

financial sense for a startup. Rumors 

that DoorDash was struggling to raise 

new funding in 2019 offered its com-

petitors some hope that its end was 

near. But venture capitalists, and then 

SoftBank and others, kept funding 

it—plowing over a billion more into 

the company and its big suburban bet.

Then the pandemic hit, sending 

many well-off families fleeing to the 

suburbs. With lockdowns decimat-

ing restaurant traffic, and working 

from home taking over, food delivery 

demand surged by nearly 100%. 

DoorDash was perfectly positioned 

to handle the flood of orders and to 

welcome hordes of new customers. 

The company’s massive suburban 

expansion, so recently mocked, had 

paid off handsomely. DoorDash’s busi-

ness more than tripled in 2020 alone. 

While DoorDash considered buying 

or merging with both Postmates and 

Uber Eats in 2019, according to Lin, 

the company no longer needed to do 

so. Instead, Uber bought Postmates in 

late 2020 after serious talks to acquire 

Grubhub fell through earlier that year.

Recalling DoorDash’s pandemic 

triumph, Maloney of Grubhub 

marvels aloud. “I kind of view their 

whole long bet on suburban delivery 

as, ‘Holy shit, I had a front row seat 

to witness this miracle,’ ” he told me. 

“It was a Hail Mary pass in the fourth 

quarter of the Super Bowl.” 

It also caused some soul-searching 

for others in the sector. “What we did 

wrong was we massively underesti-

mated the suburbs,” the former Uber 

leader told Fortune. “They attacked 

us where we didn’t have distribution.”

Xu, for his part, dismisses many 

industry views on why DoorDash 

blew away the competition in the 

U.S. as too simplistic. The idea that 

the suburban bet or the decision to 

onboard restaurants without official 

partnerships was a deciding fac-

tor? “I don’t believe I’m way smarter 



  

 D O O R D A S H 5 9

pany. While Kroger already partners 

with other third-party services like 

Instacart and Shipt, the fact that the 

grocery giant chose to add Door-

Dash, a company that has never 

focused exclusively on groceries, is 

making waves. 

Along the way, DoorDash has cut 

into the lead of Instacart, the leading 

third-party grocery delivery com-

pany, whose U.S. market share has 

dropped from 70% two years ago to 

58% today, according to Wedbush 

Securities research. While DoorDash 

is still a distant second, its share has 

increased during that time to 13.5% 

of the market. 

DoorDash’s investment and M&A 

activity this year also signals grander 

ambitions. In June the company 

spent $175 million to purchase the 

advertising tech startup Symbiosys, 

which helps brands and retailers 

who advertise on the DoorDash app 

also market to DoorDash custom-

ers on other platforms around the 

web. DoorDash’s in-app ad business 

crossed $1 billion in annualized 

revenue in 2024. Online advertising 

businesses have increasingly become 

key profit engines for online retailers 

and marketplaces, and analysts have 

estimated that DoorDash’s version 

carries a much larger profit margin 

than its core delivery business.

DoorDash also spent $1.2 bil-

lion for the hospitality company 

SevenRooms, which makes software 

products to help restaurants, hotels, 

and others manage bookings, reserva-

tions, and customer relationships. 

Some of those features have now been 

integrated into the DoorDash app. 

The company is investing in a 

major international expansion, too. 

It made a splash in May by inking a 

nearly $4 billion deal for Deliveroo, 

the third-largest restaurant delivery 

service in the U.K. DoorDash now 

has delivery operations in more 

than 40 countries, having previously 

acquired Finland-based Wolt in 2022 

for around $8 billion in an all-stock 

deal. This next phase of expansion 

will pose fresh challenges, with Uber 

building a larger delivery business in 

international markets to date. 

What about AI? It seems like no 

Silicon Valley growth story is pos-

sible these days without robots, and 

sure enough, DoorDash has robots. 

After partnering with the sidewalk 

delivery robot company Serve in some 

markets, DoorDash unveiled its own 

autonomous delivery robot in Sep-

tember. Already completing orders in 

Phoenix, the new DoorDash delivery 

robot—named Dot—can travel as 

fast as 20 miles per hour along bike 

lanes, roads, and, at lower speeds, on 

sidewalks as well. It can carry six large 

pizzas or 30 pounds of goods. And it’s 

darn cute, with a red matte finish and 

large, cartoonish eyes.

For now, DoorDash is leading the 

pack in U.S. delivery, but the war is 

not over, and Uber was quick to point 

out to Fortune that it’s larger globally, 

“completing millions more deliveries 

than DoorDash last quarter.” In early 

November, DoorDash  adjusted its 

earnings forecast downward, citing 

new investments and tech spending, 

which led to a market drubbing that 

erased more than $20 billion in mar-

ket value. But the company signaled 

that it is once again playing the long 

game: “We wish there was a way to 

grow a baby into an adult without 

investment, or to see the baby grow 

into an adult overnight, but we do 

not believe this is how life or business 

works,” DoorDash said in its earnings 

press release. “Instead, we attempt 

to invest in a way that manages to 

milestones, allocating the appropri-

ate amount of time and resources at 

the right stage of development.”

Despite all these ambitious plans 

and nifty innovations, Zuckerberg 

reminded me of what Xu and Door-

Dash’s success has really been all 

about: sweating the small stuff. Little 

flash. Many near misses. And grind-

ing, day in and day out. 

Listening to Xu recently share 

his long-term vision for DoorDash 

has Zuckerberg convinced, he told 

Fortune, that we’ll eventually consider 

the DoorDash CEO “one of the great 

business leaders of our time.”

“It wasn’t about lofty ideals or 

silver bullet strategies that are going 

to solve everything at once,” Zucker-

berg said of Xu’s road map for Door-

Dash. “It was about very methodical, 

gritty, competitive approaches.”

It’s not always going to go smoothly, 

as my hour of delivering DoorDash 

meals alongside Xu on that early fall 

day showed. We were able to deliver 

only two of our four orders on time, 

and we had to leave one behind 

altogether—to be delivered, late, by 

another Dasher. 

At the end of the hour or so it took 

to complete the three other orders, 

the CEO had earned $19, including 

tips—which would likely be topped 

up by the company to comply with 

minimum pay and mileage require-

ments in California’s app-based deliv-

ery driver law, but is still not a stellar 

sum considering the cost of living in 

the Bay Area. If we had delivered all 

four orders, Xu said, “We would have 

probably easily cleared $25 … I think 

a Dasher would have been pretty 

happy about that. I would have been 

personally happy with that.” 

“ [ X U ’ S  P L A N ]  WA S N ’ T 
A B O U T  LO F T Y  I D E A L S 

O R  S I LV E R  B U L L E T 
S T R AT E G I E S   . . .    
I T  WA S  A B O U T  

V E R Y  M E T H O D I C A L ,  
G R I T T Y,  C O M P E T I T I V E 

A P P R O A C H E S . ” 
M A R K  Z U C K E R B E R G ,  C E O ,  M E TA
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indie, creator-led brands. The film, 

being made with DreamWorks Ani-

mation and distributed by Universal 

Pictures, is “a moment—and a big 

moment,” says Rechtman as he settles 

onto a couch in Moonbug’s medita-

tion room. 

He glances out the window, which 

overlooks Television City, a once- 

bustling studio complex that now 

looms as a big, empty reminder 

of how the entire entertainment 

industry has turned itself topsy-

turvy chasing consolidation and 

cost savings amid the rise of stream-

ing and the decline of moviegoing. 

“In London, it’s better,” Rechtman 

says, referring to where he leads 

the 450-person Moonbug from the 

company’s corporate headquarters 

in Camden. “We’re up high and look 

down on Viacom. I like that, digital 

looking down on analog.” 

When Rechtman, a former Disney 

executive, started Moonbug in 2018, 

many people in Hollywood looked 

down on his plan to buy up popular 

YouTube properties and build their 

brand value. To create a big, beloved 

franchise, you had to start with the 

characters and the story first, they 

believed. But Rechtman saw what 

few others had: that viewers—espe-

cially the very youngest ones—were 

spending hours watching YouTube, 

never mind that there wasn’t much 

in the way of story. As long as he had 

that audience, Rechtman believed 

he could eventually make them care 

about the brand. 

“My dream has always been to 

create a huge entertainment com-

pany for the next generation,” he says. 

“How do we build a brand that has a 

really big place in people’s hearts?” 

For the past seven years, Rechtman 

has been singularly focused on that 

goal, and he has achieved at least part 

of it: In 2021, he sold Moonbug to 

a team of Blackstone-backed  media 

investors for $3 billion. But can 

CoComelon win hearts? CoComelon: 
The Movie will be Moonbug’s chance 

to prove that it has. 

recites fairy tales, and his rendition 

of “Wheels on the Bus” is a certified 

platinum record. His live-action 

world tour this year had 45 stops in 

the U.S. 

JJ is not the first streaming star to 

challenge the supremacy of the legacy 

behemoths—just ask MrBeast or Jake 

Paul. But as the parent of two young 

children myself, I can attest that 

something different is going on here. 

JJ isn’t just famous; he’s a modern-

day Mickey Mouse.  

ACROSS TIME and space and astral 

planes—which is to say, in Los Ange-

les on a recent weekday morning—I 

feel a little like I’m stepping into the 

real-world version of CoComelon 
Lane as I pass the cobblestone-lined 

main street of the nearby Grove 

shopping center on my way to the 

office of CoComelon owner Moonbug 

Entertainment. The sky is cerulean 

blue, and JJ greets me in the lobby 

with a stiff, cardboard cutout wave. I 

half expect CEO René Rechtman to 

welcome me with the bop “About to 

Do Something New,” as he leads me 

through the building.

Rechtman—tall, bald, Danish, 55 

years old—is in town for a whirlwind 

few days of meetings that include a 

very early screening of the first-ever 

CoComelon movie, which will hit the-

aters in February 2027.  CoComelon: 
The Movie marks JJ’s arrival on the 

big screen, a milestone not just for 

one animated toddler but for an 

entire YouTube ecosystem built upon 

By 2020, JJ had two teeth and 

had made his way to Netflix. Now he 

greets his young viewers on his series, 

CoComelon Lane, by singing, “It’s a 

great day on CoComelon Lane, and 

it’s so nice to meet ya.” Not that there 

are ever bad days in JJ’s world, where 

the sky is always a perfect cheery blue, 

all the CG edges are soft and round, 

the parents are perpetually patient, 

and problems are easily solved in a 

tight seven minutes. 

It will not surprise anyone living 

with a child under the age of 7 to 

hear that CoComelon shows drove 

more than 45 billion minutes of 

viewing on Netflix in 2024, more 

than any other children’s property on 

the streamer, including Gabby’s Doll-
house. Or that JJ has fans in more 

than 190 countries who watch him in 

dozens of languages on 100 different 

streaming services. On YouTube, vid-

eos starring JJ, his friends Cody and 

Nina, and their parents are featured 

on more than a dozen channels with 

a combined 400 million subscribers 

and average 4 billion monthly views. 

Patrick Reese, a boyish-looking ex-

ecutive who has worked in the world 

of CoComelon for the better part of a 

decade, says JJ’s appeal is his ability 

to mirror every young child who sees 

him: “It’s either ‘I’m JJ’ or ‘JJ is my 

best friend.’ ”

JJ’s toothy grin appears on Band-

Aids, lunch boxes, pajamas, and fruit 

snacks. It’s on the cover of books 

about bath time, bedtime, and be-

coming a sibling. On his podcast, JJ 

N MARCH 21, 2017, the most famous toddler in the world was born. 

As if by immaculate conception, JJ—as he would later be 

named—appeared as a fully formed child with a cherubic face, big 

brown eyes, one top tooth, and a swoop of yellow hair like freshly 

squeezed toothpaste on an 11-year-old YouTube channel called 

ABCkidTV. In his first rudimentary computer-generated video, JJ 

giggles and dances unsteadily next to a girl with spiky red pigtails as 

a jaunty tune leads them through a stand-and-stretch routine. 

Over the next several months, as JJ and his family began to 

appear in more videos, ABCkidTV’s monthly views accelerated. 

In December of the following year, the channel—rebranded as 

 CoComelon, a combination of the words “coconut” and “watermel-

on”—hit 2 billion total YouTube views. O



  

AS A BOY growing up in Copenhagen, 

Rechtman spent all week waiting for 

Saturdays, when the Danish Broad-

casting Corp. would play a 30-minute 

compilation of Disney stories after the 

afternoon soccer match and before 

the evening news. Years later, after a 

stint running AOL’s branded content 

division, Rechtman found himself 

with the opportunity to work at the 

house that Mickey Mouse built when 

Disney acquired a YouTube startup 

where he was an investor and the 

executive overseeing international 

operations. As he neared the end of 

four years at the company, he saw an 

opportunity: A good portion of what 

people were watching on YouTube, 

some 25%, was kids programming, 

and “no big studios owned any of it.” 

Taking one of the most valuable les-

sons he’d learned at Disney—that you 

should always own your IP—Recht-

man put together a business plan for a 

company that would acquire some of 

the biggest kids channels on  YouTube 

and dramatically improve their met-

rics. He discussed the idea with some 

executives, including then-chairman 

of Walt Disney International Andy 

Bird, he says, but ultimately Recht-

man left Disney and teamed up with 

Canadian media executive John 

Robson to start Moonbug. 

Back then, and often still today, 

YouTube channels were mom-and-

pop shops with maybe only a handful 

of employees. Rechtman would call 

up the channel’s founders, snag an 

invite to their home, and pitch them 

on selling to Moonbug. “Remember, a 

lot of these creators, these IP owners, 

don’t need to sell,” Rechtman says. 

“They’re very profitable. They have a 

great life. They [live out] their cre-

ative dreams without anyone telling 

them what to do. But it’s always in-

teresting when somebody comes and 

says, ‘I Iove what you do, but I have a 

much bigger vision and dream.’ ”

Moonbug’s first acquisition was 

Little Baby Bum, a YouTube channel 

for animated nursery rhymes with 

about 16 million subscribers that a 

husband-wife team were operating 

just outside of London. Moonbug 

installed some YouTube best prac-

tices—things like setting up a regular 

publishing schedule, tweaking video 

titles and thumbnails—and in about 

nine months Little Baby Bum’s view-

ership on YouTube had doubled. 

Then Moonbug bought Morphle 

TV, another channel in the nursery-

rhyme business, started by Dutch ani-

mator Arthur van Merwijk. Each time 

Moonbug bought up a property, it 

would professionalize the production 

process, introduce deeper storytelling 

and higher quality animation—and its 

YouTube views would rise. 

All of this primed Moonbug to go 

after CoComelon, which had become 

a kids programming juggernaut 

with 3.5 billion YouTube views per 

HEY IT’S BLIPPI! 

The live-action show 

built a huge audience 

on YouTube, then was 

bought by Moonbug.

“ W E  A R E  A  N AT U R A L  B U Y E R  O F  T H E S E  Y O U N G  K I D S ’  P R O P E R T I E S  
B E C A U S E  W E  C A N  M O N E T I Z E  T H E M  B E T T E R .”

KEVIN MAYER • CO-CEO OF CANDLE MEDIAC
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Melon Patch Academy, his friends, 

and his teacher, Ms. Appleberry. 

Moonbug executives can be a little 

defensive when Netflix comes up 

in conversation. “CoComelon was 

already really big … before Netflix 

came a-calling,” says Courtney Holt, 

managing director for the Americas. 

But there’s no denying that Netflix 

added some legitimacy, especially 

with parents: For CoComelon to sit 

in a curated, premium entertain-

ment environment alongside Emmy-

winning shows “hugely improved the 

perception of the IP,” says Rechtman.  

With the increased exposure came 

a rising chorus of criticism: The songs 

were so catchy they lulled children 

into a zombielike state; the jump 

cuts so fast that they were teaching 

those tender, malleable brains not to 

focus on anything longer than a few 

seconds; and the video compilations 

(which can stretch above 90 minutes) 

were encouraging children to spend 

hours in front of a screen. A 2022 ar-

ticle in the New York Times described 

how Moonbug would test its videos 

using something called a Distrac-

tatron. Every time a child looked 

away from the CoComelon video and 

toward the Distractatron—a small TV 

screen playing mundane, real-world 

scenes on loop—the audience re-

search team would take note. In other 

words, Moonbug was constantly en-

gineering its videos to be enthralling 

for a toddler-size brain. The chorus of 

complaints got louder. 

“We get a lot of shit about screen 

time,” Rechtman tells me unprompted 

in our interview, pointing out that the 

company hasn’t used the Distracta-

tron for “many years.” (A CoComelon 

spokesperson follows up to tell me 

that the Distractatron was used as 

children’s entertainer and educator 

Stevin John. The company quickly got 

to work translating CoComelon into 

dozens of languages, planning a line 

of merchandise, and licensing videos 

to other streaming platforms. “To 

optimize CoComelon took less than 

six months,” Rechtman says.

With CoComelon and Blippi under 

one roof, Moonbug became the larg-

est network of kids programming on 

 YouTube, ahead of Teletubbies owner 

WildBrain and Pinkfong, the studio 

behind “Baby Shark Dance,” the most-

watched YouTube video of all time. 

The following year, as Moonbug 

tracked toward a reported $100 mil-

lion in annual profit, Rechtman 

weighed an IPO, but ultimately 

agreed to sell the company to 

Blackstone-backed Candle Media, 

which was rolling up entertainment 

businesses including Reese Wither-

spoon’s Hello Sunshine. Kevin Mayer, 

a former Disney exec and Candle 

Media’s co-CEO, says Moonbug is “the 

largest asset that we have.”

He compares Moonbug’s approach 

to when he helped Disney buy Marvel 

and Star Wars, he tells me. “That’s 

our model. We are a natural buyer of 

these young kids’ properties because 

we can monetize them better.” 

CHILDREN WERE already watching a 

lot of CoComelon, but when the pan-

demic hit, viewership went through 

the roof. In 2021, its first full year on 

Netflix, CoComelon beat out every 

other program on the platform—orig-

inal or otherwise—except Criminal 
Minds in terms of minutes viewed, 

according to Nielsen. In 2023, Netflix 

and Moonbug released CoComelon 
Lane, which expanded JJ’s world to 

include stories centered on his school, 

month—more than almost any other 

channel. CoComelon had posted its 

first video all the way back in 2006 

before Google acquired YouTube, 

making it one of the oldest operating 

channels on the platform today. And 

yet for years, no one could figure out 

who ran the channel. CoComelon’s 

cocreator finally revealed himself, 

via an interview with Bloomberg 
Businessweek, in February 2020, to 

be a 55-year-old Korean-American 

commercial director named Jay Jeon, 

who said he started the channel with 

his wife, a children’s book author, to 

entertain their two sons in California. 

Jeon declined to disclose his wife’s 

name. “Nobody knows me,” he told 

the magazine. “I really like that.”

“The ethos at that time was super 

simple, which was just to make kids 

happy and smart,” says Reese, the 

Moonbug executive. “So much of 

what Jay put into those stories and 

into the content is still very much 

the underpinning of CoComelon 

today.” Rechtman, a father of three, 

was struck by the way the couple’s 

creation showed the nuances of 

family life: “It was very well thought 

through, these soft moments that we 

all miss as parents because we are 

doing other stuff—whether it’s the 

first time the kid brushes his teeth 

himself, or eats a carrot, or shows 

empathy to a friend, or dares to go on 

a bicycle with two wheels.”

But there was nothing soft about 

Rechtman’s plan for CoComelon. In 

July 2020, Moonbug announced that 

it had raised $120 million from a 

group of investors including Goldman 

Sachs and the Raine Group to fund 

the acquisitions of CoComelon and 

Blippi, another popular kids channel 

featuring live-action videos starring 

“ I T ’ S  A LWAY S  I N T E R E S T I N G  W H E N  S O M E B O D Y  C O M E S  A N D  S AY S ,  
‘ I  L O V E  W H AT  Y O U  D O ,  B U T  I  H A V E  A  M U C H  B I G G E R  V I S I O N  A N D  D R E A M .’ ”  

RENÉ RECHTMAN • CEO OF MOONBUG ENTERTAINMENT



part of a “small, one-time research 

study.”) Besides, Rechtman points 

out, it’s far from the only kids brand 

on YouTube. “Maybe I’m too Euro-

pean. I didn’t feel it was my respon-

sibility to explain to the world that 

we work with UCLA,” he says, noting 

that each video is designed to fit chil-

dren’s developmental needs. 

Ultimately, Rechtman says, it’s up 

to parents to decide how long their 

tots should be plunked in front of a 

television or tablet. “I don’t think kids 

should watch three hours of screens; 

they should watch 20 minutes or half 

an hour,” he says. But, he adds, “the 

platforms are asking for it.” 

DETAILS ABOUT CoComelon: The 
Movie, announced in May, are a 

closely guarded secret, but a few 

tidbits emerged in my conversations 

with Moonbug executives: Disney and 

DreamWorks Animation alum Kat 

Good, whose credits include work on 

Tarzan, Mulan, and Kung Fu Panda, 
is directing. As in all things CoCo-

melon, music will play a critical role, 

but for the film, the songs are getting 

a pop-inspired upgrade courtesy 

of executive music producer Justin 

Tranter, a Grammy nominee who has 

worked with Justin Bieber and Ariana 

Grande. “My goal for these new 

CoComelon songs is to make them 

joyful and catchy enough that kids are 

obsessed, but cool and rich enough 

that parents are happy to hear them 

on a loop,” Tranter said in a statement.  

The way Moonbug executives are 

talking about the CoComelon movie, 

it’s clear they believe they’ve got a hit 

on their hands. Dan Chuba, a veteran 

producer who’s worked on The Mitch-
ells vs. the Machines, The Garfield 
Movie, and the Angry Birds films is 

cofinancing CoComelon: The Movie 

via his production company, Fly-

wheel Media. He describes the film as 

“magical,” telling me, “Our goal now is 

to not screw up what we’ve done.” 

BY THE TIME the movie hits theaters in 

2027, CoComelon the YouTube busi-

ness will be almost 21 years old. Few 

such brands have reached this mile-

stone, and it creates an opportunity to 

rethink parts of the business. 

Moonbug is planning a big move 

for CoComelon’s subscription video 

business—one that takes the story full 

circle, in a way, for Rechtman. The 

CoComelon compilation videos that 

have been streaming on Netflix will 

be leaving for a new home: Disney+. 

The House of the Mouse swooped in 

with a deal too good to pass up. “They 

really wanted it,” says Rechtman. 

And while he says Netflix has been “a 

phenomenal home” for CoComelon, 

the Disney brand carries weight in 

children’s programming that Recht-

man has experienced firsthand. “It’s 

great for the evolution of the brand.” 

The end of the Netflix deal comes 

as the CoComelon compilations expe-

rienced a 60% decline in viewership 

on the streamer from the beginning 

of 2023 to the end of 2024. Kids are 

still watching a lot of CoComelon—in-

cluding more than 273 million hours 

across its shows on Netflix during the 

first half of 2025—but it’s not seeing 

the same pop it did during the pan-

demic. On YouTube, CoComelon con-

tinues to grow and outperform every 

other children’s franchise, but there 

might eventually be a limit on how 

big it can get—at least in the U.S. Now 

CoComelon is eyeing deals to localize 

its stories for other markets around 

the world. The first step is a new 

CoComelon series being produced in 

partnership with Japan’s Sanrio that 

will feature JJ and Hello Kitty. 

“We have so much audience, it’s 

ridiculous,” Rechtman says. “But if we 

can just convert some of that audience 

to super-audience … then we know 

that the next kid will watch, and the 

next kid.” After all, JJ may never grow 

up, but his fans eventually will. 

FAMOUS FAMILY

JJ and his family’s 
narrative arcs have 
gotten more involved 
over the years.
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IN 2020, PGA TOUR GOLFER CAMILO VILLEGAS AND HIS WIFE,

Maria Ochoa, learned that their 17-month-old daughter, 

Mia, had been diagnosed with brain and spinal cancer. The 

family spent the following months near Mia’s side as she 

courageously battled the disease at Nicklaus Children’s 

Hospital in Miami, but she died before her second birthday. 

Although her time was short, her parents are continuing 

her legacy. They created Mia’s Miracles, a charitable 

foundation whose mission is “to provide small blessings 

with large impacts, bringing smiles and positivity to 

children and families facing challenging circumstances.” 

The organization aims to help all children and families 

receive access to reliable resources and a supportive 

network that leads to a hopeful future.

“When we were in the hospital with Mia, we experienced 

not only what we went through but also saw the challenges 

most families face when a child is sick,” said Villegas. “We 

quickly realized that we were blessed with our amazing 

support system and fi nancial stability—but we know that 

isn’t the case for most families. We realized the best way 

for us to honor our daughter was to do everything we could 

to help those families in need, to bring a smile to a child 

and relief to a caregiver.”

To fulfi ll that vision, Mia’s Miracles partners with several 

project champions. It extends its programs and support 

to a variety of related organizations and medical facilities, 

including Nicklaus Children’s Hospital. Each is a dedicated 

shareholder in the foundation’s mission.

C O N T E N T  F R O M  P G A  T O U RC O N T E N T  F R O M  P G A  T O U R

Making Miracles
PGA TOUR golfer Camilo Villegas and his wife Maria Ochoa turned 
personal tragedy into lasting impact.

PGA TOUR GOLFER CAMILO VILLEGAS AND HIS WIFE, MARIA OCHOA, PARTICIPATE IN A RIBBON-CUTTING CEREMONY FOR THE NEW SERENITY SPACE AT QUANTUM HOUSE IN

 WEST PALM BEACH, FLA.



Changing Lives

Many families battling health issues 

struggle to pay for what insurance 

doesn’t cover, including gas, rent, 

utilities, and transportation. The program 

Mia’s Blessings provides fi nancial grants to 

assist families going through crises in the 

U.S. and Colombia, Villegas’s native country. 

By the end of 2025, Mia’s Miracles will have 

granted almost $700,000 in fi nancial 

assistance to children fi ghting cancer, 

empowering those impacted to focus on 

their families’ well-being rather than the 

immediate fi nancial hardships. 

For the foundation, delivering comfort 

to families experiencing medical crises 

includes creating uplifting, celebratory 

events and providing gifts for caregivers, 

through Mia’s Helping Hands, as they har-

ness their strength during such challenging 

times. For example, mothers of children 

receiving treatment for medical emergen-

cies get caregiver tote bags fi lled with 

comforting items. Monthly Family Fun 

events involve birthday celebrations or 

craft-making, and support trays stocked 

with coff ee, tea, and pastries are delivered 

to families who receive diffi  cult medical 

news. Mia’s Miracles also recognizes and 

celebrates the dedication of its partner 

organizations’ hardworking staff , providing 

sponsored luncheons, massages, and other 

activities to uplift and express appreciation 

for the heroic eff orts of these professionals.

In a similar vein, to combat the 

exhaustion and stress that medical staff  

and caregivers can face during medical 

crises, the foundation established 

Mia’s Serenity Spaces within partner 

hospitals—rooms and areas designed to 

provide relaxation resources and radiate 

joy and positivity. The ability to recharge is 

inherently a good thing, but it can also 

lead to a decrease in errors and help 

provide overall better care. By the end of 

2025, four new Serenity Spaces will bring 

the total number to 13. 

The commitment of Mia’s Miracles to 

fostering healing, comfort, and love in 

medical environments has one fi nal com-

ponent: Mia’s Dream Team, which supports 

medical partners by helping fund essential 

staffi  ng solutions and ensure the availability 

of adequate and compassionate staff . This 

year, the foundation fully funded a full-time 

employee for two years at Nicklaus Children’s 

Hospital to fi ll the educational gap that 

aff ects children in treatment for cancer.

“Having a full-time staff  member 

dedicated to supporting families through 

the schooling process while their child is 

in treatment shows how far we’ve come in 

just a few years,” said Genna Lancaster, 

executive director, Mia’s Miracles. “It’s a 

powerful example of how Mia’s Miracles is 

not only addressing urgent needs but also 

building sustainable systems of support 

that will impact families for years to come.”

A Team Eff ort

In its fi ve years, Mia’s Miracles has raised 

more than $3.1 million, primarily through a 

variety of events. The foundation partners 

with retailers in Palm Beach County, Fla., 

and beyond to host charity-focused pop-

up shops, and there’s an annual fun run, 

Miles for Miracles. A day of wellness events 

dedicated to self-care also brings vital 

fi nancial support, as do Carousel Events 

in downtown Palm Beach Gardens—

Mia loved the carousel—and the 

foundation hosts family-oriented events 

there to bring joy and raise awareness of 

the foundation.

Given Villegas’s profession, golf has 

naturally played a key role in Mia’s Miracles. 

Featuring PGA TOUR professionals such 

as Rickie Fowler and Rory McIlroy over the 

years, the annual Pro-Am Golf Tournament 

fundraiser to support the foundation’s 

programming takes place in November at 

the Bear’s Club in Jupiter, Fla. The event 

can help support programs that range from 

fi nancial assistance for uninsured medical 

expenses to fun events and opportunities 

that bring joy and positivity to families. ■

C O N T E N T  F R O M  P G A  T O U R

MARIA OCHOA JOINS NICKLAUS 

CHILDREN’S HOSPITAL MEDICAL 

STAFF IN FRONT OF ITS SERENITY 

SPACE, AN AREA DESIGNED FOR 

JOY, POSITIVITY, AND RELAXATION.

We realized
the best way

for us to honor 
our daughter 

was to do
everything
we could to 
help those 

families in need, 
to bring a smile 
to a child and 

relief to
a caregiver.”

CAMILO VILLEGAS

GOLFER,

PGA TOUR
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Nvidia is invincible. 

Unless it isn’t.

By SHAWN TULLY

The doubters  
are coming  

for the world’s  
most valuable  

company.

I LLUSTR ATION BY L INCOLN AGNEW
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advanced GPU (graphics processing 

unit) that generated images by han-

dling complex computations at a far 

higher speed than its predecessors. A 

series of breakthroughs in the 2000s 

enabled a kind of AI known as “deep 

learning”—and allowed the technol-

ogy to do things it had struggled to 

do previously—first translation, then 

image recognition. By around 2012, 

Nvidia had gone all in on GPUs and 

other hardware optimized for AI, 

which it coupled with its custom 

CUDA software that empowers de-

velopers to write applications for its 

groundbreaking chips. 

Once OpenAI released  ChatGPT 

in late 2022, the AI boom was 

starting, and Nvidia had brilliantly 

positioned itself to ride the wave. Its 

Shalett, chief investment officer at 

Morgan Stanley Wealth Manage-

ment, says the issue is all about 

excessive debt, not Nvidia’s but its 

customers’. “Nvidia is in a position 

to prop up customers so that it’s able 

to grow,” avows Shalett. “It’s getting 

more and more complicated because 

the ones they’re funding are weaker, 

and Nvidia’s enabling them to take 

on borrowing.” 

Nvidia declined to comment for 

this story. But to understand how this 

powerful symbol of the new Ameri-

can economy got here, you have to 

grasp three things: the power dynam-

ics at play among the big hyperscalers 

like Amazon, Microsoft, Alphabet, 

and Meta that are erecting giant AI 

data centers; the neoclouds rising to 

challenge them; and Jensen Huang’s 

most gripping fear. 

N V I D I A’ S  PAT H  T O  A I  D O M I N A N C E

DURING MOST of its 32-year exis-

tence, Nvidia focused on making 3D 

graphics chips for the PC gaming 

market—and struggled in the early 

days, at one point running out of 

cash. In 1999, it unveiled a super-

Huang’s speech so pumped Nvidia 

fans that they sent its market cap 

soaring 5%, a one-day, $250 billion 

jump that’s 60% bigger than Boeing’s 

entire worth. The move made Nvidia 

the world’s first company to touch a 

$5 trillion valuation. According to 

MarketBeat, 46 out of 47 analysts 

have a “strong buy” or “buy” rating on 

Nvidia stock. 

A small chorus of extremely 

insightful skeptics, however, aren’t 

so sure everything is quite as rosy as 

Huang and investors seem to believe. 

Their worries coalesce around how 

Nvidia is striving to maintain its 

supremacy, by assembling what we’ve 

never seen before on this scale: a 

complex superstructure encompass-

ing investments and financing for 

its own customers designed to boost 

and perpetuate demand for its own 

products. The strategy—centered 

mainly on OpenAI and “neocloud” 

 CoreWeave—is as much about 

financial engineering as accelerated 

compute engineering. 

As Jay Goldberg of Seaport Global 

Securities, who’s issued the only 

Nvidia “sell” on the Street, puts it, 

“Nvidia is buying demand here.” Lisa 

I
N LATE OCTOBER, Nvidia cofounder and CEO 
Jensen Huang took the stage at the company’s  
annual GTC conference to make a typically 
sweeping declaration. Nvidia, he pronounced,  
sits “at the epicenter of the largest industrial  
revolution in human history,” eclipsing the advent 
of the steam engine and electricity. 

He went on to unveil a stunning array of part-
nerships: Nvidia plans to build 100,000 driverless 
cars alongside Uber and join Palantir to supply 
software and chips to accelerate the transfer of 
products from warehouses to doorsteps; it has 
also hatched a blueprint showing “hyperscalers” 
how to build “AI factories,” giga-scale data centers 
that only operate at their most potent and efficient 
deploying, guess what, Nvidia systems. 
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GPUs ranked as the industry’s most 

powerful and, crucially, most efficient 

per unit of power consumption in 

running the stupendous number of 

mathematical calculations deployed 

in AI. In fiscal year 2023, it made a 

modest $4.4 billion in profits. That 

figure has soared to $86.6 billion over 

the past four quarters, making Nvidia 

the largest tech earner behind Alpha-

bet ($124.3 billion), Apple ($112 bil-

lion), Microsoft ($104.9 billion), and 

ahead of Amazon and Meta. 

Unlike past high-fliers that got 

heavily touted and collapsed—no-

tably drivers of the telecom bubble 

of the late 1990s and early 2000s—

nobody is questioning that Nvidia 

makes tons of money. But it’s appar-

ent that the chip colossus is reliant 

on a few huge customers. In the 

second quarter of this year, Nvidia 

collected 52% of its sales from three 

customers it didn’t disclose, but 

which analysts identify as Microsoft, 

Amazon, and Alphabet. Meta and 

Elon Musk (via xAI and Tesla) are 

also big buyers of its systems. Diver-

sifying internationally is not easy, 

especially as the Chinese government 

cut off imports of Nvidia’s lower-

powered chips as a riposte in the 

trade war, and the Trump adminis-

tration’s export controls have blocked 

sales of its most coveted and sophis-

ticated GPUs. Last year, the world’s 

second-largest economy contributed 

more than one in eight dollars of 

sales via such clients as Baidu and 

Alibaba. That number has already 

been shrinking and is bound to fall 

further if not disappear, potentially 

heightening Nvidia’s reliance on the 

biggest of big players.

Huang believes that leaning so 

REVENUES 

$ 1 3 0 . 5  b i l l i o n

PROFITS 

$ 7 2 . 9  b i l l i o n

EMPLOYEES 

3 6 , 0 0 0

TOTAL RETURN TO SHAREHOLDERS  

( 2014–24 ANNUAL RATE )  7 5 . 6 %NVIDIA

F O R T U N E  5 0 0  S P O T L I G H T

In fiscal year 2023 Nvidia made a modest $4.4 billion in profits. That figure soared 
to $72.9 billion in 2025 and $86.6 billion over the past four quarters, making it the 
world’s fourth-largest tech earner behind Alphabet, Apple, and Microsoft. 
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DREAM WEAVER

CoreWeave has found a 
hardy backer in Nvidia—
but analysts worry about 
its mounting debt.
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CoreWeave—that have caught the at-

tention of the “what could go wrong” 

crowd. “Nvidia’s been clever in prop-

ping up another ecosystem of their 

own so that they can compete with 

the big hyperscalers in data center 

capacity,” says the person involved in 

AI infrastructure. 

To do so, Nvidia is using some-

thing akin to “vendor financing.” It’s 

the long-standing, totally legitimate 

practice of making loans to cus-

tomers that spur them to buy your 

products—it’s how automakers boost 

sales by providing car loans. It works 

fine as long as there’s real demand 

for your products. 

The Nvidia approach might be 

characterized as a push for “direct” 

or “curated demand.” That formula’s 

downside: The lavish financing can 

trigger excessive borrowing and 

push AI computing capacity way 

beyond the point where demand can 

catch up. However, it’s important to 

note that Nvidia’s campaign doesn’t 

amount to the notorious “round-

tripping” that sunk such telecoms as 

Nortel and Lucent, which made big 

loans to strapped telecom fiber-optic 

purveyors so they could buy their 

products, even though they were just 

piling up unused inventory. 

So far, Nvidia’s boldest move in 

challenging the behemoths is its 

breathtaking deal with OpenAI. 

Huang considers the still-private in-

ventor of ChatGPT as the spearhead 

of the new paradigm, and by implica-

tion, Nvidia’s largest customer going 

forward. He recently predicted that 

OpenAI will become the “next multi-

trillion-dollar hyperscale company.” 

Prior to the new tie-up, OpenAI was 

just getting started as a hyperscaler 

via its participation in Stargate. It 

didn’t operate data centers on its own 

and rented capacity from the Big 

Four, notably Microsoft. The Nvidia 

partnership aims at making OpenAI 

a major competitor, in addition to 

its status as a customer, to the giant 

incumbents. 

centers. Gil Luria, head of technol-

ogy research at D.A. Davidson, puts 

it simply: “Nvidia wants to diversify 

away from the Big Four, and the Big 

Four want to diversify away from 

them.” (“Big Four” here meaning Mi-

crosoft, Amazon, Google, and Meta.)

But plenty of other players want to 

diversify into Nvidia’s world. AMD is 

becoming a big player in inference, 

where Nvidia dominates; Qualcomm 

is trying to get into the data center 

chip game, as are a slew of startup 

AI chip companies like Groq, which 

are beginning to get some traction, 

especially in the Middle East. Even 

OpenAI, which is forging tight bonds 

with Nvidia, is simultaneously going 

all in on making its own silicon as it 

tries to diversify away from Nvidia. 

Dylan Patel, who writes the widely 

respected SemiAnalysis newslet-

ter, wrote in mid-November that 

 OpenAI’s entrant may be so good 

that Microsoft may choose to use it 

over its own product, Maia. 

So the relationships are increas-

ingly complicated as these players 

strike deal after deal. CoreWeave’s 

biggest customer by miles is Micro-

soft; it wants to broaden its reach to 

serve  OpenAI and other AI startups. 

OpenAI meanwhile is a CoreWeave 

customer, a CoreWeave investor, and 

soon to be a CoreWeave competitor 

once the Stargate consortium gets up 

and running. 

But within this web of relation-

ships, it’s two that Nvidia has 

developed—with OpenAI and 

heavily on a few, superpowerful 

buyers is dangerous. According to a 

source who’s been active in develop-

ing AI infrastructure, Nvidia’s prime 

motive is avoiding the fate of almost 

all tech hardware suppliers: getting 

commoditized.

“Hardware is a low-margin busi-

ness, and Nvidia knows that you can 

only maintain a technological edge 

in hardware for so long,” says this 

source. “They’re afraid of getting 

commoditized like the makers of 

CPUs [the basic “brains” of today’s 

computers]. They’re afraid their 

bargaining power will decline over 

time and that their huge margins will 

collapse.” Right now, Nvidia’s a won-

drous exception in tech hardware. In 

fiscal year 2025, it registered fantas-

tic gross margins of nearly 80%, eas-

ily beating AMD, at just under 50%, 

not to mention Intel, at 30%. 

Until now, Nvidia has held the 

whip hand. “Its GPU is so superior 

that it has a near monopoly,” says 

analyst Goldberg of Seaport. As a 

result, an Amazon or a Meta hasn’t 

been able to deploy the tremendous 

negotiating clout their immense size 

gives them versus their hardware 

suppliers. The big hyperscalers are 

striving hard to regain the advantage. 

How? The major players don’t 

just want to be Nvidia customers; 

their long-term goal is to compete 

with Nvidia by fashioning their own 

in-house alternatives. Microsoft is 

working on a version dubbed Maia, 

and Amazon has deployed two—

Trainium and Inferentia. Google 

has already largely shifted to its own 

silicon, which it calls a TPU. 

All this competition is likely to 

depress prices. “Most AI to date has 

been built on one chip provider. It’s 

pricey,” Amazon CEO Andy Jassy 

wrote in its 2024 annual report. “It 

doesn’t have to be as expensive as it is 

today, and it won’t be in the future.” 

Microsoft’s top executives have 

also stressed that they want their 

own silicon for powering their data 

80%
NVIDIA’S GROSS MARGINS IN FY 2025, 

BEATING AMD (50%) AND INTEL (30%) 

BY A WIDE MARGIN
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Nvidia secured its second marquee 

partnership with CoreWeave. It’s the 

largest by far of the “neoclouds” that 

are rapidly installing AI infrastruc-

ture. The former crypto miner, how-

ever, is struggling under a mountain 

of debt that analysts are skeptical it 

can “scale” out of. So Nvidia is giving 

the company lots of help to buy its 

chips—in far larger quantities than 

would be possible without those 

billions in support. Nvidia invested 

$250 million to bolster CoreWeave’s 

troubled IPO this year and holds 

an ownership stake of over 6%. 

CoreWeave, like OpenAI, is so far 

an “Nvidia-only” house. It already 

operates 33 data centers, all holding 

its big backer’s GPUs, and boasts a 

$56 billion backlog of contracts for 

AI infrastructure. Nvidia is also using 

its muscle to help CoreWeave attract 

promising startups that, without the 

chipmaker’s backing, couldn’t raise 

the financing to rent space from the 

rising hyperscaler. In late September, 

Nvidia signed an agreement guar-

anteeing to purchase $6.3 billion in 

computing capacity if CoreWeave 

can’t lease or sell it. “It’s like cosign-

ing on a loan,” says Del Deo. Ac-

cording to a source familiar with 

CoreWeave’s thinking, that support 

will empower the operator to provide 

computing capacity to such outfits as 

Under the arrangement, an-

nounced in late September, Nvidia 

would purchase up to $100 billion in 

OpenAI equity, enabling it to outfit 

numerous data centers offering an 

astounding 10 gigawatts of capacity 

at an estimated total cost of roughly 

$500 billion. The build-out would 

happen in tiers, and for each one 

Nvidia provides $10 billion in fi-

nancing, OpenAI throws in $40 bil-

lion, and an estimated $30 billion 

gets spent on Nvidia chips. 

But Luria cautions that a lot could 

go wrong. OpenAI needs to find the 

extra $40 billion required for each 

installment on its own. That’s a high 

bar. To this point, OpenAI has suc-

ceeded in funding its operations by 

raising equity. But it’s now entering 

a new era of big capital investments 

at the same time it’s bleeding loads 

of cash; in the first half of this year, it 

lost $13.5 billion on just $4.3 billion 

in revenue. A recent report suggests 

the company will see operating losses 

of $74 billion in 2028 and not break 

even till 2030. Hence, it’s likely that 

OpenAI will need to borrow most of 

the additional $400 billion.

OpenAI has now made total com-

mitments of around $1.4 trillion for 

its AI infrastructure projects, includ-

ing $300 billion worth to be built 

by Oracle (which incorporates huge 

purchases of Nvidia GPUs). Given 

the frenzy of optimism surrounding 

OpenAI, it may succeed in borrow-

ing hundreds of billions to amass all 

those GPUs. But as Nick Del Deo, 

analyst at MoffettNathanson, notes, 

“OpenAI is an unproven business 

model.” Significantly, Nvidia is only 

an equity investor so far. It hasn’t 

offered its balance sheet to backstop 

the immense debt  OpenAI will need 

to push the program forward. Add-

ing one more wrinkle to the competi-

tive landscape: OpenAI doesn’t want 

to be completely beholden to Nvidia, 

either; it is talking to other chip pro-

viders and has even begun efforts to 

design its own bespoke chips. 

Mistral and Cohere that could evolve 

into big AI success stories.

For Nvidia, CoreWeave fits the 

OpenAI mold: attract purchasers 

that used Microsoft or Amazon cen-

ters—powered by GPUs they bought 

from Nvidia—to CoreWeave facili-

ties. In an excellent 80-page report 

on CoreWeave released in March, Del 

Deo praises its technical expertise 

and customer service. The potential 

problem: When CoreWeave signs 

a contract with a financially sound 

major hyperscaler that needs lots of 

capacity beyond what it can handle 

in-house, those rental payments are 

“money good.” CoreWeave can raise 

financing, since it’s certain the client 

(say, Microsoft) will pay.

But as part of growing its own and 

the new Nvidia complex, CoreWeave 

is taking on cash-burning newcom-

ers that lack credit ratings. The 

biggest case in point, in fact, is its 

arrangement with OpenAI itself—

another indication of how deeply 

the Nvidia deal-grid is intertwined. 

The terms call for CoreWeave to 

supply $22.4 billion in AI infra-

structure capacity, certain to run on 

Nvidia GPUs, over about five years. 

Based on the great expectations for 

OpenAI, CoreWeave already financed 

part of the arrangement through 

bank loans. But the borrowings were 

expensive at over 8%. “The deal with 

OpenAI and other non-investment-

grade clients raises the risks for 

 CoreWeave,” concludes Del Deo. 

In addition, CoreWeave, like 

 OpenAI, harbors big cash flow 

deficits and is borrowing heavily to 

finance its mushrooming footprint. 

Its cofounder and CEO, Michael 

Intrator, claims he’s driving a “race 

car, not minivan,” and that “debt is 

the fuel for this company.” But could 

it also be its downfall? 

A  D E B T  D E B A C L E ?

TO SEE WHERE the dangers lie, it’s 

important to grasp who owes all this 

“Nvidia is in a position  
to prop up customers  

so that it’s able to grow. 
It’s getting more and more 

complicated because  
the ones they’re funding 
are weaker, and Nvidia’s 

enabling them to  
take on borrowing.”

LISA SHALETT,  

CHIEF INVESTMENT OFFICER,  

MORGAN STANLEY  

WEALTH MANAGEMENT

“Nvidia is in a position  
to prop up customers  to prop up customers  

so that it’s able to grow. so that it’s able to grow. 
It’s getting more and more It’s getting more and more 

complicated because  complicated because  
the ones they’re funding the ones they’re funding 
are weaker, and Nvidia’s are weaker, and Nvidia’s 

enabling them to  enabling them to  
take on borrowing.”take on borrowing.”
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debt, and to what parties. The brick-

and-mortar data center shells are 

generally built by real estate com-

panies, chiefly REITs. They finance 

the projects with construction loans 

provided by, say, banks or private 

equity firms, and lease the space to 

the hyperscalers. The biggest among 

them may use their own cash flow to 

buy the systems that fill the campuses, 

but a CoreWeave or OpenAI doesn’t 

have the resources and must borrow 

the funds from a variety of lenders.

Once again, if demand from 

Microsoft’s enterprise and app 

customers proves much lower than 

anticipated, it will simply keep pay-

ing the lease on the building to the 

REIT and interest and principal on 

the loans for the tech gear to that 

lender. No risk there. The new, self-

assembled Nvidia galaxy is heavily 

populated with the likes of OpenAI 

and startups that haven’t proved they 

can make money based on their AI 

offerings, but are poised to shoulder 

big borrowings for creating and ex-

panding AI infrastructure empires.

CoreWeave and OpenAI are indeed 

signing leases with their AI custom-

ers to rent that forthcoming deluge 

of computing capacity as it comes 

online. But to keep renting, these 

customers need to mint rich profits 

from what’s advertised as the greatest 

technological leap and force mul-

tiplier for profitability ever. If that 

doesn’t happen, the market could get 

flooded by partly vacant data centers 

and by GPUs that securitized the 

borrowings, and get reclaimed by 

the lenders, sending all those unused 

Nvidia chips back to the market. In 

this scenario, the new hyperscalers 

Nvidia backed won’t be able to pay 

the rent on the campus buildings, nor 

the interest and principal on the debt 

that bought the GPUs. That could 

wallop lending for data centers and 

demand for Nvidia’s GPUs.

That scenario isn’t dissuading 

true believers. “Nvidia’s stayed 

ahead time and time again,” says 

one executive from a large Nvidia 

customer who was not authorized to 

speak publicly. “They keep shorten-

ing the product cycles. Everyone is 

playing catch-up with their contin-

ued innovation.” 

But any clearheaded industry 

watcher has to at least raise an 

eyebrow about how much money is 

flooding into AI, and how little pay-

off there has been so far. All told, the 

four big players will spend around 

$330 billion on AI infrastructure in 

2025, according to their own fore-

casts, and all are pledging significant 

increases next year. Citigroup fore-

casts that the figure for all hyperscal-

ers next year will reach $490 bil-

lion. So let’s take the conservative 

view that the Big Four will spend 

$700 billion over the two-year span. 

To garner even a decent 15% return 

on those expenditures alone, they’d 

need to pocket an extra $105 billion 

a year in AI profits. That additional 

$100 billion–plus amounts to nearly 

one-third of the $350 billion in total 

GAAP net profits that they generated 

in their past four quarters. 

Notes one executive who’s raised 

large sums for AI infrastructure in 

the past: “I share the concern that 

such massive amounts of capital are 

going into it without a clear line of 

sight on profitability. We have a sense 

for productivity savings and research 

breakthroughs. But what are the 

killer apps that are going to drive 

massive value? We don’t know yet.” 

This executive asks the question that 

Huang may ponder when he stops 

selling and thinks deep thoughts: 

“If the return on all that capital is 

disappointing, where does the pain 

go?” As long as the AI hype narrative 

continues, Nvidia’s money-spinning 

machine will keep whirring. But if 

the story changes, Nvidia will feel the 

pain—and so will its investors. 

The new, self-assembled Nvidia galaxy is heavily  
 populated with OpenAI and other companies  

that haven’t proved they can make money  
based on their AI offerings, but are poised to shoulder  

big borrowings for their AI infrastructure empires.  

$700 BILLION
A CONSERVATIVE FORECAST OF WHAT THE FOUR BIG HYPERSCALERS WILL SPEND THIS YEAR 

AND NEXT ON AI INFRASTRUCTURE. TO GARNER EVEN A DECENT 15% RETURN ON  
THOSE EXPENDITURES ALONE, THEY’D NEED TO POCKET AN EXTRA $105 BILLION A YEAR IN 

AI PROFITS, A NUMBER THAT SEEMS UNREACHABLE.

The new, self-assembled Nvidia galaxy is heavily  
 populated with OpenAI and other companies   populated with OpenAI and other companies  

that haven’t proved they can make money  that haven’t proved they can make money  
based on their AI offerings, but are poised to shoulder  based on their AI offerings, but are poised to shoulder  

big borrowings for their AI infrastructure empires.  big borrowings for their AI infrastructure empires.  



THE HEARTBEAT OF SUNRISE SENIOR LIVING 

has always been its communities. With 

more than four decades of experience that 

spans 240-plus communities across North 

America, Sunrise has built a proven model 

for delivering care, a warm connection, a 

culture where purpose thrives, and pride 

that comes from knowing your work truly 

matters. That people-first energy defines 

Sunrise not just as a workplace but as a way 

of life. It empowers the team to deliver on its 

vision—to create the preferred lifestyle for 

enjoying longer, healthier, happier lives.

“For us, success begins and ends  

with our people,” says Jack R. Callison Jr., 

CEO, Sunrise. “When team members feel 

supported, valued, and inspired, that care 

radiates outward—to our residents, their fami-

lies, and the broader communities we serve.”

That philosophy has earned Sunrise 

a place on the 2025 Fortune Best 

Large Workplaces in Aging Services 

list, recognizing its steadfast commit- 

ment to a culture of belonging,  

growth, and opportunity. Across  

North America, Sunrise invests deeply 

in its team members through leadership 

development, mentorship, wellness 

programs, and a robust employee value  

proposition that empowers them to 

positively shine in their meaningful work.

Sunrise’s investment in its teams 

creates something far greater than a 

great workplace—it builds a foundation 

for extraordinary living. When people 

love where they work, residents feel  

it in every interaction, from shared 

laughter at breakfast to the attentive 

hand offering support and the vibrant 

energy that fills each day. 

Sunrise’s personalized wellness, 

dining, and lifestyle programs bring  

joy and balance to daily life while 

WELL Health-Safety and Equity ratings 

underscore a continued focus on cre-

ating environments that are not only 

safe but inclusive and uplifting for all. 

For families, that means peace of mind 

and a level of consistency that can only 

come from a team that feels truly valued.

At Sunrise, people are the  

driving force behind every success. 

By attracting and empowering top 

talent, Sunrise sustains a standard 

of excellence that’s felt across every 

community. This combination of heart 

and performance has made Sunrise a 

trusted resource for residents, families, 

team members, and partners seeking 

enduring value and results.

It’s proof that a people-first model 

drives both meaningful impact and  

lasting performance. As Sunrise  

continues to expand in key markets, 

its focus remains true to its mission: to 

champion quality of life for all seniors.

“At Sunrise, our people are the  

difference,” says Callison. “When  

we invest in them, they create the  

kind of care and connections that  

truly set Sunrise apart.” ■

PROFILE 2025 | BEST LARGE WORKPLACES IN AGING SERVICES

CONTENT FROM SUNRISE SENIOR LIV ING 

Leading with Heart
 Sunrise Senior Living continues to redefine senior living 

 communities through a people-first model that inspires care, 

 connection, and excellence.

A CULTURE OF SUPPORT ENSURES 

SUNRISE RESIDENTS AND EMPLOYEES 

ARE CARED FOR AND EMPOWERED.



A pioneer in medical device development, Dr. Albert K. Chin 
has applied over 40 years of professional experience to his 
current roles as the co-founder and chief innovation officer 
at Orare Medsystems Inc. Maintaining these positions since 
2022, Dr. Chin is well-regarded for advancing cardiac surgi-
cal procedures, leveraging groundbreaking medical devices 
to aid life-saving technologies for patient care. In addition to 
his status at Orare Medsystems, Dr. Chin has served in the 
same capacities at TAS Medical Inc. since 2017, PercAssist 
Inc. since 2019 and FemDx Medsystems Inc. since 2020.

Earlier in his career, Dr. Chin assumed leadership roles at 
several medical facilities, including as the chief innovation 
officer from 2008 to 2009 and as a co-founder from 2009 
to 2012 at Pavilion Medical Innovations LLC. Further, 
he was the chief innovation officer at Boston Scientific 
Cardiac Surgery between 2007 and 2008, exemplifying 
his executive prowess in cardiac device development. 
Likewise, Dr. Chin was the vice president of research at 
Guidant Cardiac Surgery from 1994 to 2007, where he was 
pivotal in advancing cardiac surgical techniques, among 
other prestigious appointments. Driven to mentor the next 
generation of medical innovators, he serves as an annual 
lecturer at Stanford University and in advisory roles at both 
the Georgia Institute of Technology and Emory University.

Throughout his career, Dr. Chin’s innovations have 
reshaped cardiac care in modern culture. In particular, he 
is noteworthy for developing an artificial heart that does not 
require open-heart surgery by leveraging pioneering electro-
physiological techniques using small needle insertion and a 

balloon catheter. As a result, the balloon’s inflation mimics 
the compression depth recommended during chest com-
pressions, augmenting circulation in patients with advanced 
heart failure. Though this technology is still in its early stages 
in clinical trials, Dr. Chin anticipates the life-saving possibil-
ities of such procedures to improve patients’ quality of life.

Furthermore, Dr. Chin developed a device for endoscopic 
vein harvesting that requires only a one-inch incision, 
dramatically reducing pain, recovery time and post-opera-
tive complications. The result was the VasoView, which has 
become a standard tool used in over 90% of such proce-
dures across the nation on more than three million patients.
Moreover, Dr. Chin developed a second-generation version 
of Venapax, simplifying the procedure to reduce training 
times for physician assistants. He holds approximately  
237 patents, testifying to his success in the industry and 
direct contributions to transforming cardiac care.

Dr. Chin received a Bachelor of Science in mechanical 
engineering from the Massachusetts Institute of Tech-
nology, followed by a Master of Science in mechanical 
engineering and coursework in human biology at Stanford 
University. Thereafter, he earned a Doctor of Medicine from 
the University of California San Francisco. He undertook 
residency training in surgery at Parkland Memorial Hospital 
through the University of Texas Southwestern Medical 
Center. To attest to his success, Dr. Chin won the Invented 
Here! Top Award from the Boston Patent Law Association 
in 2018 and the Ideals of Entrepreneurship Award from 

Stanford University in 2007.  

ALBERT K. CHIN, MD Co-Founder, Chief Innovation Officer

Orare Medsystems Inc.

PALO ALTO, CA
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Henrietta V. England, a financial consultant with more 

than 40 years of professional expertise, is recognized 

for her prowess in finance management, consulting and 

education. Establishing Tri-Fold Connections LLC in 2019, 

Ms. England developed an affinity for finance at a formative 

age and has since dedicated her life to advancing others’ 

understanding of their finances. In this regard, Tri-Fold 

Connections LLC aids adolescents, young adults and adults 

to regain control of their personal finances through a series 

of educational courses. Enhancing society’s knowledge of 

financial literacy, Ms. England specializes in teaching clients 

how to establish personal budgets and customized plans 

for building their credit scores. Alongside these tasks, she 

offers debt counseling and retirement planning services.

As part of her responsibilities with Tri-Fold Connections 

LLC, Ms. England hosts an online educational program 

titled “Money Matters Mondays” each week. The 

program is broadcast through the Restream.io mobile 

application, which allows viewers to interact and share 

on several social media platforms. Furthermore, she 

published a “Money Matters Monday” publication and 

the “Together We Grow” master series in 2021.

Earlier in her career, Ms. England served as a customer ser-

vice representative and credit consultant at Nelson Brothers 

Furniture Co. (now part of Heilig-Meyers Furniture) beginning 

in 1983. Thereafter, she joined LaSalle Bank Corporation, 

which has since been acquired by Bank of America, as a 

mortgage loan officer. Over the course of 15 years with 

LaSalle Bank, Ms. England was promoted numerous times 

to senior banker and branch manager, among other appoint-

ments. During her tenure as a branch manager, the branch 

was recognized among the most successful locations in the 

region. Likewise, she was honored as the branch’s Top Mort-

gage Loan Originator for being ranked first in community in-

vestments and working with low-to-moderate income buyers.

Subsequently, Ms. England served as the vice president and 

branch manager with Standard Bank & Trust Company in 

Oak Forest, Illinois. During her tenure at Ford Motor Com-

pany, she served the UAW Local 551 Education Committee 

as financial secretary and recording secretary, while also 

obtaining her license as an ordained chaplain. This attests to 

her vision with a heart in serving in the workplace, local com-

munities and public service. As a testament to her success, 

Ms. England was celebrated as the branch’s Top Producer 

and Manager at Standard Bank & Trust Company, having 

also earned third place in Colorado in finance and credit. 

Additionally, she was bestowed several Top Banker Awards.

Celebrating its fifth anniversary in business in 2024, 

Tri-Fold Connections LLC hosted the Open Doors to 

Destiny Gala, where Ms. England and her team announced 

the launch of the Vision of Hope Community Kingdom 

Learning and Worship Center, a not-for-profit organization 

that serves as a private school and a shelter for abused 

women, men and children. Ms. England’s vision is to 

offer upscale housing and a safe haven for survivors of 

domestic violence. In addition, the center will house the 

Tri-Fold Connections Credit Union, as well as a banquet 

hall, gym, theater and educational facility.  

HENRIETTA V. ENGLAND Financial Consultant

Tri-Fold Connections LLC

SOUTH HOLLAND, IL
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Affiliated with the Centers for Disease Control and Pre-

vention (CDC) since 1991, Dr. Fatima Donia Mili has more 

than 35 years of professional expertise in epidemiology 

and medicine. Recognized as a medical epidemiologist, 

she joined the CDC after graduating from the prestigious 

CDC Epidemic Intelligence Service postdoctoral program 

and has since met with much success. She is noteworthy 

for studying the causes, distributions and control of 

various diseases in human populations, particularly in 

the areas of epidemiology, genetics, internal medicine 

and pediatrics. Alongside her current appointment, Dr. 

Mili has served as a senior medical epidemiologist and a 

mentor in epidemiology and surveillance in the Division 

of Global HIV and Tuberculosis at the CDC since 2016.

Engaged in significant research, Dr. Mili is widely regarded 

for her research into health disparities experienced by 

racial and ethnic minorities and underserved communities 

across the nation. Impressively, her work – in collaboration 

with the Morehouse School of Medicine – aided the U.S. 

Congress in addressing health care inequality in 2000. 

Twenty years later, during the emergence of the COVID-19 

pandemic, Dr. Mili played a crucial role by leading teams 

of skilled epidemiologists and statisticians in providing 

domestic vaccination data for developing national vaccine 

programs and informed COVID-19 policy decisions.

Earlier in her career, Dr. Mili served as a medical epidemiol-

ogist in the Division of Blood Disorders at the CDC for seven 

years, where she also trained junior scientists in biostatistics 

and epidemiology. Her expertise extended to Emory University 

and the Morehouse School of Medicine, where she held 

teaching appointments. Notably, she was also an instructor 

for the Epidemic Intelligence Service summer course and the 

Epidemiology in Action courses at the CDC, demonstrating 

her aptitude for sharing her breadth of knowledge with the 

broader community. Likewise, Dr. Mili has published a myriad 

of articles on such subjects as genetic and chronic diseases, 

HIV, COVID-19 and global health disparities. She is a member 

of the Epidemic Intelligence Service Alumni Association.

Highly educated, Dr. Mili holds several advanced degrees, 

having first graduated with honors with a French baccalau-

reate in mathematics and science. Thereafter, she earned a 

Doctor of Medicine from the University of Geneva in 1981. 

After relocating to the United States, Dr. Mili attended 

Emory University, where she completed a Master of Public 

Health in epidemiology in 1989 and a Doctor of Philosophy 

in epidemiology in 1997. Her global involvement has had an 

instrumental impact on her professional ventures, particularly 

her multilingual skills and extensive travel experiences.

As a testament to her success, industry longevity and scientific 

prowess, Dr. Mili has accepted several accolades. In 2021, 

the CDC bestowed her with the Excellence in Epidemiolo-

gy-Domestic and the Excellence in Emergency Response Toby 

Merlin Award-Domestic. Subsequently, she earned the Early 

Career Author Award from the Research Triangle Institute 

for her scholarly efforts. In 1991, she received the Epidemic 

Intelligence Service Outstanding Award from the CDC.

FATIMA DONIA MILI, MD, PHD Medical Epidemiologist

Centers for Disease Control  
and Prevention

ATLANTA, GA
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Co-Founder, Chief Executive Officer

Healthvice

WOODSTOCK, GA

Equipped with more than 20 years of professional expertise 

in health care, nutrition and entrepreneurship, Jaclynn B. 

Morgan is celebrated in her field for her passionate approach 

to patient care. Establishing Healthvice in 2023, her efforts 

have been pivotal in establishing clear solutions for individuals 

with various dietary restrictions. Recognized as the organiza-

tion’s co-founder and chief executive officer, Ms. Morgan is 

well-versed in nutrition education, promoting healthier eating 

habits and educating clients about proper nutrition based on 

their individualized needs. Notably, Healthvice is a growing 

platform, and Ms. Morgan is leveraging artificial intelligence 

(AI) methodologies to further the organization’s mission of 

helping others across the nation.

Healthvice, with its brand WellFed (#wellfedapp), is poised to 

redefine how individuals can access and interact with food, 

providing comprehensive solutions for dietary needs that 

range from locating restaurants and creating and hiring for 

events regarding food to those requiring personalized grocery 

lists that can be delivered directly to the consumer’s home. 

Likewise, with the integration of a specially trained artificial 

intelligence by Burton Algorithms, a team of Stanford and 

Harvard computer scientists, Ms. Morgan aims to streamline 

operations to include adjustable recipes, disorder-related 

restrictions, and flavor mapping to ensure that all food-related 

accommodations are situated in one convenient location. 

WellFed is the one-stop flavor shop of craveable convenience. 

Alongside these facets, Healthvice aims to provide scientif-

ically backed health information from reputable sources to 

assure consumers of the validity and reliability of information. 

Currently, Healthvice is active and growing the user base of its 

mobile application WellFed for both Android and iOS devices.

Earlier in her career, Ms. Morgan served as a rehabilitative 

therapist at GA Pain Specialists, Windy Hill Hospital, between 

2008 and 2023. Specializing in post- and pre-operative 

chronic muscular retraining and working under the tutelage 

of several doctors during an apprenticeship in Atlanta, her 

passion for the field and personalized care improved her 

clients’ quality of life. Furthermore, Ms. Morgan previously 

served as a certified personal trainer and instructor of basic 

boxing and kickboxing techniques. She was also a timekeeper 

and mixed martial arts (MMA) judge. To this end, her training 

in MMA instilled the knowledge of how the human body can be 

trained and which recovery exercises and nutritional support 

may accelerate healing.

Ms. Morgan formerly completed coursework in forensic science 

and technology at West Virginia University, focusing on latent 

fingerprint identification. In accounting for her success, she 

credits her immense dedication to helping others advance their 

health and reach their goals, pillars that have been encouraged 

by her supportive family and circle of professionals.

Looking ahead, Ms. Morgan is dedicated to addressing the 

ongoing health care crisis in the United States by further 

integrating innovative AI applications with her products 

alongside craveable convenience and variety. This aims to 

reduce obesity rates and encourage families to eat nutritious 

meals together at home. Ultimately, her goal is to lower the prev-

alence of type 2 diabetes, cardiovascular diseases and cancers 

by raising awareness of the harmful additives in ultra-processed 

foods – many of which are already banned in other parts of the 

world. Further medical and personal dietary training in their 

patent-pending proprietary technology is in development.  

JACLYNN B. MORGAN
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Co-Founder

The Human Sentience Project LLC

TUCSON, AZ AND PURCELLVILLE, VA

Dr. Margaret Boone Rappaport is a respected researcher, 

scientist, author and pioneer of ecotheology, a theological 

discipline that examines the relationship between nature 

and religion and how global religious practices influence 

environmental conservation efforts. With plans to co-publish 

the book “Off-World Ecotheology; Roles for Religion in Space 

Settlement” soon, Dr. Rappaport has performed an analysis 

of space virtues dedicated to enhancing the stability of lunar 

and Martian settlements through committed terrestrial 

leaders and organizations. She also leveraged theological 

discourse to advocate for environmental protection and 

facilitate human settlements in the solar system in four 

papers she published in the Journal, Theology and Science. 

By drawing on references from the Old Testament of the 

Bible, Dr. Rappaport aims to promote society’s understanding 

and acceptance of nuclear power to support colonies 

in outer space, in ongoing publications and activities.

Since 2014, Dr. Rappaport has served as the co-founder of 

The Human Sentience Project LLC, where she applies her 

knowledge of space science, artificial intelligence (AI) and hu-

man cognitive evolution to conduct comprehensive research 

and encourage an in-depth understanding of such topics 

worldwide. Earlier, she co-authored the books “Space Science 

and Astronomy Theatre” and “The Emergence of Religion 

in Human Evolution” in 2017 and 2021, respectively. With a 

diverse background in cultural anthropology and biology, Dr. 

Rappaport collaborates with other researchers and scholars to 

unveil the intersection of technology, ecology and spirituality.

Previously, Dr. Rappaport served as a contractual consultant 

in Washington, DC, from 1975 to 2005, specializing in minority 

health. During this period, she was recognized for a highly 

cited article, “Social and Cultural Factors in the Etiology of 

Low Birthweight among Disadvantaged Blacks,” in 1985. On 

the heels of this accomplishment, Dr. Rappaport subsequently 

authored the book “Capital Crime: Black Infant Mortality 

in America” in 1989. Concurrently, she was the president 

of Policy Research Methods Inc. from 1986 to 2006 and 

worked as a professor of anthropology and sociology at such 

institutions as Georgetown University, The George Washington 

University and Prince George’s Community College.

To prepare for her career, Dr. Rappaport completed an exten-

sive education consisting of a Bachelor of Arts in biology from 

The George Washington University and a Master of Education 

in Social Foundations of Education from the University of 

Florida. Following these degrees, she attended The Ohio State 

University, where she received a Master of Arts in anthropol-

ogy and a Doctor of Philosophy in cultural anthropology.

Dr. Rappaport was honored with a Praxis Award from the 

Washington Association of Professional Anthropologists, 

testifying to her longstanding impact on anthropological 

and sociological initiatives. Looking toward the future, she 

hopes to continue disseminating her wealth of knowledge 

to fellow scholars, researchers and laypeople, bridging the 

gap between the social sciences, spirituality, technological 

advancement, and now, artificial intelligence. 

MARGARET BOONE  

RAPPAPORT, PHD
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Dr. (Hon.) Marisa Williams, the chief executive officer  

and co-owner of A Hug Away Healthcare Inc., is a 

 visionary entrepreneur and community leader with  

over 30 years of experience in business, education 

and health care. As the heart behind A Hug Away, she 

has advanced compassionate, dual-care models that 

blend home health and hospice services, ensuring 

families receive holistic care from the comfort of their 

homes. Her innovative Bridge Program – providing 

continuity of care for patients transitioning from 

home health to hospice – has set a new national 

standard for family-centered support, especially for 

children and families facing life-limiting illnesses.

Now, Dr. Williams is inviting purpose-driven leaders to join  

her mission through A Hug Away franchise opportunities  

that combine impact with profitability. Franchise partners  

who invest in two or more service divisions – such as home 

health, hospice or medical supplies – receive personal 

coaching and mentorship directly from Dr. Williams and her 

sister, Dr. Tikisha Johnson, co-owner and educational leader. 

Together, they equip each partner to build a business rooted 

in compassion, compliance and community impact – an 

investment that transforms both lives and legacies.

As the founder of Igniting Visions LLC, Dr. Williams helps 

individuals turn adversity into an assignment. Her forthcoming 

book, “Igniting Visions: From Ashes to CEO,” distills her journey 

of faith, resilience and enterprise into a devotional-meets-play-

book for healing, leadership and scalable impact. The book 

undergirds HugVersations, her growing movement of soul-deep 

conversations designed to heal, equip and inspire.

Dr. Williams’ influence reaches beyond health care. She owns 

A Creative Genius Learning Academy, an award-winning 

Texas Rising Star daycare dedicated to early childhood 

education and family empowerment. Through A Hug Away 

Medical Supply, she delivers safety and wellness resources 

for organizations and families – securing contracts with the 

Omaha Public School District to promote workplace and 

school safety.

A proud U.S. Marine Corps veteran and graduate of the Gold-

man Sachs 10,000 Small Businesses Program, Dr. Williams 

holds a PhD in business and multiple honorary doctorates. 

She was honored with the 2024 Presidential Lifetime Achieve-

ment Award and recognized among the Top 50 Entrepreneurs 

of Houston, Top 30 Women of Texas, and the Most Influential 

Women of Color by 100 Black Men of Houston.

Rooted in faith and family, Dr. Williams finds her greatest joy  

in being a mother of triplets and in living out the legacy of her 

late father, proving that resilience, faith and vision can turn 

pain into purpose.

Those seeking home health, hospice, sitter or medical equip- 

ment services can learn more by visiting www.ahugaway.com.  

For franchise opportunities, or to invite Dr. Williams for 

coaching or speaking engagements, contact her directly  

at Info@ahugaway.com or Williams4God@iCloud.com. 

DR. (HON.) MARISA WILLIAMS Chief Executive Officer and Co-Owner,  
A Hug Away Healthcare Inc.

Founder, Igniting Visions LLC

KATY, TX
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ELIZABETH ROULETTE BASELER
Clinical Monitoring Research Program 
Director (Retired)

Frederick National Laboratory for Cancer 
Research

UNION BRIDGE, MD

Elizabeth Roulette Baseler is the 

retired director of the Clinical Monitor-

ing Research Program at the Frederick 

National Laboratory for Cancer 

Research (FNLCR), where she exemplified expertise in clinical 

trial management and operations. Retired since 2022, she 

continues her work as a consultant to support special projects 

at FNLCR. Before retiring, she traveled to over 30 countries to 

participate in clinical trial launches, contributing to the manage-

ment of Ebola in West Africa and the Democratic Republic of the 

Congo and COVID-19 pandemic clinical trials. Proud to mentor 

professional women in executive and STEM roles, she has also 

earned multiple Director Awards.   

EDWARD L. MORSE
Senior Advisor, Commodities Analyst

Hartree Partners

NEW YORK, NY

A prominent name in commodities A prominent name in commodities 

strategy, Edward L. Morse is regarded strategy, Edward L. Morse is regarded 

for his worldwide influence across for his worldwide influence across 

the oil, gas, commodities trading and the oil, gas, commodities trading and 

investment industries. Since 2024, investment industries. Since 2024, 

he has served as a senior advisor he has served as a senior advisor 

and commodities analyst at Hartree Partners, advising senior and commodities analyst at Hartree Partners, advising senior 

management on acquisitions, commodity strategies and management on acquisitions, commodity strategies and 

analytics. With nearly five decades of expertise, he was named analytics. With nearly five decades of expertise, he was named 

among the 10 Most Influential People in Energy Finance by among the 10 Most Influential People in Energy Finance by 

Petroleum Economist. As an influential advisor to international Petroleum Economist. As an influential advisor to international 

government agencies, as well as the U.S. Departments of State, government agencies, as well as the U.S. Departments of State, 

Energy, Defense and the Treasury, his insights have been highly Energy, Defense and the Treasury, his insights have been highly 

sought after by media outlets.   sought after by media outlets.   

CARLOS OTAOLA PÉREZ
Founder, Chief Executive Officer

Urban Technologies Fund

MIAMI, FL

A global entrepreneur and investor, A global entrepreneur and investor, 

Carlos Otaola Pérez launched Urban Carlos Otaola Pérez launched Urban 

Technologies Fund in 2022 to invest Technologies Fund in 2022 to invest 

in early-stage startups that transform in early-stage startups that transform 

city functionality across mobility, city functionality across mobility, 

civic tech, wellness and AI. Bridging civic tech, wellness and AI. Bridging 

innovation and infrastructure across the Global South, he often innovation and infrastructure across the Global South, he often 

joins teams as a close advisor. His portfolio includes Wawa, a joins teams as a close advisor. His portfolio includes Wawa, a 

fast-scaling employee benefits and mobility platform operating fast-scaling employee benefits and mobility platform operating 

in 18 cities, and Vikua, digitizing public services in Latin Ameri-in 18 cities, and Vikua, digitizing public services in Latin Ameri-

ca. He is co-executive producer of the “Startup Series: Latam” ca. He is co-executive producer of the “Startup Series: Latam” 

podcast, amplifying entrepreneurial voices tackling the region’s podcast, amplifying entrepreneurial voices tackling the region’s 

most pressing challenges. Mr. Otaola supports builders creating most pressing challenges. Mr. Otaola supports builders creating 

systems that empower people – and cities – to thrive.   systems that empower people – and cities – to thrive.   

BRIAN M. SERGI-CURFMAN
Associate Broker, Realtor®

Howard Hanna

PITTSBURGH, PA

Brian M. Sergi-Curfman possesses a 

distinguished reputation in real estate 

with over 20 years of experience. As 

a Realtor® and Associate Broker with 

Howard Hanna Real Estate, he has 

over $250M in sales since his career’s 

inception and accepted numerous accolades, including being 

named among the 10 Best Real Estate Agents in Pennsylvania 

for Exceptional and Outstanding Client Service, the Realty 

Alliance National Sales Award for being in the top 1% of agents 

nationwide, and an eight-time winner of the Five-Star Award for 

Dedication to Customer Satisfaction and Professional Excel-

lence. He has followed the tenets of “integrity, compassion, and 

experience” throughout his career.   
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LESLIE EICHNER
Chief Creative Officer

Continuum Company

NEW YORK, NY

Leslie Eichner is CCO of Continuum 

Company, a boutique family-owned 

real estate development firm head-

quartered in New York City and Florida, 

focusing on ground-up development. 

Working with a variety of specialized 

design consultants, she and her team create a specific mar-

keting vision for each project and then oversee its execution, 

creating value for consumers and investors. To date, Continuum 

Company has developed over 15 million square feet with a 

portfolio of over $7.5 billion. She has also served as president of 

The Manhattan Club and CCO of the Continuum on South Beach 

and the Cosmopolitan Resort and Casino in Las Vegas.  

JACQUELINE LEWIS, BA, LLB, LLM
Founder, Managing Partner

Lewis & Associates LLP

TORONTO, ONTARIO, CANADA

Jacqueline Lewis, the founder and Jacqueline Lewis, the founder and 

managing partner at Lewis & Associ-managing partner at Lewis & Associ-

ates LLP, is motivated by her passion ates LLP, is motivated by her passion 

for providing accessible and equitable for providing accessible and equitable 

legal services worldwide. Specializing legal services worldwide. Specializing 

in immigration, refugee law and human in immigration, refugee law and human 

rights, her firm aims to establish a haven for immigrants, refu-rights, her firm aims to establish a haven for immigrants, refu-

gees and members of the LGBTQIA+ community. As president gees and members of the LGBTQIA+ community. As president 

of the Egale Canada Human Rights Trust, she participated in of the Egale Canada Human Rights Trust, she participated in 

developing the country’s first exclusive housing project for developing the country’s first exclusive housing project for 

LGBTQIA+ youth. Most recently, she created a legal task force LGBTQIA+ youth. Most recently, she created a legal task force 

for Tafsik Organization to fight antisemitism and has embarked for Tafsik Organization to fight antisemitism and has embarked 

on a new venture in partnership with GSC International to assist on a new venture in partnership with GSC International to assist 

business immigrants and work on transnational immigration.  business immigrants and work on transnational immigration.  

THOMAS M. MCINTOSH, ESQ.
Owner, Attorney

Law Offices of Thomas M. McIntosh

SANTA ANA, CA

Emphasizing the value of excellent Emphasizing the value of excellent 

legal representation at affordable legal representation at affordable 

rates, Thomas M. McIntosh is a senior rates, Thomas M. McIntosh is a senior 

trial attorney and the owner of the Law trial attorney and the owner of the Law 

Offices of Thomas M. McIntosh. With Offices of Thomas M. McIntosh. With 

over three decades of professional over three decades of professional 

expertise, he concentrates on corporate law, business litigation, expertise, he concentrates on corporate law, business litigation, 

estate planning, probates, contracts, personal injury and estate planning, probates, contracts, personal injury and 

property law. Since his career’s inception, Mr. McIntosh has property law. Since his career’s inception, Mr. McIntosh has 

advised thousands of clients with a steadfast reputation for advised thousands of clients with a steadfast reputation for 

clear communication and continual education. He earned a JD clear communication and continual education. He earned a JD 

from the American College of Law in 1986 and is a member of the from the American College of Law in 1986 and is a member of the 

American, California and Orange County Bar Associations.  American, California and Orange County Bar Associations.  

SARAH ZOHAR
Founder, Lead Designer

Sarah Z Designs

MIAMI, FL

Since 2012, Sarah Zohar has thrived as 

the founder and lead designer of Sarah 

Z Designs, an interior design company 

through which she has earned multiple 

accolades, such as the Best Use of 

Lighting and Best Primary Bedroom 

Seaglass Awards, and the International Architecture and 

Design Award in London. Committed to managing designs from 

inception to completion, she is highly regarded for her focus  

on biophilic design, blending organic and natural elements into 

her work. Emphasizing honesty and integrity, Mrs. Zohar aims  

to continue enhancing her clients’ lives through her designs  

and exploring ways to grow her company.  
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A F T E R  A  L O N G  S T R E T C H  O F  I N T O X I C AT I N G  G A I N S ,  H E R E ’ S  H O W  T O  AV O I D  A  H A N G O V E R .

EVERY PARTY EVENTUALLY ENDS. And after three-plus years of a mostly unbroken bull run in the 
S&P 500 (up 65% since June 2022), gold (up 115%), and Bitcoin (up 246%), more investors are worrying 
that 2026 could be the year the music stops. This edition of our Investor’s Guide is designed to help you 

thrive even if the mood turns somber. Our editors and writers explain how an AI bubble could spell bigger 
trouble for global equities (page 86), advise on what assets to buy and what to avoid in a time of frothy 
valuations (page 92), and show how blockchain could soon make things easier and faster when it’s time to pull 
the trigger on a trade (page 98). Last but not least, we offer lessons (page 102) from the 84-year investing career 
of Warren Buffett—a stock picker who knows better than anyone how to navigate rocky markets. —MATT HEIMER
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NVIDIA’S JENSEN HUANG says he doesn’t believe we’re in 

an artificial intelligence bubble. Amazon’s Jeff Bezos says we 

probably are in one. OpenAI’s Sam Altman, the human face 

of the AI boom, has also invoked a bubble, adding, “I do think 

some investors are likely to lose a lot of money.” 

This, in a nutshell, is the narrative of the entire global stock market right 

now and the conundrum that no tech CEO or asset manager can avoid ad-

dressing: Is AI a bubble or not? 

Much is at stake. 

Since the current bull market began in October 2022, roughly 75% of 

gains in the S&P 500 have come from just seven stocks—Alphabet, Apple, 

Amazon, Meta, Microsoft, Nvidia, and Tesla. Those companies, known as 

the Magnificent Seven, have a combined market cap of about $21.5 trillion 

as of mid-November.

Their strategies, Apple’s perhaps excepted, are heavily dependent on AI. 

HOW AN 
AI BUBBLE 

COULD RUIN 
THE PARTY

IF AI REVENUE 

DOESN’ T CATCH 

UP WITH AI 

SPENDING, 

GLOBAL STOCKS 

WILL BE AT RISK.
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But if AI does not deliver the revenues or the efficiencies 

that Big Tech expects, the fallout in stocks will likely be 

severe—because the world’s investable assets are currently 

concentrated in AI and AI-adjacent stocks to an unprec-

edented degree.

The S&P 500 has risen 14.7% this year, repeatedly 

breaking new record highs. But 40% of the index’s value 

comes from the 10 biggest stocks within it, all but one of 

which are tech companies.

Most of those companies, in turn, are pouring vast 

sums into AI for the development of new data centers, 

large language models, and the massive amounts of 

electricity they guzzle. Goldman Sachs estimates that 

capital expenditure on AI will hit $390 billion this year 

and increase by another 19% in 2026. Bank of America 

is even more bullish: It projects that AI capex will hit 

$1.2 trillion in 2030. 

The recipients of the lion’s share of that money are 10 

AI companies that are interlocked with one another as 

customers and investors in an “increasingly circular” way, 

as a recent research note from Morgan Stanley described 

it. That note referenced relationships between OpenAI, 

Nvidia, Oracle, Microsoft, CoreWeave, and AMD, involv-

ing billions in equity stakes, revenue sharing, vendor 

financing, and “repurchase agreement[s]” being passed 

back and forth among them. 

On one level, that’s normal: Most industries feature a 

collection of companies that do business with one another. 

The problem in AI is that the revenues currently be-

ing generated by AI companies are far smaller than the 

amount of capex being directed at them by the Magnifi-

cent Seven.

The back-of-the-envelope math is harsh: AI capex 

coming from tech companies listed in the S&P 500 is 

$400 billion or more per year, going forward. The big-

gest AI company—OpenAI, the maker of ChatGPT—has 

disclosed revenues of just $13 billion for 2025. Altman 

recently said revenues were “well more” than that, hinting 

they may hit $100 billion in 2027. But that’s still nowhere 

near the level of capex it’s committing to. 

OpenAI may have lost $12 billion in the third quarter of 

2025 alone, according to a disclosure by Microsoft, which 

has a 32.5% stake in the company. Yet it has commit-

ted to spending $1.4 trillion to develop its product—and 

it is valued by its venture capital and other investors at 

$500 billion. 

These numbers don’t add up—and won’t until the mas-

sive AI rollout starts to yield real financial benefits. “That 

is exactly the discussion in the market at the moment. Can 

the 10 AI companies generate enough revenue to justify 

the capex?” says Torsten Sløk, chief economist at Apollo 

Global Management.

IF THE ANSWER to that question is no, or 

more relevantly, not soon enough to satisfy 

investors’ expectations about the future, then 

the fallout in global equities could be brutal. 

Take, for instance, the Russell 2000, an 

index of small-cap U.S. companies: 806 of them, or about 

40%, have no earnings or negative earnings. Counterintui-

tively, the stocks of unprofitable Russell companies have 

outperformed those that actually made money this year, 

according to Apollo. Most of those unprofitable companies 

are tech firms, riding the AI narrative. 

With the Magnificent Seven dominating large-cap 

stocks, and money-losing small-caps soaring from 

optimism around AI, any reversal in sentiment will be 

widespread, especially if it’s triggered by a softening in AI 

infrastructure spending. And the broader repercussions in 

equity markets could be even greater.

Since 1990, U.S. assets of all kinds—stocks, bonds, 

property, you name it—have become increasingly domi-

nant globally. U.S. stocks now account for about 60% 

of the valuation of all stocks on the planet, according to 

Christian Mueller-Glissmann, Goldman Sachs’ manag-

ing director and head of asset allocation research. And 

technology stocks represent about 45% of all U.S. stocks, 

worth $26 trillion or more at the close of October, accord-

ing to S&P Global.

In other words, most of the world’s assets currently 

look like an upside-down pyramid, teetering on its point. 

The wide base at the top consists mostly of U.S. equities; 

underneath that, the performance of those equities is 

driven by just seven public tech companies. Those seven 

companies are funding 10 or so much smaller private AI 

companies, upon whose fortunes they currently rely. And 
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those AI companies—at the very bottom of the inverted 

triangle—are largely unprofitable. 

For that reason, owning the S&P 500 via an exchange-

traded fund, traditionally one of the safest and most 

common bets for smaller “retail” investors, isn’t provid-

ing the diversification it used to. Today, it’s largely a bet 

on a few globally massive tech platforms—concentrating 

millions of people’s retirement savings toward the tip of 

that pyramid. 

The world’s dependence on U.S. equities stems in part 

from the fact that the U.S. is simply the largest economy 

in the world, says Mueller-Glissmann, making the con-

centration a proportional reflection of economic reality. 

But it also means that if U.S. equities are in a bubble, 

then the whole world is in a bubble—whether we like it 

or not.

The reason U.S. stocks have become so much bigger 

than foreign stocks is that the U.S. has a heavier concen-

tration of finance and tech stocks compared with the rest 

of the world, Mueller-Glissmann adds. Those sectors 

enjoy a high degree of operating cost leverage, or the abil-

ity to increase revenues without adding many new staff 

or resources. An app with 200 million users doesn’t have 

anywhere close to twice the running costs of an app with 

100 million users, but if a gold mining company wants to 

double its capacity, it pretty much needs to double its costs 

in equipment and labor. 

America has an enormous amount of this “financial-

ization,” Mueller-Glissmann says. “That makes [the] 

argument a bit more scary, in the sense that this world 

portfolio is getting more and more important for the 

global economy in terms of driving wealth effects and in 

terms of driving financial conditions.” 

SO FOR THE NEXT 12 months, investors 

will stay closely tuned to the revenue picture 

in AI. For now, Goldman Sachs, J.P. Morgan, 

Apollo, and Bank of America have all either 

published research or told Fortune directly 

that they expect capex growth for AI to continue unabated 

through 2026. The bubble has a way to go, in other words. 

The advice—as always—is to sell … but not right now! (For 

some concrete investing ideas, see the following pages.) 

At some point, the tide will go out, and stock investors, 

venture capital firms, and Big Tech’s AI capex “hyper-

scalers” will all want to know who has a viable business 

and who is swimming naked, according to Lisa Shalett, 

Morgan Stanley Wealth Management’s chief investment 

officer. That, in turn, could be the catalyst for a much 

broader stock market reckoning. 

Shalett believes that the current period of American 

exceptionalism—in which U.S. companies and assets 

dominate the global economy—is due to unwind in what 

she calls a “great rebalancing.” And when that happens, 

she wrote in a recent note to clients, its impact won’t be 

limited to companies with direct stakes in the AI boom. 

Since the financial crisis of 2008, Shalett argues, 

American stock market outperformance relative to the 

rest of the world has been “ ‘supercharged’ by historic 

monetary policy intervention” that kept interest rates near 

zero; deficit spending and fiscal stimulus, including about 

$4.6 trillion in relief outlays at the height of the COVID 

pandemic; “and the fruits of globalization, which were 

enhanced by the privilege of having the world’s reserve 

currency.” Those factors, Shalett believes, are likely to 

phase out over the next five to 10 years, with negative 

implications for U.S. stocks across the board. 

And that’s where the AI bubble question takes on 

even more weight. Over the past year, sky-high projec-

tions about AI’s economic benefits have helped investors 

ignore a steady flow of troubling economic indicators.  

If AI reality fails to live up to the hype, gloom could 

spread quickly.

With global trade becoming more expensive under 

President Trump’s tariffs, inflation now a semipermanent 

feature of economic life, and the U.S. facing potential 

pressure from the bond market to balance its fiscal books, 

investors are unlikely to be generous if they detect that 

reliable earnings-per-share growth has been replaced by 

speculative folly. 

“People realize that there’s only so much of this story 

that you can price into the future without the ‘Show me 

the money’ moment,” Shalett tells Fortune. “We think 

we’re pretty close to the moon already.” And if asset values 

come back down to earth, the challenge will be to avoid 

burning up on reentry.

“THERE’S ONLY SO MUCH OF THIS STORY THAT YOU CAN PRICE INTO THE FUTURE WITHOUT 

THE ‘SHOW ME THE MONEY’ MOMENT. WE THINK WE’RE PRETTY CLOSE TO THE MOON ALREADY.”
LI SA S HALE T T  • CHIEF INVESTMENT OFFICER • MORGAN STANLEY WEALTH MANAGEMENT
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IT’S GETTING FROTHY OUT THERE. Pick any stock market 
metric, whether it’s the Nasdaq’s closing price or a more 
technical measure like the Shiller P/E ratio, and the number 
will look unusually large. Throw in crazy AI valuations, for 
privately held startups and publicly traded stocks alike, and 

what we’re seeing looks a lot like a bubble.
Perhaps this time is different. But note that phrase served as the ironic 

title of an acclaimed 2011 book by economists Carmen Reinhart and Ken-
neth Rogoff—a work whose subtitle is “Eight Centuries of Financial Folly.” 
In any case, if you’re one of many looking at your swollen portfolio with a 
mix of glee and dread, it may be time to consider a rebalancing act.

This section of this year’s Investor’s Guide offers some ideas on how to 
go about that. We offer tips on how to play defense in the current stock 
market (spoiler: Candymakers are a sweet bet for sour times). We also 
devote some space to stocks that might be best held at arm’s length; what-
ever these companies’ ultimate fates might be, these aren’t the times or the 
prices at which to be a buyer. And for optimists, we have a preview of some 
buzzy rumored IPOs coming next year. Choppy markets can make for at-
tractively priced debuts: Perhaps you will find the next UPS, which went 
public right before the dotcom bust, or Visa, which listed on the eve of the 
2008 financial crisis. We’ll also weigh in on gold and Bitcoin.

In the wake of Warren Buffett penning his final letter to investors, it 
feels fitting to say his most famous adage applies like never before: Be 
greedy when others are fearful, and fearful when others are greedy.
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stocks, they could look to Buffett. The business legend’s stocks, they could look to Buffett. The business legend’s 
Berkshire Hathaway (BRK.B, $513) is a conglomerate Berkshire Hathaway (BRK.B, $513) is a conglomerate 
that Arnott describes as “an anti-AI play.” The firm derives that Arnott describes as “an anti-AI play.” The firm derives that Arnott describes as “an anti-AI play.” The firm derives 
much of its income from sectors like energy, railroads, much of its income from sectors like energy, railroads, 
and insurance—services that will be very much in demand and insurance—services that will be very much in demand 
even if the AI bull market turns bearish.even if the AI bull market turns bearish.

D O N ’ T  B U Y  ’ E M  N O W

IN A FROTHY MARKET all stocks are risky—
and that’s doubly true for companies that and that’s doubly true for companies that 
may have soared too high in the recent boom, may have soared too high in the recent boom, 
or that face harsh economic headwinds. Here or that face harsh economic headwinds. Here or that face harsh economic headwinds. Here 
are candidates to avoid, at least until busi-are candidates to avoid, at least until busi-

ness conditions revive or their prices come down to earth.ness conditions revive or their prices come down to earth.ness conditions revive or their prices come down to earth.
Circle (CRCL, $82) went public this summer in one of Circle (CRCL, $82) went public this summer in one of 

thethe most successful IPOs in history. That was then; now, most successfulthe most successful IPOs in history. That was then; now, IPOsthe most successful IPOs in history. That was then; now, inthe most successful IPOs in history. That was then; now, history.the most successful IPOs in history. That was then; now, Thatthe most successful IPOs in history. That was then; now, was then;the most successful IPOs in history. That was then; now, now,
the crypto firm is struggling to hold its value as interest 
rates, which directly impact Circle’s stablecoin revenue, 
are poised to decline. Circle’s share price is facing further 
pressure from the end of a lockup period for employee 
stock sales, and its ongoing struggle to control expenses.  

Tesla (TSLA, $402) is on pace to record its worst year 
of profits since 2021. It’s also headed for a second straight 
year of shrinking sales in its car business. Still, the stock is 
trading at all-time highs. Why? Investors are likely betting 
that CEO Elon Musk will deliver on moonshot promises 
of self-driving cars and humanoid robots. Maybe Musk 
is worth his recently won $1 trillion pay package, but the 
likelihood of Tesla turbocharging its car sales in 2026 to 
match its current valuation seems out of this world.

Bears are sounding the alarm over inflated valuations 
for AI companies, and there’s perhaps no purer pub-
licly traded AI play than CoreWeave (CRWV, $78). The 
company operates data centers across the U.S. and sells 
computing capacity to Microsoft, Google, and OpenAI. 
CoreWeave “is the poster child of the AI infrastructure 
bubble,” Kerrisdale Capital, an investment management 
firm shorting the company’s stock, wrote in September. 
The core of CoreWeave’s risk lies with its liabilities: To 
finance the construction of its data centers, it has incurred 
billions in debt and taken on hefty lease obligations. Can it 
juice its revenue to outpace that tsunami of liabilities? 

Two words: prediction markets. That describes the busi-
ness of upstarts Kalshi and Polymarket, which made their 
names offering odds on U.S. politics, but are fast expand-
ing to other categories—including sports betting. This has 
left DraftKings (DKNG, $30) one of the most popular 
online sportsbooks, on its back foot. “Analysts are down-
playing the tectonic shift that we believe is occurring in 
the sports betting market and DKNG,” wrote short-seller 
Spruce Point Capital Management in an October report. 

P L AY I N G  D E F E N S E :  S T O C K S  F O R  A  S L O W D O W N

JIM MASTURZO, chief investment officer of JIM MASTURZO, chief investment officer of JIM MASTURZO, chief investment officer of 
multi-asset strategies at investment manager multi-asset strategies at investment manager 
Research Affiliates, says a good first step is Research Affiliates, says a good first step is Research Affiliates, says a good first step is Research Affiliates, says a good first step is Research Affiliates, says a good first step is 
to diversify beyond stocks to TIPS (Treasury to diversify beyond stocks to TIPS (Treasury to diversify beyond stocks to TIPS (Treasury 
Inflation-Protected Securities) or commodi-Inflation-Protected Securities) or commodi-Inflation-Protected Securities) or commodi-

ties like gold. When it comes to equities, Roger Aliaga-ties like gold. When it comes to equities, Roger Aliaga-
Diaz, Vanguard chief economist in the Americas, advises Diaz, Vanguard chief economist in the Americas, advises 
embracing value stocks—stocks whose prices are low embracing value stocks—stocks whose prices are low 
relative to their earnings. Not all value stocks are created relative to their earnings. Not all value stocks are created 
equal, of course. Here are some categories and names to equal, of course. Here are some categories and names to 
consider that are likely to fare well in an economic down-consider that are likely to fare well in an economic down-
turn (prices are as of market close Nov. 13):turn (prices are as of market close Nov. 13):

Consumer plays: Amy Arnott, a portfolio strategist at Consumer plays: Amy Arnott, a portfolio strategist at 
financial services firm Morningstar, says companies that financial services firm Morningstar, says companies that financial services firm Morningstar, says companies that financial services firm Morningstar, says companies that 
produceproduce staples like food and cleaning products are less staplesproduce staples like food and cleaning products are less likeproduce staples like food and cleaning products are less foodproduce staples like food and cleaning products are less andproduce staples like food and cleaning products are less cleaningproduce staples like food and cleaning products are less productsproduce staples like food and cleaning products are less are lessproduce staples like food and cleaning products are less 
correlated with broader economic trends. Stocks in this 
“consumer defensive” category include Colgate-Palmolive 

(CL, $79), which makes toothpaste and other household 
items. In addition to selling goods that consumers will buy 
in any economy, “Colgate is unique in the fact that they are 
very globally diversified,” says Erin Lash, Morningstar’s 
director of consumer equity research.

Lash is also a fan of Mondelez International (MDLZ, 
$57), a candy, food, and beverage company, in part 
because it derives more than 70% of its revenue outside 
North America. “Confectionery in particular remains an 
affordable indulgence for consumers,” she says.

You’ve still got your health: Stocks in the health care 
sector, another recession-resistant industry, are another 
way to buffer your portfolio from market shocks. David 
Trainer, CEO of investment research firm New Constructs, 
likes HCA Healthcare (HCA,$473), which operates  
around 190 hospitals and 150 other health care facilities 
in the U.S. and U.K. “Demand for health care is going up 
like crazy,” says Trainer, adding that this trend, combined 
with HCA’s more-than-decade-long history of notching 
consistent profits, makes it a strong, undervalued play. 

Energy hogs: Once-boring energy stocks became buzzy 
owing to the AI sector’s insatiable need for power, which 
has produced record-high electricity demand. But even 
if the AI boom goes south, energy businesses aren’t as 
risky as they seem, says Masturzo of Research Affiliates, 
because overall demand for power remains strong.

MPLX (MPLX, $52) is an Ohio company that owns 
oil pipelines and fuel transportation facilities. “As long 
as people need energy, they’re going to transport it,” says 
Trainer. Its price/earnings ratio in mid-November was 11, 
much lower than the average of 31 among the S&P 500.

“Anti-AI”: Arnott, the strategist at Morningstar, says 
that if investors are worried about the overvaluation of AI 
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After President Trump unveiled a sweeping set of tariffs 

on what he termed “Liberation Day,” swaths of companies 

saw their share prices tumble. Many have since recovered, 

but Deere (DE, $473), the venerable maker of John Deere 

agricultural and construction machinery, has continued to 

struggle. For the first three quarters of 2025, the company 

reported year-over-year decreases in net sales, and it’s been 

wrestling with the impact as trade wars play havoc with 

American farm exports—not a good sign for tractor sales. 

I P O S  T O  WAT C H  F O R  I N  2 0 2 6

IF 2024 amounted to an IPO drought, the 

2025 IPO market has been more like a 

persistent drizzle. That, more or less, bodes 

well for an even steadier stream of public 

debuts in 2026.

“The IPO market is not closed,” says Merritt Hummer, 

partner at Bain Capital Ventures. “It’s just curated, and I 

think that’ll continue to be the case.”think that’ll continue to be the case.”

That cautious but decidedly positive sentiment is a That cautious but decidedly positive sentiment is a 

bigger deal than it may appear on the surface. After IPOs bigger deal than it may appear on the surface. After IPOs 

soared in 2021 amid near-zero interest rates and stay-at-soared in 2021 amid near-zero interest rates and stay-at-

home investor mania, the past few years have been muted. home investor mania, the past few years have been muted. 

According to Dealogic, there were 1,010 IPOs in the U.S. According to Dealogic, there were 1,010 IPOs in the U.S. 

in 2021, including marquee brands like Rivian, Bumble, in 2021, including marquee brands like Rivian, Bumble, 

and Robinhood. Over the next three years, however, the and Robinhood. Over the next three years, however, the 

market collectively mustered only 546 more public offer-market collectively mustered only 546 more public offer-market collectively mustered only 546 more public offer-

ings, with just a handful of big names in the mix. ings, with just a handful of big names in the mix. 

Then came 2025, which through Q3 has seen more Then came 2025, which through Q3 has seen more 

than 300 U.S. IPOs, including blockbuster debuts from than 300 U.S. IPOs, including blockbuster debuts from 

 CoreWeave, Circle, and Figma. It was a decent but not  CoreWeave, Circle, and Figma. It was a decent but not 

great year in the view of market watchers, but they’re great year in the view of market watchers, but they’re 

bullish on 2026. “Everything is set up for a much more bullish on 2026. “Everything is set up for a much more bullish on 2026. “Everything is set up for a much more 

positivepositive year, because multiples are still pretty strong for year, becausepositive year, because multiples are still pretty strong for multiplespositive year, because multiples are still pretty strong for are stillpositive year, because multiples are still pretty strong for pretty strong forpositive year, because multiples are still pretty strong for 

tech in the public markets,” says Kyle Stanford, PitchBook 

director of research for U.S. venture capital. 

Geopolitical instability has fueled post-2021 stagnation 

in the IPO market, as have higher interest rates. But that 

stagnation means the bench for potential venture-backed 

IPOs runs deep with companies that have been biding 

their time.

There are obvious giants waiting in the 2026 wings, the 

most notable of which is Databricks, a cloud platform for 

AI and data analytics valued north of $100 billion. Long-

discussed as an inevitable public company, Databricks has 

a key advantage that will be essential for any company 

looking to go public at a premium: an AI angle. 

“Anything with an AI story is getting a premium,” says 

Mary D’Onofrio, Crosslink Capital partner. “Databricks, 

for example, had $4 billion of run rate revenue, and AI 

products were providing $1 billion of it … Anything that 

can touch on AI, which tugs on the purse strings and the 

willingness to buy of customers, suggests ongoing growth.” 

This is equally true for other names attracting IPO buzz, 

including Canva, which in 2024 acquired Leonardo.ai, 

 leveraging the startup to launch new AI-flavored products. 

(The successful IPO of fellow design unicorn Figma is 

being cited as evidence of Canva’s readiness.) There’s also 

Deel, an HR platform valued at around $17 billion, which 

makes its AI case by investing in automation. (Notably, 

none of these companies are making the kinds of mas-

sive infrastructure investments that have some industry 

watchers worried about an AI bubble.) 

All this AI talk evokes the question: What about 

 OpenAI? It’s not impossible, but most watchers think 

 OpenAI won’t take the leap into public markets until 2027. 

Meanwhile, the most underrated IPO story of 2026 

could very well be fintech. This year saw the likes of 

Chime, Klarna, and Circle go public, and unicorns like 
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Geopolitical instability has kept a lid on investor enthusiasm for 

initial public off erings. 

Plaid and Rapyd are rumored to be waiting in the wings. 

“Chime and Circle showed that fintechs with clear prof-

itability paths can perform well, and that gave the market 

confidence again,” says Aditi Maliwal, Upfront Ventures 

general partner and early Chime investor. “ ‘Profitability’ 

wasn’t a word anyone was using in the 2012 to 2019 run-

up. And now it’s the most important term we talk about 

and are thinking about for next year.” 

Others tech firms to watch out for: cybersecurity com-

pany 1Password, fleet management software provider 

Motive, and fitness tracking app Strava.

But a word of caution: A host of factors could rain on 

this parade. PitchBook’s Stanford doesn’t expect a reces-

sion, but says that if one materialized it would stymie 

the IPO pipeline. And then there are the unpredictable 

dynamics of the AI boom. David Chen, Morgan Stanley’s 

head of global technology investment banking, thinks 

much of the current hype will create serious long-term 

value. But not every AI-fueled rise will live up to that hype. 

“It kind of reminds me of when I started in this indus-

try in 1999,” Chen says. “If expectations aren’t met … you’ll 

have a lessening of interest temporarily, which always 

happens in tech. There are always winners and losers.” 

SOURCE: DEALOGIC
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ALL THAT GLITTERS

C A N  G O L D  A N D  B I T C O I N  S U S TA I N  T H E I R  R U N S ?

GOLD HAS ALWAYS BEEN the ultimate safe haven in 
times of economic trouble. But these days, a growing 
number of market watchers say investors should opt 

instead for digital gold—a popular nickname for Bitcoin. Owing 
to the rules governing its creation, there will only ever be 
21 million Bitcoins in circulation, which is a big reason fans say it 
should be treated as a permanent store of value, just like the 
famous yellow metal. “It’s the only place you can go that’s 
independent from government inflation,” says David Pakman, a 
managing partner at the venture capital firm CoinFund. “It’s the 
kind of asset you’ll hand down to your kids—you must own it.”

It’s clear many 
people agree with 
Pakman, based on 
Bitcoin hitting a re-
cord-high price of 
around $125,000 
in October, and 
seeing its market 
cap swell to over 
$2 trillion. The 
World Gold Coun-
cil and prominent 
goldbugs, who 
used to ignore 
Bitcoin, now regu-
larly denounce 
it, recognizing 
competition. 

Does this mean 
gold’s days as the 
safest of assets 
are numbered? 
Hardly. As of No-
vember, Bitcoin’s 
market cap was 
only around 7% of 
the total value of 
all above-ground 
gold. What’s more, 
gold has been on 
an unprecedented 
tear this year, 
hitting $3,000 an 
ounce for the first 
time in March, and 
$4,000 less than 

six months later.
The eye-pop-

ping runs have 
left goldbugs and 
Bitcoin believ-
ers ecstatic. But 
Mike McGlone, a 
senior commodi-
ties strategist with 
Bloomberg Intel-
ligence, says he is 
experiencing a dif-
ferent emotion. He 
describes himself 
as “frightened” by 
the soaring prices 
of numerous com-
modities, including 
gold, and believes 
a major correction 
is coming that 
could see the price 
of the yellow metal 
drop 25% or more.

McGlone says 
he is especially 
skeptical of Bit-
coin’s trajectory 
after attending an 
investing summit 
in Naples where 
he witnessed peo-
ple stand and clap 
whenever some-
one mentioned the 
cryptocurrency. 

“This is classic peak 
market stuff ,” he 
warned, predict-
ing that Bitcoin 
could fall to 
around $50,000 in 
the coming year.

Indeed, there 
are signs that the 
crypto rally, fueled 
by the launch 
of Bitcoin ETFs 
and the Trump 
administration’s 
favorable regula-
tory policies, is 
running out of gas. 
In early Novem-
ber, the currency 
dipped below the 
$100,000 mark 
and has since 
floated closer to 
that level than to 
its all-time high. 
Pakman, though, 
is taking the long 
view. “It’s just the 
greatest asset ever 
created,” he said. 

“Bitcoin has per-
formed better than 
any asset over 11 of 
the last 14 years.”

—JEFF JOHN 

ROBERTS
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Geopolitical instability has kept a lid on investor enthusiasm for Geopolitical instability has kept a lid on investor enthusiasm for 

initial public off erings. initial public off erings. 
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IN EARLY 2021, an army of retail traders 

made massive bets on meme stocks and 

briefly melted down the market. Trading vol-

ume swelled to such a huge extent that popu-

lar brokerage Robinhood had to halt buy 

orders for stocks like GameStop for a few days in order to 

escape a liquidity crisis. At the time, the situation led to 

claims of a conspiracy, but the reason for the meltdown 

was more mundane: Wall Street’s creaky infrastructure 

could not settle trades fast enough.

Robinhood CEO Vlad Tenev and others called for an 

overhaul, and since then there has already been progress, 

as stock trades now settle a day sooner than in 2021. But 

the financial industry is also pushing ahead with a more 

radical solution: turning stocks into digital assets that can 

be traded and settled instantly on a blockchain.

It is not just crypto firms and fintech players leading this 

charge for “tokenization.” Big banks like J.P. Morgan are 

also using blockchains to facilitate trades in certain assets 

and, in doing so, transforming the financial ecosystem 

more broadly. Already, tokenization—which Tenev has 

described as a “freight train” poised to eat Wall Street—has 

brought fundamental changes to how stocks and other 

assets are traded. 

The potential upsides to tokenization are huge, but 

significant questions remain over how to implement it. 

Meanwhile, some fear the coming train could undermine 

some protections for individual “retail” investors and 

destabilize a U.S. equities market whose reliability has for 

decades been the envy of the world. 

THE TOKENIZATION wave isn’t the first 

push to overhaul Wall Street’s under-the-

hood operations. In the 1970s, traders 

confronted what became known as the 

“paperwork crisis,” which saw stock markets, 

drowning in orders, shut down mid-week simply to keep 

up with recordkeeping. Repeated work stoppages finally 

A BLOCKCHAIN “FREIGHT TRAIN” IS ALREADY REMAKING WALL STREET’S 

FINANCIAL PLUMBING. IT COULD MAKE TRADING EVEN FASTER AND CHEAPER. 

GET READY TO OWN  
A TOKENIZED PORTFOLIO

B Y  J E F F  J O H N  R O B E R T S

9 8

A BLOCKCHAIN “FREIGHT TRAIN” IS ALREADY REMAKING WALL STREET’S 

FINANCIAL PLUMBING. IT COULD MAKE TRADING EVEN FASTER AND CHEAPER. FINANCIAL PLUMBING. IT COULD MAKE TRADING EVEN FASTER AND CHEAPER. 

GET READY TO OWN  GET READY TO OWN  
A TOKENIZED PORTFOLIOA TOKENIZED PORTFOLIO



9 9

T O K E N I Z AT I O N

led to a computer-based solution.led to a computer-based solution.

“Once upon a time there were leather-bound journals “Once upon a time there were leather-bound journals 

that said who owns all the stock,” explains Robert Leshner, that said who owns all the stock,” explains Robert Leshner, 

a former economist who now runs the tokenization firm a former economist who now runs the tokenization firm a former economist who now runs the tokenization firm 

Superstate. “Then, people said, ‘This is too hard, let’s not Superstate. “Then, people said, ‘This is too hard, let’s not 

update anymore,’ so they decided to create a legal fiction update anymore,’ so they decided to create a legal fiction update anymore,’ so they decided to create a legal fiction 

that assigned ownership of all the stock to the Depository that assigned ownership of all the stock to the Depository 

Trust & Clearing Corporation,” or DTCC.Trust & Clearing Corporation,” or DTCC.

The DTCC regime, which has been in place for decades, The DTCC regime, which has been in place for decades, 

means it’s no longer necessary to record every single share means it’s no longer necessary to record every single share 

transfer. Instead, the clearinghouse keeps track of the transfer. Instead, the clearinghouse keeps track of the 

stock held by different brokerages on behalf of their cus-stock held by different brokerages on behalf of their cus-stock held by different brokerages on behalf of their cus-

tomers and settles up transactions between those broker-tomers and settles up transactions between those broker-

ages the next business day. ages the next business day. 

Under this system, the brokerages nominally own the Under this system, the brokerages nominally own the 

stock, but all the rights that attach to it—dividends, vot-stock, but all the rights that attach to it—dividends, vot-

inging privileges, and so on—remain with the customers. privileges,ing privileges, and so on—remain with the customers. anding privileges, and so on—remain with the customers. so on—remaining privileges, and so on—remain with the customers. withing privileges, and so on—remain with the customers. theing privileges, and so on—remain with the customers. customers.

The system has worked pretty well over the decades, and 

for those who insist on doing things the old-fashioned 

way, DTCC means they can still demand physical copies 

of their shares. (This option is popular with “GameStop 

truthers,” who believe reverting to paper will thwart a Wall 

Street conspiracy against retail investors.)

Now, though, the current DTCC system of “T+1”—in 

which the clearinghouse closes out trades the next busi-

ness day by reconciling accounts among brokerages—has 

come to feel outdated in an age when so much business 

is conducted instantly and around the clock. This has 

prompted companies like Leshner’s Superstate to offer a 

faster alternative. The startup is working with companies 

to issue versions of their shares that trade on a blockchain, 

an arrangement under which the firms don’t have to rely 

on intermediaries to hold or track their stock. It also 

means stock trades can be settled instantly, while allowing 

firms to interact with their shareholders more directly. 

Other firms are approaching tokenization in a differ-

ent fashion. Robinhood, for example, doesn’t help firms 

tokenize their stocks, but instead takes stocks available on 

the open market and offers them in a blockchain “wrap-

per” as a sort of derivative. These offerings are currently 

available only in Europe, where stock owners can buy and 

sell the “Stock Tokens” alongside assets like Bitcoin.

RETAIL INVESTORS unfamiliar with 

tokenization may be surprised, and possibly 

alarmed, to discover that a company they 

own is trading in the crypto-verse. For now, 

at least, it’s not something to worry about. 

Currently, even tokenization boosters say the new block-

chain system will exist alongside the old one rather than 

replace it. So why do all this in the first place? 

For the average investor who trades only from time to 

time, the arrival of tokenized assets won’t mean much. 

Active traders, though, will appreciate the move to block-Active traders, though, will appreciate the move to block-Active traders, though, will appreciate the move to block-

chain, since it opens the door for more trading after hours chain, since it opens the door for more trading after hours 

and on weekends. The new regime will also be appealing and on weekends. The new regime will also be appealing and on weekends. The new regime will also be appealing 

to institutional investors, since it will free up collateral that to institutional investors, since it will free up collateral that to institutional investors, since it will free up collateral that 

might otherwise be tied up waiting for settlement. might otherwise be tied up waiting for settlement. might otherwise be tied up waiting for settlement. 

“Imagine you’re a hedge fund and want to buy $1 mil-“Imagine you’re a hedge fund and want to buy $1 mil-

lion of Tesla stock,” says Johann Kerbrat, SVP of Robin-lion of Tesla stock,” says Johann Kerbrat, SVP of Robin-

hood Crypto. “You buy it on Friday, so you don’t have hood Crypto. “You buy it on Friday, so you don’t have hood Crypto. “You buy it on Friday, so you don’t have 

the money anymore, but you don’t get the shares in your the money anymore, but you don’t get the shares in your 

account until Monday. So for three days, you can’t do account until Monday. So for three days, you can’t do 

anything.” It’s not just stocks being tokenized. BlackRock’s anything.” It’s not just stocks being tokenized. BlackRock’s anything.” It’s not just stocks being tokenized. BlackRock’s 

BUIDL fund, working with Superstate’s tokenization BUIDL fund, working with Superstate’s tokenization 

rival Securitize, offers access to money-market funds and rival Securitize, offers access to money-market funds and rival Securitize, offers access to money-market funds and 

U.S. Treasuries via blockchain, and has already grown U.S. Treasuries via blockchain, and has already grown 

to $2 billion in assets under management. Meanwhile, to $2 billion in assets under management. Meanwhile, 

J.P. Morgan isJ.P. Morgan is offering tokenized versions of private equity offeringJ.P. Morgan is offering tokenized versions of private equity tokenizedJ.P. Morgan is offering tokenized versions of private equity versionsJ.P. Morgan is offering tokenized versions of private equity ofJ.P. Morgan is offering tokenized versions of private equity privateJ.P. Morgan is offering tokenized versions of private equity equityJ.P. Morgan is offering tokenized versions of private equity 

assets on its in-house Kinexys blockchain, in part because 

the process makes capital calls easier to track and manage. 

This is likely just the beginning. Rob Hadick, a partner 

at venture capital firm Dragonfly Capital, notes that other 

realms of finance like credit and fixed income are still con-

ducted primarily in pre-digital fashion, with some trans-

actions still made official by means of a fax. A switch to 

tokenization could enable such transactions to settle faster 

and more reliably. Hadick says it will also produce savings 

for banks and brokerages since it will reduce the ranks 

of back-office staff and disrupt specialized middlemen 

who handle tasks like loan origination and servicing fees. 

Meanwhile, for traders of all sorts, tokenized assets will be 

easier to move across brokerages or post as collateral.

It is still early days, especially in the U.S., where the 

Securities and Exchange Commission has yet to give the 

green light to tokenized equities. As of mid-November, 

the total value of such assets worldwide was about 

$660 million, according to research site RWA.xyz; the 

most popular ones include tokenized versions of index-

tracking ETFs and Big Tech stocks such as Tesla, Nvidia, 

and Alphabet.

But that nascent state hasn’t stopped brokerages from 

pushing forward, including crypto shop Kraken, whose 

tokenized versions of select U.S. stocks are doing a brisk 

trade in markets like Brazil and South Africa, where trad-

ers still pay hefty commissions that can amount to 10% 

or more, even as such fees have largely been eliminated in 

the U.S. Robinhood, meanwhile, got its hands on shares 

of privately held OpenAI and SpaceX, and has given away 

tokenized versions of them to European customers. 

As for the DTCC, it would be easy to assume the clear-

inghouse opposes the tokenization wave. Quite the oppo-

site: According to two sources familiar with the company, 

the outfit is eager to move into blockchain, partly because 
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If you accepted or processed Discover 

credit cards between 2007–2023, you 

could be eligible to get a payment  

from a class action settlement.

**YOU MAY BE ENTITLED TO A SETTLEMENT PAYMENT**

To receive a payment, file a claim by May 18, 2026.

WHAT IS THIS ABOUT?

A proposed class action settlement has been reached in 
three related lawsuits. The lawsuits allege that, beginning 
in 2007, Discover misclassified certain Discover-issued 
consumer credit cards as commercial credit cards, which 
in turn caused merchants and others to incur excessive 
interchange fees. The misclassification did not impact 
cardholders. Discover denies the claims in the lawsuits, 
and the Court has not decided who is right or wrong. 
Instead, the proposed settlement, if approved, will 
resolve the lawsuits and provide benefits to Settlement 
Class Members.

WHO IS INCLUDED?

The Settlement Class includes all End Merchants, 
Merchant Acquirers, and Payment Intermediaries 
involved in processing or accepting a Misclassified Card 
Transaction during the period from January 1, 2007 
through December 31, 2023. To view the full Settlement 
Class definition, including defined terms and excluded 
entities, go to www.DiscoverMerchantSettlement.com.

WHAT CAN I GET?

To receive a settlement payment, with very 
limited exceptions, you will need to file a claim by 
May 18, 2026 and/or provide additional information 
to the Settlement Administrator. Under the proposed 
settlement, Discover will make payments to eligible 
Settlement Class Members who submit valid claims. 
Discover has agreed to pay between $540 million and 
$1.225 billion plus interest in connection with this 
settlement. Your settlement payment amount will be 
calculated based on a variety of factors.

YOUR OTHER OPTIONS.

You can file a claim for a payment by May 18, 2026 

and/or provide additional information. Alternatively, you 
can exclude yourself from the settlement by opting out, 
in which case you will receive no payment under this 
settlement and retain any right you may have to sue 
Discover about the claims in these lawsuits or related 
to the Misclassified Card Transactions. If you do not 
exclude yourself, and the Court approves the settlement, 
you will be bound by the Court’s orders and judgments 
and will release any claims against Discover in these 
lawsuits or related to the Misclassified Card Transactions.  
If you do not exclude yourself, you can object to or 
comment on any part of the settlement. The deadline 
to either exclude yourself or object to the settlement is  
March 25, 2026. Visit the website for information on 
how to exercise these options.

Submit your  

claim online:

Do you have questions or  

need additional information?

Email:
info@DiscoverMerchantSettlement.com

Visit Online:
www.DiscoverMerchantSettlement.com

Call:
888-655-3176

Scan the QR code to file 
a claim online via your 

phone, computer, tablet, 

or other smart device.
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it offers a potential way to expand into private mar-

kets. Asked for comment, the DTCC did not provide 

details but did suggest it is embracing the technology.

“DTCC believes in the power and potential of tokeni-

zation to evolve and modernize market infrastructure. 

We are actively working to enable capabilities that 

further our products and services,” said Brian Steele, 

DTCC’s president of clearing and securities services. 

Not everyone is convinced a rush to tokenization is 

a good thing. Those urging caution include Citadel Se-

curities, which has asked the SEC to adopt a go-slow 

approach. According to a source close to the firm, the 

trading giant fears that some crypto-aligned firms 

want to use the rulemaking process around tokeniza-

tion to gain exemptions from long-standing consumer 

protection obligations. The person also expressed 

concern that a rapid shift could undermine trust in a 

U.S. equities market that is the biggest in the world 

and has been fine-tuned for decades.

This concern may not be unfounded. Already, there 

have been notable discrepancies between the prices of 

traditional shares of a company’s stock and the prices 

of tokenized versions offered by the likes of Kraken. 

Meanwhile, it’s unclear if every firm offering to-

kenized equities has put in place adequate guardrails 

when it comes to custody and fiduciary obligations 

to the customer. What happens, for instance, in the 

event of a crypto firm going bankrupt while holding 

tokenized shares of a customer’s stock? 

And while every financial institution appears to 

view blockchain as the technology of the future, they 

may not agree as to which blockchain. Robinhood, 

among others, is relying on the open-source Ethereum 

chain to build out its tokenization business, while J.P. 

Morgan appears wedded to its own proprietary chain. 

According to Hadick, the venture capitalist, this situ-

ation could slow adoption, since, he says, other big 

firms like Goldman Sachs will be reluctant to rely on a 

blockchain controlled by a rival. 

Hadick adds, though, that any impasse is unlikely 

to last long, since “one thing blockchains do well is 

coordinate trust.”

OUTSIDE THE U.S., TOKENIZED ASSETS 

ARE ALREADY HELPING INVESTORS 

AVOID BIG TRADING COMMISSIONS 

AND INVEST IN PRIVATE COMPANIES 

LIKE OPENAI AND SPACEX.
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HISTORY’S GREATEST master class on investing is about to 

shut down.

On Dec. 31, Warren Buffett will hand over the Berkshire 

Hathaway CEO job to vice chairman Greg Abel. Now, as 

Buffett’s 60 years of running Berkshire come to an end, it’s 

time to assess his performance. 

Brace yourself. 

If you had put $1,000 into the S&P 500 index at the beginning of those 

60 years, you’d now have $441,196—a tremendous reward for doing nothing. 

But if you had put your $1,000 into Berkshire stock, you would now have a 

truly incredible $59,681,063. Another way to think of it: If you had invested 

$20,000 back then, you would today be a billionaire. Without doing a thing. 

As astonishing as the numbers are, another facet of Buffett’s career is 

at least as remarkable. Through it all, he has happily, exuberantly told the 

world exactly how he does it. He holds no investing secrets. In speeches, in-

terviews, and his annual letters to Berkshire shareholders, he has explained 

what he looks for, what he ignores, and how he thinks. Buffett bought his 

first stock (Cities Service Preferred, the oil and gas company known today as 

Citgo) when he was 11 years old, and he will retire at age 95. So here we offer 

84 years of investment wisdom, condensed and explained—Buffett’s five top 

rules of investing:

R U L E  N O .  1 :  D O N ’ T E V E N T R Y T O P I C K S T O C K S L I K E B U F F E T T.  

S T I C K W I T H A N S & P 5 0 0 I N D E X F U N D P L U S S O M E S H O R T-T E R M T R E A S U R I E S .

BUFFETT HAS INSISTED for decades it’s the best way for average investors 

HOW TO INVEST LIKE 

WARREN  
BUFFETT

WHAT WOULD

WARREN DO?

AND WHAT

WOULDN’ T HE

DO? WE BREAK 

DOWN FIVE 

INVESTING 

LESSONS 

FROM THE GOAT. 

B Y  G E O F F  C O LV I N

1 0 3

HOW TO INVEST LIKE 

WARREN  WARREN  
BUFFETTBUFFETT

WHAT WOULD

WARREN DO?WARREN DO?

AND WHATAND WHAT

WOULDN’ T HEWOULDN’ T HE

DO? WE BREAK DO? WE BREAK 

DOWN FIVE DOWN FIVE 

INVESTING INVESTING 

LESSONS LESSONS 

FROM THE GOAT. FROM THE GOAT. 



1 0 4

F O R T U N E   I N V E S T O R ’ S  G U I D E  •  2 0 2 6

reminder to think long-term. No companies, not even 

Buffett’s forever stocks, can evade mistakes and unpredict-

able shocks that send a stock plunging. Yet through ups 

and downs he has held Coca-Cola for 37 years, American 

Express for 34 years, Bank of America for 14 years, and 

Apple for nine years—steadily profiting from the rebounds 

that followed their stumbles. 

Arguably the most inspiring example of staying with 

a stock through ups and downs is Berkshire Hathaway 

itself. Its stock underperformed the S&P in six of its 

first 11 years. Some original stockholders might have felt 

that was more excitement than they wanted and sold 

their shares, but those who held on are rich. Buffett says 

he knows of Berkshire stockholders, unheard-of by the 

public, who are billionaires entirely from holding their 

shares for decades. 

R U L E  N O .  4 :  I N V E S T I N C O M PA N I E S W I T H A “ M O AT ”— 

A D U R A B L E C O M P E T I T I V E A D VA N TA G E . 

IT CAN BE A POWERFUL worldwide brand (like Ameri-

can Express) or low costs (Geico, which Berkshire owns 

entirely), and the moat must be widening over time. 

That’s because, as Buffett says, “competitors will repeat-

edly assault any business ‘castle’ that is earning high 

returns.” In his quest for wide-moated castles, he rules 

out entire industries that are “prone to rapid and continu-

ous change,” he says. 

Still, every industry changes eventually, sometimes in 

ways that drain a moat dry. For example, in 1986 Berk-

shire bought World Book Encyclopedia, which Buffett said 

had “a real moat” with its powerful brand. By 1995, with 

CD-ROMs and then the internet rising, he was calling 

it “Berkshire’s biggest problem.” Berkshire still owns the 

business, but it’s nothing like the profit machine Buffett 

had hoped for—a reminder that no one bats a thousand.

R U L E  N O .  5 :  B E G R E E DY W H E N O T H E R S A R E F E A R F U L A N D 

F E A R F U L W H E N O T H E R S A R E G R E E DY. 

THAT MAY BE Buffett’s most famous advice. It seems so 

to invest. Few can spend many hours a week analyzing 

stocks. Buying managed mutual funds in which profes-stocks. Buying managed mutual funds in which profes-

sionals choose stocks may seem a good alternative, but it sionals choose stocks may seem a good alternative, but it 

isn’t. Research has long found that over 10-year spans, most isn’t. Research has long found that over 10-year spans, most 

managed funds underperform the market. A few managed managed funds underperform the market. A few managed 

funds still outperform the market over the long run, but they funds still outperform the market over the long run, but they 

aren’t the same funds from decade to decade, and identify-aren’t the same funds from decade to decade, and identify-aren’t the same funds from decade to decade, and identify-

ing the few winners in advance has proved impossible.ing the few winners in advance has proved impossible.

Buffett’s solution: Put 90% of your portfolio into buying Buffett’s solution: Put 90% of your portfolio into buying Buffett’s solution: Put 90% of your portfolio into buying 

the market. By regularly investing in a broad index fund, the market. By regularly investing in a broad index fund, 

Buffett has said, “the know-nothing investor can actually Buffett has said, “the know-nothing investor can actually Buffett has said, “the know-nothing investor can actually 

outperform most investment professionals.” The other outperform most investment professionals.” The other 

10% of your portfolio should be in short-term Treasury 10% of your portfolio should be in short-term Treasury 

bills as a steady cash buffer so you needn’t sell stocks if you bills as a steady cash buffer so you needn’t sell stocks if you bills as a steady cash buffer so you needn’t sell stocks if you 

unexpectedly require money. unexpectedly require money. 

But suppose you’re absolutely set on following Buffett But suppose you’re absolutely set on following Buffett But suppose you’re absolutely set on following Buffett 

andand discovering fantastic individual stocks. He has said if discoveringand discovering fantastic individual stocks. He has said if fantasticand discovering fantastic individual stocks. He has said if individualand discovering fantastic individual stocks. He has said if stocks.and discovering fantastic individual stocks. He has said if He hasand discovering fantastic individual stocks. He has said if saidand discovering fantastic individual stocks. He has said if ifand discovering fantastic individual stocks. He has said if 

you’re a nonprofessional investor who likes spending six 

to eight hours a week working on investments, then do it 

(though Buffett works on it more than eight hours every 

day). In that case …

R U L E  N O .  2 :  I F YO U ’ R E G O I N G T O P I C K S T O C K S ,  

D O N ’ T P I C K M A N Y O F T H E M .

THE MORE STOCKS you buy, the more your portfolio 

starts to look like the market. Buffett’s portfolio as of 

June 30, 2025, (most recent data) was worth $257 bil-

lion, and just four stocks—Apple, American Express, Bank 

of America, and Coca-Cola—accounted for 63% of the 

portfolio’s value. 

That’s risky, which is the point. Successful stock pick-

ers must summon the courage to invest large amounts of 

money in a few stocks. Buffett, blunt as always, has said, 

“Diversification is protection against ignorance. It makes 

little sense if you know what you are doing.” A corollary 

is that you shouldn’t expect to make many picks in your 

whole life. “I always tell the students in business school 

they’d be better off when they got out of business school to 

have a punch card with 20 punches on it,” he once told an 

audience at Notre Dame. “And every time they made an in-

vestment decision, they used up one of those punches.” The 

reality, he said, was that “they aren’t going to get 20 great 

ideas in their lifetime. They’re going to get five or three or 

seven. And you can get rich off five or three or seven.” 

R U L E  N O .  3 :  B U Y S T O C K S YO U ’ D B E H A P P Y O W N I N G I F YO U 

K N E W T H E S T O C K M A R K E T W O U L D C L O S E F O R 10 Y E A R S . 

THAT’S A MEASURE of your confidence. It’s also a 

“YOU DON’T NEED A LOT OF BRAINS TO BE 

IN THIS BUSINESS. WHAT YOU DO NEED 

IS EMOTIONAL STABILITY. YOU HAVE TO 

BE ABLE TO THINK INDEPENDENTLY.”
WAR R E N B U F F E T T  • BERKSHIRE HATHAWAY
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obvious, but following it requires more courage than most 

people possess. Latest example: UnitedHealth Group, 

America’s largest health insurer and health care com-

pany. Its stock plunged from a near all-time high of $600 

to $312 in this year’s second quarter, and during that 

quarter—government disclosures don’t say exactly when—

Berkshire bought 5 million shares. Now, in the Buffett 

system, it’s time to be patient.

O N E  M O R E  T H I N G :  R E G U L A R I N V E S T O R S A C T U A L LY H AV E A N 

A D VA N TA G E O V E R T H E G R E AT E S T I N V E S T O R O F A L L T I M E . 

THOSE FIVE RULES are sound and proven. They’ll 

greatly help anyone who follows them over time. But it 

must be said: Follow all those rules religiously for years, 

get rich, and your chances of approaching Buffett’s aston-

ishing record will still be near zero. That’s because he had 

an extremely early head start, and if your age is in double 

digits, you’re already behind. 

Buffett’s childhood obsession with making money, 

which began around age 5, produced more than charming 

stories. By his teens he was accumulating serious busi-

ness savvy and grownup capital that enabled him to keep 

investing, accruing more gains, and investing more. As his 

biographer, Alice Schroeder, wrote in The Snowball: War-
ren Buffett and the Business of Life, “No one else in high 

school was a businessman.” 

He delivered newspapers (500,000 in total, he later 

calculated), bought refurbished golf balls and sold them 

at a profit, sold sets of stamps to collectors, invested in 

farmland and shared the earnings with a tenant farmer. 

He bought a pinball machine with a friend and put it in a 

barbershop, then bought another machine with the money barbershop, then bought another machine with the money 

from the first one, and then bought still more. By age 16 from the first one, and then bought still more. By age 16 from the first one, and then bought still more. By age 16 

he had $5,000, which is about $78,000 in today’s money. he had $5,000, which is about $78,000 in today’s money. 

Unlike most of us, he knew by then that investing would Unlike most of us, he knew by then that investing would 

be his life’s work, and he was well on his way.be his life’s work, and he was well on his way.

If you’re starting to feel inadequate comparing your If you’re starting to feel inadequate comparing your 

own pathetic self against Buffett, cheer up. He has a own pathetic self against Buffett, cheer up. He has a own pathetic self against Buffett, cheer up. He has a 

comforting observation for you: You needn’t be a Mensa comforting observation for you: You needn’t be a Mensa 

member to invest brilliantly. Buffett’s IQ, never publicly member to invest brilliantly. Buffett’s IQ, never publicly member to invest brilliantly. Buffett’s IQ, never publicly 

stated, is rumored to be 150. If so, that means he’s smarter stated, is rumored to be 150. If so, that means he’s smarter 

than 99.9957% of the population. But, he has said, “You than 99.9957% of the population. But, he has said, “You 

don’t need a lot of brains to be in this business. What you don’t need a lot of brains to be in this business. What you 

do need is emotional stability. You have to be able to think do need is emotional stability. You have to be able to think 

independently.”independently.”

And yes, Buffett envies you. In one way, and probably And yes, Buffett envies you. In one way, and probably And yes, Buffett envies you. In one way, and probably 

only one way, you have an advantage over him. To move only one way, you have an advantage over him. To move 

thethe needle when adding to his colossal stock portfolio, needlethe needle when adding to his colossal stock portfolio, whenthe needle when adding to his colossal stock portfolio, addingthe needle when adding to his colossal stock portfolio, to histhe needle when adding to his colossal stock portfolio, colossalthe needle when adding to his colossal stock portfolio, stockthe needle when adding to his colossal stock portfolio, portfolio,the needle when adding to his colossal stock portfolio, 

he must buy gigantic volumes of a company’s shares, and 

pushing mountains of money toward one stock raises 

the price before he can buy all the shares he wants at 

the price he found so alluring. You, however, are almost 

certainly not moving markets. For an investor, he told 

BusinessWeek in 1999, it’s “a huge structural advantage to 

not have a lot of money. I think I could make you 50% a 

year on $1 million. No, I know I could. I guarantee that.” 

Berkshire shareholders have never needed to study 

Buffett’s investing magic. They could just buy Berkshire 

stock and let him do the work, with spectacular results. 

But that option evaporates on Jan. 1, 2026, leaving the 

great question: Is Berkshire Hathaway so immersed in 

Buffett’s way of investing that his successors will carry it 

on institutionally? Or is Buffett unique in so many ways 

that Berkshire can never hope to continue his stagger-

ing performance?

Buffett’s 1977 letter to shareholders may suggest an 

answer. He described the criteria of a truly great, enduring 

business, as understood by him and his longtime business 

partner, Charlie Munger. The criterion of “enduring,” he 

wrote, “eliminates the business whose success depends on 

having a great manager … Of course, a terrific CEO is a 

huge asset for any enterprise … But if a business requires a 

superstar to produce great results, the business itself can-

not be deemed great.” 

Buffett is obviously a superstar, and it’s hard to see any 

inherent factors, other than Buffett, that have made Berk-

shire Hathaway so hugely successful. He seems to have 

chosen excellently with Abel and Berkshire’s other top 

executives. But the world won’t know how good they really 

are until they’re on their own. 

Has Buffett picked a successor as superbly as he picks 

stocks? After 60 years, it’s the hardest call Berkshire’s 

shareholders have ever had to make.
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WARREN BUFFETT’S 

face— always smiling, 

whether he’s slurping 

a  milkshake, brandishing a 

lasso, or palling around with 

fellow multibillionaire Bill 

Gates—has graced the cover 

of Fortune more than a dozen 

times. And it’s no wonder: 
Buff ett has been a towering 
figure in both business and 
investing for much of his—
and Fortune’s—95 years on 
earth. (The magazine first hit 
newsstands in February 
1930; Buff ett was born that 
August.) As Geoff  Colvin 
writes in this issue, Buff ett’s 
investing genius manifested 
early, and he bought his first 
stock at age 11. By Colvin’s 
calculations, over the 60 
years since Buff ett took con-
trol of his company, Berk-
shire Hathaway, its returns 
have outpaced the S&P 500 
by more than 100 to one. 
Buff ett has always had a spe-
cial relationship with Fortune,

particularly with legendary 
writer and editor Carol Loo-
mis, who profiled him many 
times, and to whom he broke 
the news of his paradigm-
shifting moves in philanthro-
py in 2006 and 2010. The 
end of an era is upon us, as 
Buff ett on Dec. 31 will step 
down from his role as Berk-
shire’s CEO. We’re grateful to 
have been along for the ride. 

—Indrani Sen
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Challenge Challenge Challenge 

THE NEW GLOBAL OPPORTUNITY



REACH FOR IT.
Moving Up.

©2025 Swedish Match North America LLC America’s #1 Nicotine Pouch Brand.

®

WARNING: This product contains nicotine.

Nicotine is an addictive chemical.




