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Y O U R  T R U S T E D  A D V I S O R

It may seem odd to write about Wayfair, Amazon, Google, and Uber influencing systems integrators,  

but major legislative changes are happening as a result of their impact on the current business climate.  

Heading into the post-COVID-19 recovery phase, here are four factors to watch and consider:

 1. Physical presence and proper collection and remittance of sales/usage tax.  

  The 2018 South Dakota vs. Wayfair U.S. Supreme Court ruling didn’t seem like it would have anything  

  to do with integrators … but it might. There’s always been confusion about how an out-of-state  

  company providing equipment and materials should handle sales tax … and now we add remote  

  managed services to the mix. Many states picked up on this ruling and began “revenue enhancement”  

  measures to collect tax dollars. Clarity is the important thing here: No one wants to go through a sales  

  tax audit. Worse yet is losing a tax audit and being fined. Will sales tax become an even bigger  

  challenge for NSCA members with more regulation and government intervention?

 2. Exempt vs. non-exempt status and the correct determination of employees vs. contractors.  

  This has always been a little confusing. The NSCA community uses subcontractors, temporary  

  workers, and labor providers as a normal course of business. Now, layer on the ruling in California  

  about Uber drivers being considered employees. California Proposition 22 and California Assembly  

  Bill 5 (known as the “gig worker bill”) have reopened the debate about who is—and isn’t—an  

  employee. Relief is temporary, as US HR 6988 momentarily permits digital marketplace companies  

  (Uber, Lyft, DoorDash, Airbnb, etc.) to provide benefits to workers during COVID-19 without  

  actions establishing them as employees or independent contractors or establishing the company  
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Trends that … Sneakily

Impact Integrators

Legislative alert: Analyzing the impact of Wayfair, Amazon, 
Google, and Uber on your integration company. By Chuck Wilson
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  as a joint employer under federal, state, or local laws. This bill applies to digital  

  marketplace companies that provide financial assistance, health benefits,  

  training, health checks, and personal protective equipment to individuals working  

  in such marketplaces from March 15, 2020, through June 30, 2021—or through  

  expiration of the COVID-19 public health emergency. Will the gig economy grow  

  or shrink due to government intervention?

 3. Is Amazon a friend or foe to small businesses? This global debate started in  

  Europe and made its way into U.S. political and legislative agendas. Amazon  

  captures and monetizes user data to drive future sales; arguably, small businesses  

  can’t compete with that. Amazon has been challenged with fair taxation payments;  

  it has leveraged the digital marketplace to have many advantages over traditional  

  brick-and-mortar retail businesses. The FTC is launching several investigations  

  on the M&A activity of Amazon and companies like Facebook and others for  

  using their perceived monopoly to essentially acquire competitors. Will the  

  government’s intervention place additional scrutiny on smaller businesses  

  acquiring competitors? Could this impact our industry?

 4. How does anyone compete with Google? Is this something legislators should  

  be concerned about? And why does nearly every state have a lawsuit against  

  Google? The app store, the ads, the analytics, the monetized accounts: The  

  Sherman Antitrust Act has been on the books for over a century, preventing unfair  

  business practices. Until this past year, people seemingly forgot it existed. Now,  

  several states say that Google is using unfair leverage to convince other online  

  companies to stop selling ad placements or be downgraded in search results.  

  Is that a punishment for being too big … or is that an antitrust violation?  

  Lawmakers have jumped all over this, causing some manufacturers in the channel  

  to re-evaluate how pricing models are structured and how one-off discounts could  

  be scrutinized with heightened awareness of longstanding regulations. 

Watch for our regulation and legislative updates—and don’t hesitate to reach out if you’re 

unclear about how they might impact your business.

D O  Y O U R  PA R T

Sign up for legislative alerts by  
visiting nsca.org/cq-roll-call.

 4 Calendar: IN PERSON Pivot to Profit

 5 Research: Big vs. Small Integrators

 6 Education Foundation: Do You REALLY  
  Know PASS?

 8 Breaking Down NSCA’s  
  Councils & Committees

 10 Tips for Creating ‘Sticky’ Customers

 12 COVER: Overcoming Supply  
  Chain Challenges

 16  How I Doubled My Integration Business

 18 On Members’ Minds:  
  How to Describe What We Do

 20 What Sets NSCA Members Apart  
  from the Pack

 22 Member Success: Missing Pieces  
  to Managed Services Success

 24 NSCA Member Updates

 26 Riding the Wave of Efficiency

 38 Excellence in Product Innovation

 40 Integrators That Stepped Up  
  During the Pandemic

 44 NSCA Perspectives: NSCA’s  
  Succession Planning Strategy

IN THIS
EDITION

3Integrate JOURNAL

https://www.nsca.org
mailto:cwilson%40nsca.org?subject=
https://www.nsca.org/cq-roll-call/
mailto:cwilson@nsca.org?subject=
https://www.nsca.org/cq-roll-call/


C A L E N D A R  O F  E V E N T S

Pivot to Profit 2021 – IN PERSON!

Sept. 21-22 in Atlanta
A lot has changed since the last time the NSCA community gathered  

for an in-person business conference. You—along with the entire  

industry—have been through a lot. 

We’ll talk about all of our challenges and achievements (in person!)  

at Pivot to Profit 2021 (P2P). 

When you reimagine your company’s purpose, along with the problems  

you solve for customers, you may have to “pivot” to discover new growth opportunities. At P2P, learn how to maintain your company’s  

core values and support ever-shifting customer demands while discovering lucrative pathways to increase revenue in today’s environment.  

We’ll help you “pivot to profit” by discussing:

• Becoming a managed services provider—even if you’re a 

 project-centric company

• What’s possible with technology you can access today

• The impact of predictable monthly income and properly recognizing  

 that revenue

• Emerging innovations that could disrupt or enable opportunity— 

 depending on how they’re handled

• Development of a predictable, reliable, and profitable managed  

 services business

• What your next competitor might look like (and what your company  

 could become)

• What to do differently to become a trusted advisor for digital-first clients

• Your own list of five ways to drive new revenue

Meanwhile, we can’t emphasize enough how excited we are to host an in-person business conference again.  

It will be great to reconnect with the NSCA community. As Seinfeld’s George Costanza might say, “We’re back, baby!”   Register Now

Webinar: Dr. Kuehl’s  
Economic & Market Recovery Update

July 20
Dr. Kuehl has provided NSCA members with economic insight and analysis 

throughout COVID-19 and market recovery. With the vaccine rollout well  

under way, mask recommendations evolving, and the re-emergence of 

customer demand, it’s definitely time to check in with Dr. Kuehl again.  

During this July 20 webinar, Dr. Kuehl joins NSCA CEO Chuck Wilson to  

provide objective analysis on: 

• Supply chain and its impact on integrators 

• Talent recruitment trends and obstacles 

• The state of different vertical market recoveries 

• Return to work 

• COVID-19 vaccine rollout 

• Consumer behavior 

Sponsored by Kramer.

Register Now

NSCA Community Roundtable Discussion: 
Confronting Supply Chain Concerns

July 13-14
NSCA's Emerging Technologies Committee helps integrators 

reclaim control of the supply chain. Sponsored by Synnex. 

Register Now

Webinar: Forecasting the Rest of 2021

August 10
Discussion of marketing trends and how to close out  

the year strong. Sponsored by Almo Pro A/V. 

Register Now

F I N D  U P C O M I N G  E V E N T S  

on our event calendar at NSCA.org.

MORE Pivot to Profit Content!
NSCA’s Revenue-Boosting P2P Webinar Series is available 

on demand. Revenue and cashflow are always extremely 

important topics for integrators—and even more so as the 

industry battles market recovery in 2021. Topics include: 

• Rebuilding Revenue & Improving Cashflow

• Recurring-Revenue Opportunities for Integrators

• Revenue Opportunities: Adapting to Clients’ New Needs

Find NSCA’s on-demand content here.
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R E S E A R C H  S N A P S H O T

One important objective for NSCA’s upcoming Pivot to Profit business 

transformation conference this year is to help integration companies 

better position themselves for post-pandemic success. To prepare,  

we conducted market analysis to better understand how different types 

of integration companies were impacted. 

 What you see here is a broad view of what we uncovered (without 

breaking the data down based on vertical markets or technology 

solutions). The information focuses on big integrators (defined as  

100 or more employees) vs. small companies (less than 100 employees). 

 During the first half of 2020, large integrators were hit hard. More than 

one-half saw dramatic decreases of over 10% in revenue. Only 10% saw 

significant growth. 

 Small integrators were hit slightly less hard in the first half of 2020.  

Still, 35% saw big decreases; 20% managed significant growth. 

 In the second half of 2020, large integrators were still getting beaten 

up: 40% saw significant revenue setbacks. Once again, only 10% grew 

revenue significantly. 

 The small integrators seemed to receive a delayed punch: As the  

year went on, they were hit harder. During the second half of 2020,  

43% saw big revenue hits; 22% were doing okay growth-wise. 

 In Q1 2021, the big companies seem to be turning a corner.  

Only one-quarter are seeing revenue decreases of more than 10%.  

The number of big companies increasing revenue is starting to climb  

a little. 

 Small integration companies don’t seem to be turning the corner  

as quickly. The number of companies experiencing significant revenue 

decreases dropped to 35%, but the number of small integrators actually 

growing revenue is also down. 

 The bottom line: It’s getter better for big companies faster than  

it’s getting better for small companies, according to this research.   
L E A R N  M O R E

Many more details from this market analysis will be 
presented at Pivot to Profit in Atlanta on Sept. 21-22. 

Register here.

Two Pandemic
Experiences

A TALE OF

New research shows that large integrators and small integrators were  
impacted differently—and at different times—throughout the pandemic.
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Integrators and manufacturers that offer solutions for K-12 schools owe it to 
themselves (and their customers) to understand the guidelines created by  
the Partner Alliance for Safer Schools (PASS).

NSCA Members

Know about PASS K-12
Should

NSCA: What’s the benefit of becoming a PASS K-12 
partner for integrators? 
Mark: It puts them in a consultative position with clients. They’re 
bringing resources and a roadmap to enhance the safety and security 
of their environments, whether it’s around their services or the broader, 
bigger picture of a comprehensive safety and security plan. None of us 
are experts in everything, but this places partners in a position of being 
members of a safe schools team.

NSCA: How can an integrator that’s a PASS partner  
use the guidelines and assessment tools? 
Mark: It spans a broad range of approaches. Many of our partners 
bring the guidelines and checklist tool to their school clients. We 
have presentations that walk through those documents and help 
them explain the big picture of school security to their clients. Some 
integrators have used the checklist tools to help schools complete 
building assessments in their particular areas of expertise: access 
control, video, communication, or detection and alarms. There are many 
ways our partners use the guidelines and their PASS partnership to help 
schools and school clients enhance safety and security.

 I f you’ve attended a Pivot to Profit event or Business & Leadership 
Conference, you’ve likely heard NSCA CEO Chuck Wilson mention 
the Partner Alliance for Safer Schools (PASS) K-12 initiative. The 

organization was co-founded by NSCA and the Security Industry 
Association (SIA). 
 But do you really understand what PASS K-12 is and how integrators 
and manufacturers can leverage it? 
 Put simply, PASS K-12 offers guidelines and checklists to help schools  
plan for better security. There are opportunities for integrators and  
manufacturers to use PASS guidelines to create value for K-12 customers. 
 Mark Williams, a 30-plus-year veteran of the security and safety 
industry, serves as board chairman for PASS K-12. We asked him to 
answer common questions to help you better understand the initiative. 

NSCA: How do you describe PASS K-12? 
Mark: First established in 2014, PASS K-12 was incorporated as a 
not-for-profit 501(c)(3) last fall. We’re a coalition of organizations and 
individuals from the education, public safety, and technology integration 
communities that came together to support best practices for school 
safety and security.

NSCA: What connections do NSCA and SIA have  
to PASS K-12? 
Mark: I can’t overstate the importance of NSCA and SIA. Those two 
organizations founded PASS K-12 back in 2013 on the heels of Sandy 
Hook. Both organizations were in the process of developing their own 
safe school programs and were heading down parallel paths. They 
decided to collaborate and formed PASS K-12. They’ve been active 
participants and leaders in the organization ever since.

NSCA: What does PASS K-12 provide to schools? 
Mark: We’re asked that a lot. We provide school administrators, school 
boards, public safety officials, and security officials with a roadmap and 
guidelines to implement a layered, tiered approach to enhance the 
safety and security of school environments. I love the term “roadmap” 
because it’s so accurate. When you pull out a roadmap, you’re looking for 
where you are, where’ve you been, where you’re going, and how to get 
there. Through our guidelines and checklist tools, we help stakeholders 
answer three questions: What should we do? How do we prioritize? 
Where do we start?

NSCA: PASS K-12 is manufacturer and product agnostic. 
What does that mean? 
Mark: We don’t endorse manufacturers or products in the guidelines. 
We focus on life safety and physical security. Our recommendations 
are limited to equipment and technology on a performance-based 
approach. When we talk about video, we talk about how many pixels a 
camera should have and where should you use pan, tilt, and zoom. It’s a 
generic conversation about products in a performance-oriented way.

NSCA: How does PASS K-12 earn revenue? 
Mark: It’s always challenging for a nonprofit run by volunteers. That 
being said, we’ve developed a partner program that allows organizations 
to subscribe to PASS on an annual basis. Basically, this subscription 
program provides partners with access to our partner portal featuring 
safe school resources. We also agree to support our partners with local 
and virtual PASS K-12 programs for their teams and clients. The partner 
program is the main revenue source right now.

NSCA: What prerequisites are required for an integrator 
to join PASS? What are the steps to get there? 
Mark: There’s an application process. Part of the application 
includes a memorandum of understanding that establishes a two-way 
commitment between PASS and its partners. We have a number of 
things we expect of our partners, and there are a number of items our 
partners should expect from PASS. 
 Once the application is filed, it goes through an approval process. 
Once approved, we have a training program that’s part of that 
memorandum of understanding. Once we complete the training 
program, the partners are up and going. We put their logo on the PASS 
K-12 website, and we like them to put our logo on theirs. They also gain 
access to the partner portal, which includes the guidelines, checklist, 
presentations, etc.

NSCA: What’s the benefit of becoming a PASS K-12 
partner for manufacturers? 
Mark: Many manufacturers have teams focused on the K-12 
environment and are interested in developing consultative relationships. 
They’re also committed to a set of values that include investing in 
worthwhile causes that make a difference. A lot of manufacturers 
also have teams that work with architects and general contractors on 
specifications for new projects. They can bring this resource to folks who 
are in decision-making positions on the front end of projects.

NSCA: What prerequisites are required for a 
manufacturer to join PASS? What are the steps  
to get there? 
Mark: They follow the same process we talked about for integrators.

NSCA: What about nonprofit organizations  
joining PASS? 
Mark: Several nonprofits are PASS partners or endorse PASS: Safe and 
Sound Schools, the National Association of State Fire Marshals, NFPA, 
and NASRO. Of course, SIA and NSCA are both nonprofit organizations  
as well. Many of these folks found us; we didn’t approach them.   

“[PASS] puts [integrators] in a 
consultative position with clients. 

They’re bringing schools  
a resource and roadmap to 

enhance the safety and security  
of their environments.”

–Mark Williams,  
PASS Board Chairman

N S C A  E D U C A T I O N  F O U N D A T I O N
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F E A T U R E :  S A L E S

4. Elevate Customer Service
You’ve made the sale. What follows next is what will put you ahead  
of the others: the best customer service. 
 This one thing makes a big impact on loyalty and retention. Little 
things count: speed, quality, thoroughness, and follow-through. What 
you see as something little may be very big in the eyes of a customer—
and what can help your company lead the pack. That might mean you 
need a team of people to handle the post-sales part of the job. You need 
to have someone ready to respond each time your customer reaches 
out … and that response needs to be as close to immediate as possible. 
 Don’t be afraid to pick up the phone to call a customer. It should also 
be easy for them to reach you. These days, there are multiple ways to 
connect. Be sure you’re checking/using all of them. 

5. Get Personal
Log the results of customer service calls in your CRM system,  
ensuring that the team knows about issues related to your customers. 
Your team should feel comfortable sharing information with each 
other when it comes to problems they uncover during the call process. 
Sharing information creates consistency for future contacts. 
 Your team should be flexible; not all customers are the same. 
Empower employees to make concessions or add value when 
warranted. A customer feels like he or she is getting special treatment  
if you treat them like they’re your only customer. Give every interaction  
a personal touch! If there’s an opportunity to go beyond the norm,  
then take it! A few extra seconds of effort can be all it takes to make  
a customer’s day. That can go a long way in establishing the kinds  
of relationships you want for your brand.

6. Think Customer First
Empower your employees to think about the customer in every  
situation and make a positive impact with each interaction. 
 Your customer may not remember each item you presented during 
your interaction with them, but they will form a memory of the feeling 
of the meeting. Being confident, friendly, and intentional in your 
presentation will leave customers with a strong memory that sticks  
in their minds so they want more interaction in the future.

7. Be Open and Honest
From the very first interaction, be upfront with customers.  
Let them know what to expect. Don’t overpromise and  
underdeliver. Be clear and straightforward. 
 It’s okay to let customers know when you don’t have an  
answer to a question. They’ll appreciate your honesty as you  
let them know you’ll get back to them with an answer. Make sure  
to set a date by which to do so and respond within that timeline.  
By the end of the interaction, your customer should know exactly  
what to expect and be ready to sign that agreement or place  
an order. 

8. Get Feedback
Customers want to know that the companies they partner with  
care about their opinions. The best way to show it? Ask for feedback. 
Has your team lived up to their expectations? Are they getting support 
when they have questions? Are they satisfied with their experience? 
 Sending occasional surveys to gather feedback can be educational 
and help your company raise the bar. Make sure to include a place 
where they can provide suggestions for improvement. When you use 
feedback to make real changes, you show your customers you value 
their input. And when you make those changes, let them know—and 
thank them. 
 Ultimately, building relationships by gaining trust, telling your story, 
creating that exceptional customer service experience, and making 
them your priority will create loyal customers who provide positive 
endorsements to strengthen your business. 
 Focus on the core of your business: the customer. Without them,  
you have no business.   

NSCA Director of Operations Teresa Solorio is a member of NSCA’s 
Membership Committee. Its goal is to provide guidance, support,  
and oversight to help NSCA members receive value from their  
trade association.

8 Tips to Create

You may be familiar with these CRM best 
practices, but does your team follow them?

By Teresa Solorio

Sticky
Customers

Challenge yourself: Do you truly leverage your CRM system 
by keeping it fully updated and leveraging the data?

2. Leverage Data
Settle on a robust customer relationship management (CRM)  
solution that serves as a place for all customer interaction. People 
change companies, start companies, and change positions. It’s 
important to track the movement of customers throughout their 
professional evolutions. 
 Just as important: Mandate that your sales and customer-facing 
employees utilize it. 

3. Hone Your Pitch
Tell a story. We learned from Kindra Hall a few years ago  
at the Business & Leadership Conference that stories are  
incredibly memorable. 
 Using stories to share experiences, emphasize a point,  
or change a perception is a great way to get customers to  
remember you and your solution. It’s the start of building 
 the “stickiness” you’re looking for.

 U  sually, when folks in the integration industry talk about creating  
 “customer stickiness,” it’s within the context of selling recurring 
revenue contracts. Sure, that creates stickiness, but there are  

other ways to reinforce your connection with customers. 
 Building a successful business requires gaining customer trust 
and loyalty—doing so strengthens your base and generates leads as 
customers share stories about your business.  
 But what are some logical ways to strengthen those customer 
relationships and improve customer stickiness? We asked members  
of the NSCA Membership Committee for their tried-and-true tips  
on improving sales engagement and strengthening and growing  
their businesses. 

1. Do the Leg Work
Identify your ideal customers: the ones who stick around for the long 
term and have loyalty to your brand. They’re out there, but they aren’t 
always easy to find. Do your research first and know who they are. Once 
identified, make the call and give the pitch. 

Give every interaction a personal 
touch! If there’s an opportunity to 
go above the norm ... then take It! 
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4. Elevate Customer Service
You’ve made the sale. What follows next is what will put you ahead  
of the others: the best customer service. 
 This one thing makes a big impact on loyalty and retention. Little 
things count: speed, quality, thoroughness, and follow-through. What 
you see as something little may be very big in the eyes of a customer—
and what can help your company lead the pack. That might mean you 
need a team of people to handle the post-sales part of the job. You need 
to have someone ready to respond each time your customer reaches 
out … and that response needs to be as close to immediate as possible. 
 Don’t be afraid to pick up the phone to call a customer. It should also 
be easy for them to reach you. These days, there are multiple ways to 
connect. Be sure you’re checking/using all of them. 

5. Get Personal
Log the results of customer service calls in your CRM system,  
ensuring that the team knows about issues related to your customers. 
Your team should feel comfortable sharing information with each 
other when it comes to problems they uncover during the call process. 
Sharing information creates consistency for future contacts. 
 Your team should be flexible; not all customers are the same. 
Empower employees to make concessions or add value when 
warranted. A customer feels like he or she is getting special treatment  
if you treat them like they’re your only customer. Give every interaction  
a personal touch! If there’s an opportunity to go beyond the norm,  
then take it! A few extra seconds of effort can be all it takes to make  
a customer’s day. That can go a long way in establishing the kinds  
of relationships you want for your brand.

6. Think Customer First
Empower your employees to think about the customer in every  
situation and make a positive impact with each interaction. 
 Your customer may not remember each item you presented during 
your interaction with them, but they will form a memory of the feeling 
of the meeting. Being confident, friendly, and intentional in your 
presentation will leave customers with a strong memory that sticks  
in their minds so they want more interaction in the future.

7. Be Open and Honest
From the very first interaction, be upfront with customers.  
Let them know what to expect. Don’t overpromise and  
underdeliver. Be clear and straightforward. 
 It’s okay to let customers know when you don’t have an  
answer to a question. They’ll appreciate your honesty as you  
let them know you’ll get back to them with an answer. Make sure  
to set a date by which to do so and respond within that timeline.  
By the end of the interaction, your customer should know exactly  
what to expect and be ready to sign that agreement or place  
an order. 

8. Get Feedback
Customers want to know that the companies they partner with  
care about their opinions. The best way to show it? Ask for feedback. 
Has your team lived up to their expectations? Are they getting support 
when they have questions? Are they satisfied with their experience? 
 Sending occasional surveys to gather feedback can be educational 
and help your company raise the bar. Make sure to include a place 
where they can provide suggestions for improvement. When you use 
feedback to make real changes, you show your customers you value 
their input. And when you make those changes, let them know—and 
thank them. 
 Ultimately, building relationships by gaining trust, telling your story, 
creating that exceptional customer service experience, and making 
them your priority will create loyal customers who provide positive 
endorsements to strengthen your business. 
 Focus on the core of your business: the customer. Without them,  
you have no business.   

NSCA Director of Operations Teresa Solorio is a member of NSCA’s 
Membership Committee. Its goal is to provide guidance, support,  
and oversight to help NSCA members receive value from their  
trade association.

8 Tips to Create

You may be familiar with these CRM best 
practices, but does your team follow them?

By Teresa Solorio

Sticky
Customers

Challenge yourself: Do you truly leverage your CRM system 
by keeping it fully updated and leveraging the data?

2. Leverage Data
Settle on a robust customer relationship management (CRM)  
solution that serves as a place for all customer interaction. People 
change companies, start companies, and change positions. It’s 
important to track the movement of customers throughout their 
professional evolutions. 
 Just as important: Mandate that your sales and customer-facing 
employees utilize it. 

3. Hone Your Pitch
Tell a story. We learned from Kindra Hall a few years ago  
at the Business & Leadership Conference that stories are  
incredibly memorable. 
 Using stories to share experiences, emphasize a point,  
or change a perception is a great way to get customers to  
remember you and your solution. It’s the start of building 
 the “stickiness” you’re looking for.

 U  sually, when folks in the integration industry talk about creating  
 “customer stickiness,” it’s within the context of selling recurring 
revenue contracts. Sure, that creates stickiness, but there are  

other ways to reinforce your connection with customers. 
 Building a successful business requires gaining customer trust 
and loyalty—doing so strengthens your base and generates leads as 
customers share stories about your business.  
 But what are some logical ways to strengthen those customer 
relationships and improve customer stickiness? We asked members  
of the NSCA Membership Committee for their tried-and-true tips  
on improving sales engagement and strengthening and growing  
their businesses. 

1. Do the Leg Work
Identify your ideal customers: the ones who stick around for the long 
term and have loyalty to your brand. They’re out there, but they aren’t 
always easy to find. Do your research first and know who they are. Once 
identified, make the call and give the pitch. 

Give every interaction a personal 
touch! If there’s an opportunity to 
go above the norm ... then take It! 

1110 Integrate JOURNALIntegrate JOURNAL





https://www.nsca.org/webinars/


E M E R G I N G  T E C H N O L O G I E S

 If the operations team is quick and efficient, then the sales team 

typically makes more money—a win-win. “It’s the age-old battle 

between sales and ops, but the more upfront questions and constant 

communication between both teams will represent a higher GP when 

the project closes,” Whipkey says. 

 Product availability challenges can be a “glass-half-full” opportunity. 

Integrators can leverage creativity to discover new and exciting products. 

These products may have additional functionality at a lower cost, 

improving profitability. 

 Meanwhile, digitizing work orders, processes, and communication 

tools has never made more sense. Paper documents are fixed. Changed 

circumstances affect individual work orders or companywide policies, 

and those documents are instantly out of date. Digital documents are 

living things. When circumstances change, documents are instantly 

updated and sent out to every employee and department that needs to 

have the updated information. 

5. Cybersecurity Point of View

SolarWinds, Tesla/Verkada, and other high-profile breaches shed light 

on cybersecurity risks and challenges associated with supply chain. 

Meanwhile, surging demand due to COVID-19, remote work, and new 

technologies is contributing to a chip shortage. 

 Cyberattackers are actively utilizing news headlines and urgent 

situations, according to Shanna Utgard, success manager at Defendify. 

Fake invoices, purchase orders, redirection, shipment notices, wire 

requests, payment details, quotations, and business email compromises 

have all surged in recent months, she says. 

 “If you must source additional suppliers, beware of clones, 

compromises, and embedded malware,” Utgard says. “Low-cost 

solutions manufactured in high-risk countries could contain potential 

backdoors. Dark Cubed recently released a report that found every 

analyzed IoT device to have strong connections to and communication 

with infrastructure in China. Scrutinize potential new vendors about how 

they handle security vulnerabilities. Does the supplier have a long and 

verifiable history—or did they pop up recently and conveniently?” 

 IoT devices in the supply chain have expanded the attack surface for 

bad actors. “They understand the interconnectivity of control systems 

and how they can jump from IoT to IT and OT,” she adds. “Vulnerabilities 

in third-party software are a frequent cause of breaches. Protect yourself 

first, then secure what you sell.” 

 The overwhelming advice for dealing with supply chain 

challenges amid the pandemic recovery, according to NSCA’s 

Emerging Technologies Committee, is to strive for effective, constant 

communication. That means not only throughout the project, but 

also at all levels of the channel. Delays in key products and pricing 

fluctuations are likely to continue throughout the year. Be prepared  

and add additional steps to your process—from sales to commissioning 

of a project.   

 During the design phase, integrators should also find as many backup 

vendors as possible. Joe Perez of ClearTech finds his company looking 

at new products, as well as proven products the team hasn’t worked 

with before. “We’re establishing new relationships to serve our clients,” 

he says. 

 Integrators also need to challenge themselves by contemplating 

alternative solutions within their designs, Perez says. “We’ll need to 

consider other possible solutions with the same outcome to meet 

clients’ needs before they become urgent. Consult with clients and ask 

if there are other non-AV/non-security or construction-related products 

that could affect the specified equipment. Work with clients that may be 

standardized on a certain platform/product to consider other brands  

if needed.” 

 Integrators need to be proactive and work with manufacturers and 

vendors. Perez sees integrators “working with vendors that will allocate 

and hold products until needed.” 

4. Operations/Implementation Point of View

From an operational perspective, there are several important steps 

integrators must take to ensure that projects continue to be completed 

on time and profitably amidst challenges with product availability. 

 This starts with a successful project kickoff meeting internally. Dust 

off your checklist. Determine which products need to be ordered early 

in the project timeline or which will need substitutions. Making this a 

priority gives you time to pivot and find alternatives. 

 The operations team is always hit with the latest and greatest tech 

the sales team sells. Typically, sales sells something new that they think 

will solve a customer’s problem. That, of course, comes with a learning 

curve, which costs the operations team more time in the shop testing or 

onsite. Patrick Whipkey, director of USAV Group, says the goal is to align 

with the sales team prior to selling something completely new and do 

research on the product. “Bring in a demo/eval unit and put it through 

its paces. This will not only save time and money in the field, but it will 

also set the entire team up for success.” 

Mike Abernathy is NSCA’s director of business resources and liaison  

to the Emerging Technologies Committee. Contact him at 

mabernathy@nsca.org.

“Equipment availability, 
pricing fluctuations, labor, 

and other factors now have a 
huge impact on when you can 

deploy the project and  
how much it will cost.”

–Tim Hennen, NSCA Emerging 
Technologies Committee

During the design phase, integrators should  
find as many backup vendors as possible.
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How I Doubled
My Integration 
Business Early on, someone told me 

that “revenues are for vanity 
and profits are for sanity.” 
We focus on the profitable 
customers and let others 
fight over low-margin work.

Large companies may get the majority of headlines, 
but the integration industry is made up of many 
relatively small companies. Here are four  
principles to help companies of that size  
grow their success.

By Laurie Mackeigan

2. Treat Your People Well
We spend a lot of time and money training our people. We reward 
people for getting their CTS. Skills can always be improved. Sales and 
leadership training are also important. 
 Meanwhile, finding skilled AV professionals is difficult. When you find 
them, you need to keep them. We do our best to keep them engaged, 
pay them well, respect their evenings and weekends, and give them 
interesting work. 
 We constantly ask for feedback on what we can do to be better.

3. Strive for Continuous Improvement
We look at every project we close and examine the time it took 
compared to the time we budgeted. It helps us better estimate in the 
future, and we learn where issues arose and improvements in process 
are needed. 
 We track job issues when they arise, identify how they happened, and 
discuss how we can be better going forward. Is more training required? 
Do we need to stop specifying a certain piece of equipment (for 
example, a cheaper mount can be difficult to install, which actually costs 
you more in time and labor). 
 We ask to debrief with clients after bids whether we win or lose. It 
helps us be better every time we answer an RFP.

4. Sell and Network
 • Owners can be very effective salespeople. Customers appreciate  
  having direct access to owners. We meet with our key customers  
  on a regular basis and ask for feedback on how we can be better.

 • We joined organizations like NSCA and PSNI. These networks  
  have allowed us to learn from our peers and provided us with  
  excellent revenue opportunities by teaming up with other  
  integrators for work in our region or on projects we weren’t  
  big enough to tackle on our own.

 • We closely watch local business news sources for  
  announcements about developments so we can  
  get in early on larger projects.

 • When we do good work, the word gets around.  
  We find that our reputation helps us positively now.

None of these factors translated to success on their own, but, 
collectively, they led to the doubling of our business. Meanwhile,  
we continue to focus on No. 3: Stiving for continuous improvement.   

Laurie Mackeigan, CPA, is president of Backman Vidcom.  
She is an NSCA board member and a member of the  
NSCA Financial Leadership Council. 

F I N A N C E F I N A N C E

 In 2014, my husband and I bought Backman Vidcom, a 40-year-old audiovisual integrator in Halifax, Nova Scotia. 
We had zero experience in the industry, but we felt we had the skills to run a business. 
 I’m a CPA and my husband, Tom Murray, has an extensive sales background. We quickly realized that 

the company was struggling and had a poor reputation in the region. Not only did we have to quickly learn the 
industry, but we also had to ensure that the company survived. 
 Early on, we brought on our third partner: a VP of technology. As a result, we now have three owners who are 
highly skilled within one of the three legs of our business stool: finance, sales, technology. We rebranded and went 
into the community to ask our customers for another chance. 
 It took a few years, but we more than doubled the revenues, employees, and profits. 
 Here are the factors that I believe led to our success—and could help other relatively small integration companies 
like ours …

1. Watch the (Important) Numbers Like a Hawk  
 • Always know your cash situation. You need a good line of credit and a great relationship with your banker.  
  My banker goes to bat for me when we need more cash for a big project.

 • Stay on top of receivables. Sometimes the squeaky wheel gets paid sooner.

 • Look at your open projects. Focus on getting the last 5% or 10% finished as soon as possible to get  
  projects invoiced. Technical staff are often excited about new projects and not as concerned about  
  the ones dragging on. Get those buttoned up.

 • Know which customers make you money. We stopped quoting customers that never bought from  
  us but needed that third quote. We focus on the 20% that give us 80% of our revenues and profits.

 • Focus on profits. Early on, someone told me that “revenues are for vanity and profits are for sanity.”  
  We focus on the profitable customers and let others fight over low-margin work.
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N S C A  P E R S P E C T I V E S

“I’m not following in Chuck’s footsteps. 
Instead, as Chuck says, ‘We’ve been 
working together for years—we might 
as well keep walking side by side for  
a few more.’”

 P
rior to joining NSCA as the director of industry outreach in January 2020, I was very familiar with  

the trade association.  

    As editor of one of the industry’s well-known trade magazines for a decade, I also knew NSCA’s  

long-time Executive Director and CEO Chuck Wilson. 

 Like most people in the industry, I was impressed with NSCA’s commitment to providing valuable resources, 

consultation, business conferences, and advocacy to support integrators. In the back of my mind, however 

(like many people), I was aware that Chuck’s close, personal connection to NSCA’s resources, hands-on 

consultations, conference contributions, and tireless government affairs work wasn’t sustainable.

 Everybody has their limits—even Chuck. 

Succession planning is among the many business challenges NSCA helps members tackle. Most integrators 

are extremely reliant on their principals, but, eventually, these folks need to retire or take a step back from  

day-to-day operations. Creating a successful transition plan takes work. 

 About two-and-a-half years ago, NSCA found itself in a similar situation. Chuck, whose industry experience 

and expertise contributed to nearly all of NSCA’s deliverables, was eyeing a reduction in his work schedule.  

Not retirement, but a focused role that would allow him to work more reasonable hours and dedicate time  

to volunteer initiatives. 

 Around that time, NSCA also launched its Leadership Development Council (LDC). The group, comprised 

of Chuck and current and former NSCA board members, created a plan for an orderly, logical leadership 

transition plan. 

SUCCESSION PLANNING:

NSCA Walks

the Walk
As long-time NSCA leader Chuck Wilson 
transitions to a reduced schedule,  
the trade association used its own 
succession planning advice to come  
up with a new strategy.    By Tom LeBlanc
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Inside NSCA’s Leadership Transition Plan 

The LDC considered several factors—most importantly,  

the needs of NSCA’s constituents. It was determined that 

a primary measure of success would be to ensure that the 

organization could maintain its value and relevance to 

members, regardless of personnel and with minimal  

disruption to services or programs.

The LDC also laid out a succession timeline: 

February 2020: During the Business & Leadership 

Conference (BLC), Chuck announced an elevated committee 

and council structure for NSCA. This was pivotal in shifting  

the burden of NSCA’s thought leadership away from Chuck  

to several focused committees and councils instead.

April 2020: The LDC evaluated all factors to determine  

a short list of candidates for the executive director role. 

Summer 2020: I was identified as the next NSCA executive 

director. I continued my duties as director of industry 

outreach through the transition period.  

Fall 2020: We accelerated the process of onboarding 

me to the executive director position. Meetings and “job 

shadowing” focused not only on day-to-day operations  

and responsibilities, but also on NSCA’s mission and ideals. 

February 2021: During the annual NSCA member meeting 

at BLC, Chuck announced his intention to reduce his role at 

NSCA so he could focus on the NSCA Education Foundation 

and Partner Alliance for Safer Schools (PASS K-12), in 

addition to other volunteer ventures. 

March 2021: Employee agreements were rewritten, 

reviewed by the NSCA board, approved by attorneys,  

and signed. 

May 2021: I assumed the role of executive director while 

Chuck transitioned to a new role as CEO and strategic  

advisor to the board of directors. 

NSCA Leadership's Road Ahead

As CEO and the driving force behind NSCA for four decades, Chuck remains 

NSCA’s leader. My job is to move as many leadership tasks off his plate as possible 

so he can pursue his passions … including NSCA. 

 For approximately 20 hours each week, Chuck focuses on the NSCA-related 

activities where he can make the most impact. If anyone deserves the right to 

take a step back, it’s the person who has stood up for this industry more than 

anyone else. 

 I am proud to serve as NSCA’s executive director. We have a  

strong team led by Director of Operations Teresa Solorio and Director of Business 

Resources Mike Abernathy. Our collective goal is to elevate NSCA employees, 

the NSCA board, and NSCA’s committees and councils to raise the bar even 

higher when it comes to our industry-leading resources, consultation, business 

conferences, and advocacy. 

 I’m not following in Chuck’s footsteps. Instead, as Chuck says, “We’ve been 

working together for years—we might as well keep walking side by side for  

a few more.”   

Tom LeBlanc is Executive Director at NSCA. Contact him at tleblanc@nsca.org.
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