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INDUSTRY LEADERS

W ELCOME TO THE fourth 
annual celebration of some of 
this industry’s brightest com-

panies, a collection of talent we refer to as 
the 2015 CI Industry Leaders. We’ve made 
a few important changes to compiling the 
list this year and will continue to watch the 
group evolve as the years go on.

The first, and most significant, change is 
that all of the companies you see on the pages 
that follow were chosen based specifically on 
applications they submitted to us during the 
time period when we sought them. In the 
past, the Industry Leaders lists have included 
a handful of integrators who we knew were 
among the best in a particular market, 
whether or not they submitted an application.

This year, we decided to keep the list a bit 

more exclusive, and that might mean you 
won’t see a company you’re used to seeing 
here in our annual collection. We’re hop-
ing you’ll enjoy that change and encourage 
those you don’t see here to apply next year 
so we can include them on the 2016 list.

The second major change is focusing on 
the core markets where those who submit-
ted applications for inclusion on this list 
work on a regular basis. Last year, we had 
12 groups, but this year, we dropped it back 
to 11 markets because creating that 12th list 
would’ve meant stretching and compromis-
ing on the first aforementioned change.

Finally, you’ll notice most of the groups 
include five companies, but we expanded 
the listings to 15 for corporate and 10 each 
for higher education and hospitals. We 

think you’ll agree letting more companies 
bask in the glow was the right move based 
on their insights.

With those caveats out of the way, no 
more talking about what’s not included. 
Let’s celebrate the companies and the mar-
kets that are here and all the great work 
that’s included among this group. Each 
company shares some of the secrets of their 
success and looked at how they’ve made it 
to the top of the industry (though keep in 
mind these listings are not revenue-based).

We think you’ll learn a lot from the insights 
shared by the companies included here, and 
who knows? Maybe if you follow their lead, 
your company will give them a run for their 
money and make the 2016 Industry Leaders 
discussion even more intense. C I

CI recognizes top integrators serving 11 key vertical markets and gleans advice 
on how they stay at the forefront of their fields. By CI and TD editors

Meet the 2015 CI 
Industry Leaders
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TOP 15

CORPORATE INTEGRATORS
Advance Technology
Scarborough, Maine

Advanced AV
West Chester, Pa.

AVI-SPL 
Tampa, Fla. 

CCS Presentation Systems 
Scottsdale, Ariz.

Electrosonic
Burbank, Calif. 

Ford Audio-Video
Oklahoma City

IMS Technology Services
Garnet Valley, Pa.

Red Thread Spaces
Boston

Sensory Technologies
Indianapolis 

Sharp’s Audio Visual
Calgary, Alberta

Synergy Media Group
Pittsburgh, Pa.

Verrex
Mountainside, N.J.

Whitlock
Richmond, Va.

Yorktel
Eatontown, N.J. 

Zdi
Normal, Ill.

HOW INTEGRATORS
Ford Audio-Video
Oklahoma City

iVideo Technologies
Cleveland

Mankin Media 
Franklin, Tenn.

OMEGA Audio Video
Acworth, Ga.

Technical Innovation
Atlanta

TOP 5

RETAIL INTEGRATORS
Edwards Technologies 
El Segundo, Calif.

PingHD
Denver

RPAV/Pathway AV/ 
R&D Fabrication
Bowersville, Ga.

Serious Audio Video
Union City, N.J.

Videosonic
New York

TOP 5

MUSEUM & GALLERY 
INTEGRATORS
Edwards Technologies 
El Segundo, Calif.

Electrosonic
Burbank, Calif. 

Stouenborg
Taastrup, Denmark

Videosonic
New York

Westbury National 
Toronto

TOP 5

HEALTH CARE INTEGRATORS
Advance Technology
Scarborough, Maine

Advanced AV
West Chester, Pa.

AVI-SPL
Tampa, Fla. 

Beacon Communications, LLC.
Englewood, Colo.

Compview
Beaverton, Ore.

Ford Audio-Video
Oklahoma City

iVideo Technologies
Cleveland, Ohio

Lone Star Communications
Grand Prairie, Texas

Level 3 Audio Visual 
Mesa, Ariz.

Visacom
Allentown, Pa.

TOP 10

HEALTH CARE INTEGRATORS
Advance Technology
Scarborough, Maine

Advanced AV
West Chester, Pa.

AVI-SPL
Tampa, Fla. 

Beacon Communications
Englewood, Colo.

Compview
Beaverton, Ore.

Ford Audio-Video
Oklahoma City

iVideo Technologies
Cleveland

Lone Star Communications
Grand Prairie, Texas

Level 3 Audio Visual 
Mesa, Ariz.

Vistacom
Allentown, Pa.
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GOVERNMENT  
INTEGRATORS
AVI Systems
Minneapolis

Genesis Integration
Edmonton, Alberta

Human Circuit
Gaithersburg, Md.

Net-AV
Hampstead, Md.

Technical Innovation
Atlanta

TOP 5 TOP 5

RESTAURANT  
INTEGRATORS
PingHD
Denver

Serious Audio Video
Union City, N.J.

Videosonic
New York

Southtown Audio Video
Hamburg, N.Y.

The Integration Factory
Rockledge, Fla.

TOP 5

HOTEL  
INTEGRATORS
Alpha Video
Minneapolis

Edwards Technologies
El Segundo, Calif.

Low Voltage Contractors
Minneapolis

SVT
Brighton, Mich.

The Integration Factory
Rockledge, Fla.

TOP 10

HIGHER EDUCATION INTEGRATORS
Adtech
Sudbury, Mass.

Advanced AV
West Chester, Pa.

CompView
Beaverton, Ore.

IMS Technology Services
Garnet Valley, Pa.

Red Thread Spaces
Boston

Southtown Audio Video
Hamburg, N.Y.

Synergy Media Group
Pittsburgh 

Unified AV Systems
Atlanta

Whitlock
Richmond, Va.

Zdi
Normal, Ill.

K12 INTEGRATORS
Beacon Communications
Englewood, Colo.

CCS Presentation Systems
Scottsdale, Ariz. 

Lone Star Communications
Grand Prairie, Texas

Sharp’s Audio Visual
Calgary, Alberta 

Signet Electronic Systems
Norwell, Mass.

TOP 5

LARGE VENUE INTEGRATORS
Alpha Video
Minneapolis

ANC Sports Enterprises
Purchase, N.Y.

Nor-Com
Hebron, Ky.

Ping HD 
Denver

Westbury National 
Toronto

TOP 5

See more about all CI’s 
2015 Industry Leaders at 
commercialintegrator.com

MORE ONLINE

  IN
DUSTRY

    LEAD E RS
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   LEAD E RS15TOP CORPORATE
INTEGRATORS

What has helped your company 
make such an impact in the 
corporate market?
“Since more corporations are operating in 
an open space, the need for small-to-me-
dium-sized video walls has grown as well. 
Our customers are seeing benefits of plac-
ing metrics, analytics and shared content on 
small to medium sized video walls installed 
within their environment. Advance Technol-
ogy’s unique IT-centric approach to system 
design, implementation and support has put 
us in an incredible position to succeed in the 
market place.” —John Green, VP of sales 
and marketing, Advance Technology

“I believe a blended approach of plan-
ning, marketing, and training investment 
in our employees combined on a focused 
client service support have led to our 
success. Starting with strategic planning 
of which specific clients we should pursue 
by matching up our employee experience 
and strengths to meet those client needs. 
Single-mindedness on maintaining a robust 
service-supportive relationship with our cli-
ent and services team allows us to stay part 
of technology teams and future projects.” 
—Kristina Johnson, business development 
supervisor, Advance Technology

“Twenty-five years in business, design-build 
and value engineering solutions, award-win-
ning training staff, factory authorized 
service centers, and full-time, experienced 
AV installers.” —Julie Solomon, marketing 
manager, CCS Presentation Systems

“We have focused on being able to execute 
after the sale and keep our promises for 
quality, timeliness, and cost.” —Ramzi 
Shakra, marketing director, Electrosonic

“IMS provides a high-level commitment 
to all of our employees for training (sales, 
engineering, operations, management), IMS 

Where do you see the industry 
heading in the upcoming year? 
What types of directions and 
trends are you seeing that 
integrators must respond to?
“As corporate culture continues to trans-
form business operations away from 
traditional office spaces and into open 
architecture, the need for huddle rooms 
and collaboration spaces has grown sig-
nificantly. Clients in 2015 demand fast, 
accessible and easy to use spaces that 
increase productivity and synergy among 
their teams.” —John Green, VP of sales and 
marketing, Advance Technology

“Standardization and simplification of 
room technology. Our ability to join with 
and work in harmony with client design 
and implementation teams. Post-sales 
expertise in the AV/IT implementation, 
experienced project management and 
technical service support are all capabil-
ities required to implement technologies 
across global enterprises.” —Kristina 
Johnson, business development 
supervisor, Advance Technology

“Being able to execute on our promise to 
the customer. Success will be measured 
based upon our ability to plan, organize, and 
follow our protocols and processes.” —Jim 
Ford, president, Ford Audio-Video

“Clients are looking for collaboration areas 
that extend beyond their current four walls. 
They want to be able to collaborate despite 
the geographic location of the participants 
and regardless of time zones.” —John Mit-
ton, VP of audio-visual group, Red Thread

“Our biggest opportunity comes within our 
initiative of lead generation from our mar-
keting team — social media, events, SEO 
and educational outreach.” —Derek Paquin, 
Sensory Technologies

“The biggest opportunity is meshing con-
sumer world products such as Skype, Goo-
gle Docs, and mobile apps into professional 
AV systems. We need to stop worrying 
about selling high-end professional equip-
ment when some of the consumer products 
are cost effective.” —Bill McIntosh, presi-
dent, Synergy Media Group

“Our biggest opportunity comes with corpo-
rate clients who have adopted a culture of 
healthier work/life balance. Remote work-
ing, software-based conferencing options, 
employee amenities, AV-enhanced fitness 
centers and cafes, and ad hoc collaboration 
rooms or huddle rooms are all important.” 
—Theresa Hahn, VP of marketing and 
business development, Verrex

“Our biggest opportunities in 2015 are 
in standardizing solutions across large 
enterprise customers, especially at a global 
level. Cloud solutions are still very relevant 
and growing in interest, and we deliver 
many options through the industry market 
leaders.” —Doug Hall, CEO, Whitlock

“Customers are demanding a consistent 
IT-centric room solution that is easy to use 
and just works. We have partnered with large 
IT firms such as Cisco, IBM, KBZ, Ingram 
Micro and Presidio to develop and distribute 
these solutions. Our biggest challenge will be 
managing the growth created by this strat-
egy.” —Jay McArdle, CIO, Zdi 

“Our biggest opportunity 
comes with corporate  
clients who have adopted  
a culture of healthier work/
life balance.” 

—THERESA HAHN, VERREX

dricci
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*Percentages provided by firms and may not add up to 100. DNP = did not provide.
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Advance Technology
Scarborough, Maine
advancetechnology.com

2 36 21 $7,900,000 DNP 375+ 75% 2% 5% 13% — — — — — — —

Advanced AV 
West Chester, Pa.
advancedav.com

1 105 30 $31,200,000 25% 420 40% — 30% 20% — — 5% 5% — — —

AVI-SPL
Tampa, Fla. 
avispl.com

34 1,400 35 $524,845,783 DNP 6,013 50% 4% 8% 6% 3% 3% 2% 9% 1% 1% 1%

CCS Presentation Systems
Scottsdale, Ariz. 
ccsprojects.com

26 350 24 $110,604,497 15% 5,517 65% 15% 5% 3% 5% — — 15% — 2% —

Electrosonic
Burbank, Calif. 
electrosonic.com

14 435 51 $109,000,000 25% 565 42% 9% — — — — — 9% — — 22%

Ford Audio-Video
Oklahoma City
fordav.com

7 420 43 $93,000,000 10% 650 40% — 5% 15% 5% — 10% 10% — 5% 5%

IMS Technology Services
Garnet Valley, Pa.
imstechnologyservices.com

1 75 21 $18,300,000 7% 216 50% 5% 20% 10% — — — 5% — 5% —

Red Thread Spaces
Boston
red-thread.com

12 63 31 $34,500,000 12 420 50% — 30% 15% — — — — 5% — —

Sensory Technologies
Indianapolis 
sensorytechnologies.com

4 87 8 $27,250,000 26% 520 71% — 17% 9% — — — 3% — — —

Sharp’s Audio Visual
Calgary, Alberta 
sharpsav.com

7 140 92 $50,000,000 10% DNP 35% 20% 21% 5% 2% — 3% 16% — — —

Synergy Media Group
Pittsburgh, Pa. 
synmediagroup.com

2 14 8 $4,200,000 2% 32 55% — 43% — — — — — — — —

Verrex
Mountainside, N.J.
verrex.com

6 125 68 $32,000,000 20% 187 90% — 8% 1% — — — — — — —

Whitlock
Richmond, Va.
whitlock.com

20 750 59 $235,000,000 50% 2,000 60% 3% 15% 5% 1% — 1% 10% 3% 6% 1%

Yorktel
Eatontown, N.J. 
yorktel.com

8 428 30 $118,700,000 43% 1,928 70% — — 7% — — — 20% — 3% —

Zdi
Normal, Ill.
zdiinc.net

3 65 8 $15,000,000 10% 350 40% 5% 30% 25% — — — — — — —

PERCENTAGE OF REVENUE* DERIVED FROM

takes a complex evaluation approach to all 
products we represent, and IMS models 
AQAV standards (we are members), ensur-
ing best practice.” —Michael Shinn, direc-
tor of operations, IMS Technology Services

“We are very involved in the Global Pres-
ence Alliance, sitting as board president 
and participating in many of the GPA’s 
activities. This gives us an ability to help 

our customers and the customers of the 
other GPA members provide services 
globally.” —Tim St. Louis, VP sales and 
marketing, Sharp’s Audio Visual 

“Marketing, corporate communications, 
collaboration, and digital signage solu-
tions; corporate clients want a com-
petitive advantage.” —Derek Paquin, 
principal, Sensory Technologies

“From a services perspective, AVI-SPL is the 
only AV systems integrator globally that has 
invested in its service platform and resources 
universally. In other words, we deliver all of 
our services with our own technology, sys-
tems, process and human resources.”  
—Joe Laezza, senior VP of unified commu-
nications and collaboration, AVI-SPL C I

Reported by Jonathan Blackwood

dricci
Highlight
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Ford Audio-Video
Oklahoma City
fordav.com

7 420 43 $93,000,000 10% 650 40% — 5% 15% 5% — 10% 10% — 5% 5%

iVideo Technologies
Cleveland
ivideo.com

3 29 47 $9,250,000 5% 173 15% — 24% 26% — — 14% 7% — 14% —

Mankin Media 
Franklin, Tenn.
mankinmedia.com

4 15 13 $8,700,000 40% 44 15% — 7% — — — 73% — — 5% —

OMEGA Audio Video
Acworth, Ga.
omega-av.com

1 4 14 DNP 10% 70 20% — — 5% — 15% 25% — — — —

Technical Innovation
Atlanta
technical-innovation.com

10 336 77 $142,000,000 DNP 1,600 62% 1% 10% 7% — — 4% 13% 1% — —

FLEXIBILITY IS OFTEN the key to a success-
ful house of worship (HOW) integration.

It’s a lesson the team at Technical Innova-
tion has learned many times over the years, 
especially during their dealings with 12Stone 
Church since they became the church’s 
exclusive technology provider in 2007.
So it wasn’t a major surprise when 12Stone 
Church officials told TI Broadcast Solutions 
Group president Michael Wright and his 
Blue Hat Design division of TI they wanted 
to connect all four campuses and 30,000 
weekly attendees at more than 20 worship 
services every weekend within 60 days.

“It was a massive operational challenge, 
but we’re used to being thrown challenges,” 
says Wright. “If you’ve got a good team of 
sharp people, you can handle when the cli-
ent makes changes.”

TI’s solution ended up winning a 2015 CI 
Integration Award for Best Worship Project, 
in part because of the team’s flexibility and 
innovation. “We’re not huge fans of and 
don’t do a lot of copy-and-paste projects,” 
says Wright. “We prefer to stay fresh.”

12Stone is already planning to open 
five more campuses in rental spaces using 

flypacks by the first quarter of 2015, and 
church officials are eager to see how TI han-
dles this next challenge.

“It’s a huge compliment when any com-
pany gives you repeat or referral business, 
and that’s where about three-quarters of 
our work comes from,” says Wright.

What Else Is Behind HOW Success?
“Our processes are well-documented and 
followed to increase the likelihood of success.” 
—Mike Landrum, CEO, Technical Innovation

“We have focused on being able to execute 
after the sale and keep our promises for 
quality, timeliness and cost.” —Jim Ford, 
president, Ford Audio Video

“We work the HOW market hard, speak their 
language, ask what they need and want, 
have dedicated sales guys for that market 
and start upstream with the architect and 
urban planners designing their new space.” 
—Ben Mankin, president, Mankin Media

“Estimating labor, job costing, pipeline 
activities, expense management, etc., are all 
thoroughly analyzed and allow our company 
to steadily manage.” —Timothy Czyzak, 
president, iVideo Technologies

“We’ve been able to stay on the cut-
ting-edge of the industry by thinking out-
side of the box. We’ve been able to bridge 
the gap between what’s normally found 
in many public and corporate places and 
provide them to the` HOW market where 
they aren’t always thought of due to the 
traditional basic solutions normally found in 
the HOW market.” —Matt Scott, president, 
OMEGA Audio Video  C I

Reported by Lauren Campbell and D. Craig 
MacCormack

“If you’ve got a good team  
of sharp people, you can 
handle when the client 
makes changes.” 

—MICHAEL WRIGHT, PRESIDENT,  
TI BROADCAST SOLUTIONS GROUP

*Percentages provided by firms and may not add up to 100. DNP = did not provide.

PERCENTAGE OF REVENUE* DERIVED FROM

  IN
DUSTRY

    LEAD E RS5TOP WORSHIP
INTEGRATORS
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*Percentages provided by firms and may not add up to 100. DNP = did not provide.

be successful with much of our compe-
tition providing high upfront costs and 
monthly [costs].”

Retail Isn’t for Everybody
“If you are not already in the retail space, it 
might not be a smart vertical to enter,” cau-
tions RPAV owner Ron Prier. “Retail brick 
and mortar is shrinking. Retail construction 
is practically non-existent. Your best bet 
would be if you can find a niche market in 
the retail space such as music service, ser-
vice contracts, etc.” 

To be successful in retail, your firm 
needs patience, says Ping HD’s Goldsmith. 
“Retail is a tough nut to crack, especially 
the larger chains. You should expect a 
lengthy sales cycle and always be prepared 
to end up doing a small pilot first before 
closing any business of scale. Also expect 
your margins to be lower than you might 
be used to, especially compared to other 
vertical markets.”  C I

Reported by Tom LeBlanc, Commercial  
Integrator and TechDecisions editor-in-chief.

A COMMON THREAD that connects these 
five CI Industry Leaders in the retail market 
is that they’re not particularly large firms. 
At $19.5 million annual revenue, Edwards 
Technologies is far and away the largest 
in the group. One reason for that is that it 
takes a certain focus to excel in this unique 
market with extremely demanding clients.

Tricks of the Trade
Edwards Technologies credits its success 
in the retail market to “strategic planning 
coupled with creative technology design 
that results in highly engaging, multi-sen-
sory experiences with improved cost and 
operational efficiencies for our clients,” says 
CEO Brian Edwards. 

There’re no two ways about it, adds 
Edwards Technologies’ VP of business 
development Roberta Perry. “The retail 
market is a tough market! We have found, 
in short, that in order to thrive in that mar-
ketplace we had to have four touch points 
for the retailer: a special or unique value 
proposition, an intellectual property, 24/7 
support services [which is an opportunity 

for] recurring revenue, and in-house con-
tent production.” 

An integration firm’s retail solutions 
need to be super simple, adds Kevin Gold-
smith, director of global media operations 
for PingHD — “easy to use, easy to main-
tain, easy to support and easy to set up 

and install. It’s great to land a high-profile 
retailer, but for maximum value think about 
roll-out potential rather than a solution 
that would only fit the budget and means 
of a flagship store location.” 

In terms of simplicity, PingHD provides 
“the complete turnkey solution with a one 
throat to choke approach,” Goldsmith says. 
“Bundling the solution into a complete 
all-inclusive three-year cost has proven to 
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Edwards Technologies 
El Segundo, Calif.
edwardstechnologies.com

3 52 30 $19,500,000 15% 100 30% 1% 1% — 25% 1% — — 35% — 10%

Ping HD
Denver
pinghd.com

4 21 8 $6,000,000 15% 75 5% — 5% — 5% 25% — 10% 5% 35% 10%

RPAV/Pathway aV/R&D Fabrication
Bowersville, Ga.
rpav.net

1 14 11 $1,400,000 NA 214 10% — — 10% 15% 15% 25% — 25% — —

Serious Audio Video
Union City, N.J.
seriousaudiovideo.com

1 8 8 $1,250,000 2% 10 10% 10% — — — 20% 5% — 10% 35% —

Videosonic
New York
videosonic.com

1 12 35 $5,000,000 60% 40 15% — 15% 10% — 10% 5% — 10% — 20%

PERCENTAGE OF REVENUE* DERIVED FROM

“Retail is a tough nut  
to crack, especially the 
larger chains.”  

—KEVIN GOLDSMITH, PINGHD

  IN
DUSTRY

    LEAD E RS5TOP RETAIL
INTEGRATORS
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An effective museum 
integrator is defined by 
how well it can rise to 
the challenges posed by 
the unique environments 
in which the technology 
is to be deployed.

DEMAND FOR MUSEUM integration 
seemed to be slowing down at the begin-
ning of 2015, said Electrosonic CEO Jim 
Bowie during CI and NSCA’s annual Busi-
ness Outlook webcast earlier this year, but 
that hasn’t stopped firms like his and these 
other market leaders from continuing to do 
impressive work in museums. 

It’s a market in which the stakes are 
raised for integrators. Museums, nervous 
about losing the next generation of cus-
tomers, are often moving toward inter-
active technology to better engage young 
visitors. These five integration firms are 
not only able to deliver but do so within 
the market’s notoriously rigid project 
schedules. 

Evolving Challenges
Many museum projects take place in old 
buildings or otherwise hallowed grounds 
with inherent challenges. No setting 
speaks more profoundly than where Elec-
trosonic worked on the National Septem-
ber 11 Memorial and Museum. 

“This was a very large museum project 
located several stories underground, which 
made it a bit of a logistical challenge,” said 
project manager Jackson Benedict. “The 
site is spread out over nearly eight acres, 
so just getting from one side to the other 
took a long time.”

Working in New York City is “always a 

challenge,” he said, mentioning the ability 
of getting equipment where it needs to be 
by truck and ensuring they maintain good 
relationships with the various trades in and 
around the city.

Because of the museum’s underground 
location, there was no cellular phone ser-
vice in case someone forgot something or 
needed to get a message to someone who 
wasn’t working on the project at the time, 
says Benedict. There was also no elevator 
on the site until close to opening day, mak-
ing the coordination of freight deliveries 
even more challenging, he says.

“We became very aware of having 
everything we need,” says Benedict.

Electrosonic put an emphasis on making 
sure the projection met the design intent 
of the project, says Benedict. That meant 
ensuring hidden projectors, unique angles 
and other one-of-a-kind aspects were 
done to perfection, he says.

“We had to make sure all of the projec-
tors fit the way they were supposed to and 
the image was the right size to be seen,” 
says Benedict.

In some ways, an effective museum 
integrator is defined by how well it can 
rise to the challenges posed by the unique 
environments in which the technology 
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Edwards Technologies 
El Segundo, Calif.
edwardstechnologies.com

3 52 30 $19,500,000 15% 100 30% 1% 1% — 25% 1% — — 35% — 10%

Electrosonic
Burbank, Calif. 
electrosonic.com

14 435 51 $109,000,000 25% 565 42% 9% — — — — — 9% — — 22%

Stouenborg
Taastrup, Denmark
stouenborg.dk

2 6 8 $5,300,000 15% 8 20% 5% 15% 25% 1% 2% 1% 20% 5% 31% 55%

Videosonic
New York
videosonic.com

1 12 35 $5,000,000 60% 40 15% — 15% 10% — 10% 5% — 10% — 20%

Westbury National 
Toronto
westbury.com

3 150 44 DNP 5% 250 35% — 10% 3% 6% — 3% — 3% 15% 10%

PERCENTAGE OF REVENUE* DERIVED FROM
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is to be deployed. In Toronto’s Aga Khan 
Museum, integrator Westbury National 
created a unique pedestrian tunnel video 
wall that became an integration focus. 
Images and content displayed in the tunnel 
are among the first things visitors encoun-
ter walking from a parking garage and 
it sets an impressive stage for all of the 
other stunning, colorful art and artifacts to 
be found inside.

The tunnel also proved to be among the 
most challenging aspects. Apart from the 
technical nature of seamlessly blending 
11 projectors, the team had to take into 
account the hallway’s sloping walls (the 
ceiling becomes lower as visitors near 
the museum entrance), concealing the 
projectors, and providing for ventilation 
and maintenance of the projectors. Hidden 
behind the wall opposite the projection, a 
hard-to-spot cutout allows for the projec-
tion mirror system to work; meanwhile, 
other design elements extract heat away 
to ensure system longevity and enable 
access for chores like swapping out pro-
jector lamps, according to senior project 
manager Doug Wildeboer. 

The More Things Change …
As much as museum technology has 
evolved, the essence of being a museum 
integrator hasn’t changed all that much 
since Videosonic launched three-and-a-
half decades ago. “Clients demand the 
same thing as they have demanded since 
day one: a strong relationship with a skilled 
AV company that provides consistent ser-
vice and reliable systems year after year,” 
says Glenn Polly, Videosonic’s president. 

Last year CI stumbled upon a Den-
mark-based integration firm that is doing 
dynamic work in the museum market. 
For the second straight year Stouenborg 
cracks our top five list with an approach 
that is unheard of in the North American 
market. In a nut shell, says Anders Jor-
gensen, “We have found a solution where 
we both work as advisor and integrators 
and because we know in both worlds we 
are chosen as a main leader in museums in 
Denmark.”

While being an integrator who advises is 
nothing new, that’s just where it begins for 
Stouenborg. “It’s difficult to compare what 
we do with how the [North American] mar-

ket works,” Jorgensen says. Even so, there 
are lessons to be learned from a unique 
approach that involves Stouenborg’s cus-
tomers disclosing their budgets early in the 
sales process. “Instead of saying, ‘This will 
cost $25,000 to do,’ we’ll ask them how 
much their budget is,” he says. “We can 
give them advice based on what they can 
budget and explain at that point how much 
of it needs to go toward service.” 

With only six employees you’d think 
service would be a challenge for Stouen-
borg, but Jorgensen says his firm employs 
over 180 contractors per year in large part 
to support its service contracts. The nature 
of those contractors is discussed during 
the budget conversation. The customers 
will learn, for instance, how much technical 
expertise it will get access to as a result 
of its service budget — they can choose 
to be supported by fewer contractors with 
high levels of technical expertise or more 
contractors with fewer credentials. “It’s a 
completely different way of thinking.”  C I

Reported by Tom LeBlanc, Arlen Schweiger 
and D. Craig MacCormack.   
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WE RECENTLY DID an article about an inte-
gration project inside the “hospital room of 
the future.” It was a think tank-funded pro-
totype of what a hospital room will look like 
in 2020, including anticipated technologies, 
and the project leveraged expertise from a 
renowned architect. 

It is hard to picture that type of financial, 
time and resource commitment to creating 
a prototype of, for instance, the sports bar 
of the future, the hotel lobby of the future 
or even the conference room of the future. 
The effort speaks to the importance of the 

health care market.
Integrators that provide solutions for hos-

pitals, medical offices and other health care 
facilities provide mission-critical solutions for 
doctors, nurses and patients. It’s not a market 
for every integration firm. Processes need to 
be air tight. Engineering has to be extremely 

forward thinking. Quality assurance (QA), it 
goes without saying, needs to be best in class. 

It’s not that solutions in other markets 
don’t matter. Solving any integration clients’ 
challenges is obviously the core of what 
this industry does. It’s that solving health 
care-centric challenges, or any mission criti-
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Advance Technology
Scarborough, Maine
advancetechnology.com

2 36 21 $7,900,000 DNP 375+ 75% 2% 5% 13% — — — — — — —

Advanced AV
West Chester, Pa.
advancedav.com

1 105 30 $31,200,000 25% 420 40% — 30% 20% — — 5% 5% — — —

AVI-SPL
Tampa, Fla. 
avispl.com

34 1,400 35 $524,845,783 DNP 6,013 50% 4% 8% 6% 3% 3% 2% 9% 1% 1% 1%

Beacon Communications, LLC.
Englewood, Colo.
beaconcom.com

1 80 17 $14, 000,000 15% 150 5% 20% 5% 60% — — — 10% — — —

Compview
Beaverton, Ore.
compview.com

7 170 28 $70,000,000 10% 2,125 50% 10% 40% 25% — 1% 1% 1% — 1% 1%

Ford Audio-Video
Oklahoma City
fordav.com

7 420 43 $93,000,000 10% 650 40% — 5% 15% 5% — 10% 10% — 5% 5%

iVideo Technologies
Cleveland
ivideo.com

3 29 47 $9,250,000 5% 173 15% — 24% 26% — — 14% 7% — 14% —

Lone Star Communications
Grand Prairie, Texas
lonestarcom.com

1 71 24 $19,126,090 9% 27 — 22% — 78% — — — — — — —

Level 3 Audio Visual 
Mesa, Ariz.
L3av.com

1 42 19 $13,200,000 2% DNP 40% — 30% 20% 2% — — 2% — — —

Vistacom
Allentown, Pa.
vistacominc.com

1 66 61 $21,000,000 11% 255 40% — 13% 10% — — 1% 10% — — —

PERCENTAGE OF REVENUE* DERIVED FROM

Patients depend on hospitals offering the best treatment 
and service available. That, of course, raises the bar for 
integration firms that serve this demanding market.
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cal task including law enforcement, govern-
ment or any critical communication, matter a 
bit more. Health care integration firms boast 
an enormous responsibility — to be great. 

Our 10 CI Industry Leaders in the health 
care market dedicate significant portions of 
their businesses to health care. Even AVI-SPL, 
which generated only 6 percent of its $500+ 
million revenue in 2014 from the health care 
market, has a robust and dedicated division 
that’s focused on the unique market.

Technology Side of the Business
There are few markets — or clients — that 
rely as much on making sure their technol-
ogy is cutting edge as that of health care. 
After all, their patients depend on hospitals 
and other facilities offering the best treat-
ment and service available. That, of course, 
raises the bar for integration firms that 
serve this demanding market. 

One challenge for these 10 market-
ing-leading health care integrators is simply to 
keep pace with quickly evolving solutions. “In 
2015 the greatest demand we see in health 
care is the desire for new technology. Having 
a strong internal expertise as well as strategic 
partnerships for research and development 
keep Beacon primed for success,” says Brad 
Walsh, CEO of Beacon Communications.

“We are consistently having conversa-
tions on the future of technology in our 
industry. We sit down with our clients regu-
larly sharing information to assist in making 
sound investment decisions.”

AVI-SPL calls it “the pace of change” 
and says keeping up with it is “the greatest 
challenge for any technology service busi-
ness, according to senior VP of unified com-
munications and collaboration Joe Laezza. 

Level 3 Audio Visual agrees that the 
health care market “is in need of ever more 
complex systems that are easier to use and 
or easier to administrate in a simulated 
scenario,” says CEO Brad Peterson. He sees 
an “ever-increasing need” for mannequin 
technologies, modalities and more. 

For firms that are up to the task, the 
growing health care market offers upside. 
One big opportunity for expansion and 
growth for Compview, says marketing coor-
dinator Tami Zeidlhack, is the expansion of 
its health care segment.

Business Side of the Technology
A common thread between successful 
health care market integrators is that, in 

order to handle the complex decision-mak-
ing processes and project schedules, they 
have in-depth business strategies. 

“I believe a blended approach of planning, 
marketing, and training investment in our 
employees combined [with] a focused client 
service support have led to our success,” 
says John Green, VP of sales and market-
ing for Advanced AV. “Starting with stra-
tegic planning of which specific clients we 
should pursue by matching up our employee 
experience and strengths to meet those 
client needs. Evaluate opportunities and 
placing an emphasis on the proper match of 
projects the Advanced AV teams can appro-
priately provide value to the client.”

Green adds that Advanced AV’s engi-
neering and project management teams are 
flexible in approach to blend within client 
teams for effective project partnerships. 
“Single-mindedness on maintaining a robust 
service supportive relationship with our cli-
ent and services team allows us to stay part 
of technology teams and future projects.”

At iVideo Technologies, president Timothy 
Czyzak says it relies on “using analytics in all 
aspects of our business to perform analysis 
on past, present and future business items.”  
He says the team is focused on “estimating 
labor, job costing, pipeline activities, expense 
management,” analyzing it all and using the 
information to improve management. 

QA is a big focus for Vistacom, according 
to marketing communications coordinator 
Destiny Heimbecker. She says, as an inte-
gral part of the firm’s design-build-manage 
process, it “incorporates a comprehensive 
quality assurance program, which is based 
on AQAV, a non-profit organization that is 
dedicated to improving the operational art 
of designing and [integration].”  C I

Reported by Tom LeBlanc, Arlen Schweiger 
and D. Craig MacCormack. 

Health care clients are “in 
need of ever more complex 
systems that are easier to use 
and or easier to administrate 
in a simulated scenario.”  

—BRAD PETERSON, CEO, 
LEVEL 3 AUDIO VISUAL
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AVI Systems
Minneapolis
avisystems.com

17 475 41 $189,968,000 DNP 2,703 40% — 5% 15% 5% — — 10% — 5% 5%

Genesis Integration
Edmonton, Alberta
genint.com

5 465 25 $25,200,000 1% 465 15% — 24% 26% — — — 7% — 14% —

Human Circuit
Gaithersburg, Md.
humancircuit.com

1 32 50 $17,000,000 10% 60 15% — 7% — — — — — — 5% —

Net-AV
Hampstead, Md.
net-av.com

1 10 18 $2,000,000 10% 12 20% — — 5% — 15% 15% — — — —

Technical Innovation
Atlanta
technical-innovation.com

10 336 77 $142,000,000 DNP 1,600 62% 1% 10% 7% — — — 13% 1% — —

the market is “tricky.”
“Above all else, you need to know how to 

play the game — how to navigate labyrinthine 
procurement and buying policies; how to stra-
tegically partner with larger companies or other 
small niche companies to create a strong joint 
venture or partnership for bidding and perfor-
mance; how to leverage key differentiators 
to find and win opportunities; how to get and 
keep the ear of government end-users, buyers 
and prime contractors,” he says. 

Mike Landrum, CEO at Technical Inno-
vation, mentioned in our CI profile on the 
company last year that the federal govern-
ment vertical market represents “a big initia-
tive” that’s “challenging to get through” and 
command and control centers remain “a very 
complex space” that “takes a lot of nuance to 
understand.” 

“You can’t expect instant success,” says 
Landrum. “It certainly helps to have some 
level of confidence and a good, healthy 
backlog. We can’t let the competitive mar-
ket move us from our approach. We don’t 
overtly overreact to competition.” C I

Reported by D. Craig MacCormack

LOOKING TO BREAK INTO the government 
market? Take it from these five Industry 
Leaders: it’s not easy. 

“Aligning AV technologies to each different 
type of business practice is the tough part,” 
says Jeff Stoebner, president and CEO at 
AVI Systems. “The goal is to improve the 
way people communicate ideas and arrive at 
decisions. Equally important is the ability to 
offer the kind of technology that attracts the 
types of talent and personnel companies are 
searching for.”

Follow the Money
The government market “has been a stable 
source of income” for Genesis Integration, 
says national sales manager Kevin McKay.

“Governments tend to spend money even 
through recessions,” he says. McKay and 
the Genesis team rely on the Genesis Way 
to do best by the client and earn a letter of 
reference, he says.

Genesis also “has construction manage-
ment in our DNA,” says McKay, noting the 
staff knows how to collaborate with archi-
tects, engineers, general contractors and the 
other construction stakeholders better than 

its competitors. The true differentiator could 
be its focus on managed services, with several 
new offerings rolling out this year in an effort to 
increase Genesis’ recurring monthly revenue.

Bruce Kaufmann, president of Human 
Circuit, sees more demand for dynamic sig-
nage systems and collaboration rooms and 
says its design-build approach helps get 
more access to more unique opportunities.

Human Circuit employs a needs analysis/
programming approach for design/build 
and support tools for web portal reporting/
tracking that lead to its remote monitoring 
and remediation. Still, Kaufmann says the 
company is “trying to remain relevant in a 
very crowded field of players”

Learn to Play the Game
Although Net-AV is successful in the gov-
ernment space, president Ron Baylin knows 

PERCENTAGE OF REVENUE* DERIVED FROM

“You can’t expect  
instant success.”  

—MIKE LANDRUM,  
TECHNICAL INNOVATION
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Beacon Communications
Englewood, Colo.
beaconcom.com

1 80 17 $14, 000,000 15% 150 5% 20% 5% 60% — — — 10% — — —

CCS Presentation Systems
Scottsdale, Ariz. 
ccsprojects.com

26 350 24 $110,604,497 15% 5,517 65% 15% 5% 3% 5% — — 15% — 2% —

Lone Star Communications
Grand Prairie, Texas
lonestarcom.com

1 71 24 $19,126,090 9% 27 — 22% — 78% — — — — — — —

Sharp’s Audio Visual
Calgary, Alberta 
sharpsav.com

7 140 92 $50,000,000 10% DNP 35% 20% 21% 5% 2% — 3% 16% — — —

Signet Electronic Systems
Norwell, Mass.
www.signetgroup.net

3 131 41 $31,800,000.00 81% DNP — 35% 5% 30% — — — 30% — — —

closely to continue to improve the training 
experience for the customer,” says Ray Bai-
ley, president, Lone Star Communications

What challenges are you  
facing in 2015?
Sharp’s Audio Visual recently became a 
SMART Technologies Certified Training 
Centre in three provinces, underscoring its 
expertise in SMART Boards for collaborative 
learning environments and various teaching 
styles of today’s classrooms.

“It is very hard to find people to provide 
the level of service that our customers 
have come to expect. As a result we have 
addressed this by providing training from 
the day an employee starts and to con-
tinuously train.” says Bailey of the task of 
finding talent.

“[We] just expanded into Texas, Alabama, 
Tennessee. With new territories come new 
challenges,” says Julie Solomon, marketing 
manager at CCS Presentation Systems, adding 
that the firm is “working to consolidate services 
and operations between locations.”  C I

Reported by Arlen Schweiger

Why are K-12 schools and  
districts in good hands with  
your integration firm?
Last fall, Signet Electronics used an oppor-
tunity in its home state to deliver a power-
ful message of what the company can offer 
K-12, responding to and posting a PDF link 
to the Massachusetts Task Force Report on 
School Safety and Security presented to the 
administration of then-Gov. Deval Pat-
rick. Noting its 40 years of experience, the 
integrator hit upon the leading issue K-12 
clients continuously face and marketed “The 
Signet Solution” featuring five layers of a 
district-wide, electronic safety solution.

Signet spells out up front that it “will 
phase in your systems-solutions over mul-
tiple budget cycles.” Without getting into 
specifics, the five layers address action-
able response to: notify; validate/escalate; 
monitor, command and control; record; and 
access remotely.

Denver-area Beacon Communications 
experienced a surge following the Columbine 
tragedy in 1999 that really hasn’t slowed as 
the integrator continues to prove its value 
to the K-12 community. “What they wanted 

from us was to be able to talk to the rooms, 
and listen and monitor each of the rooms,” 
says semi-retired managing partner and 
CEO Michael Hester. “Intercom [sales] went 
through the roof. We’ve sold about 800 school 
systems — over 50 a year for 17 years.

“We serviced and we serviced and we 
serviced, and we responded to everybody,” 
Hester says. “So now, when jobs come to 
bid, and schools do still have to bid, the spec 
says, ‘It shall be Beacon,’ and the phone 
number is there.”

“We are investing heavily in training. 
Well-trained employees are able to replicate 
consistent installation over and over. Our 
customer services staff works together very 

“We serviced and we 
serviced and we serviced, 
and we responded to 
everybody.”  

—MICHAEL HESTER,  
BEACON COMMUNICATIONS

PERCENTAGE OF REVENUE* DERIVED FROM

*Percentages provided by firms and may not add up to 100. DNP = did not provide.
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We have a big and well-trained staff that 
puts the client first.” —Philip Muscatello, 
manager, Adtech Systems

What elements set your integration 
firm apart from other firms?
“We have developed a new project man-
agement (PM) office within the company. 
We have reengineered, documented and 
conducted company-wide training on PM 
best practices. This is an opportunity to 
improve our customer experience and our 
productivity.” —Tami Zeidlhack, marketing 
supervisor, CompView

What kind of project management 
can higher education customers 
expect from a great integrator? 
“Customers are looking for enterprise solu-
tions that include standardized designs with 
remote monitoring and control capabilities. 
Clients are also looking for simplicity in oper-
ation and BYOD connectivity capabilities. An 
integral part of this overall project lifecycle is 
a departure from the industry norm approach 
to project management. We define our project 
management practice as a core competency 
that brings value to both our internal opera-
tions and our clients through proper project 

execution and focus on scheduling, communi-
cations and other business (vs. technical) func-
tions.” —Barry Goldin, president, Unified AV

“Clients are looking for collaboration areas 
that extend beyond their current four walls. 
They want to be able to collaborate despite 
the geographic location of the participants 
and time zones. We understand how people 
work.” —John Mitton, VP of audio-visual 
group, Red Thread 

“Education clients demand the ability to 
complete products on very tight timelines. 
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Adtech
Sudbury, Mass
adtechsystems.com

4 139 27 $45,000,000 10% 800 40% 15% 30% 5% — — — 10% — — —

Advanced AV
West Chester, Pa.
advancedav.com

1 105 30 $31,200,000 25% 420 40% — 30% 20% — — 5% 5% — — —

Compview
Beaverton, Ore.
compview.com

7 170 28 $70,000,000 10% 2,125 50% 10% 40% 25% — 1% 1% 1% — 1% 1%

IMS Technology Services
Garnet Valley, Penn.
imstechnologyservices.com

1 75 21 $18,300,000 7% 216 50% 5% 20% 10% — — — 5% — 5% —

Red Thread Spaces
Boston
red-thread.com

12 63 31 $250,000,000 12 420 50% — 30% 15% — — — — 5% — —

Southtown Audio Video
Hamburg, N.Y.
southtownav.com

1 5 30 $867,000 0% 58 27% 3% 39% 2% — — 3% 5% — 16% 3%

Synergy Media Group
Pittsburgh, Pa. 
synmediagroup.com

2 14 8 $4,200,000 2% 32 55% — 43% — — — — — — — —

Unified AV Systems
Atlanta
unifiedav.com

6 130 40 $43,000,000 <5% 1,700 45% 25% 24% — — — 1% 5% — — —

Whitlock
Richmond, Va.
whitlock.com

20 750 59 $235,000,000 50% 2,000 60% 3% 15% 5% 1% — 1% 10% 3% 6% 1%

Zdi
Normal, Ill.
zdiinc.net

3 65 8 $15,000,000 10% 350 40% 5% 30% 25% — — — — — — —

PERCENTAGE OF REVENUE* DERIVED FROM
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“We are able to form mutually beneficial 
and non-threatening relationships with 
major IT firms. This has helped us with 
reach and relevancy within the market.”  
—Jay McArdle, CIO, Zdi, Inc.

“Our strongest market is with higher edu-
cation. As a company that ‘grew up’ as a 
residential based business, we understand 
people. This gives us a huge advantage 
when selling the right solutions and dealing 
with fellow human beings.” —Heather 
Sidorowicz, owner and president, South-
town Audio Video

How do successful integration 
firms stay afloat in 2015?
“By staying focused on profitability. You 
need greater engagement and conversation 
surrounding the project selection. Encour-
age different departments to weigh in on 
opportunities as well as maintain a constant 
vigil on personnel resources.”  
—John Greene, VP of sales and marketing, 
Advanced AV

What are some of the biggest 
opportunities to look forward to  
in 2015 and beyond?
“The biggest opportunity is meshing con-
sumer world products such as Skype, Goo-
gle Docs and mobile apps into professional 
AV systems. We need to stop worrying 

about selling high-end professional equip-
ment when some of the consumer products 
are cost-effective.” —Bill McIntosh, Presi-
dent & CEO, Synergy Media Group

“Our biggest opportunities in 2015 are in 
standardizing solutions across large enter-
prise customers, especially at a global level. 
Cloud solutions are still very relevant and 
growing in interest, and we deliver many 
options through the industry market lead.” 
—Doug Hall, CEO of Whitlock

“Our revenue was 160 percent above targets 
for the first quarter, so our biggest challenge 
is our biggest opportunity: growth. We are 
actively pursuing talent that complements 
the personality of our organization, but that 
also pushes us.” —Michael Shinn, director 
of operations, IMS Technology Services

“Our biggest challenge could be economic 
uncertainty. Many of our enterprise clients 
have delayed projects. Sharp must work 
with clients to find creative ways to make 
these projects take form.” —Tim St. Louis, 
EVP sales and marketing, Sharp’s Audio 
Visual C I

Reported by Jessica Kennedy

“Education clients demand 
the ability to complete 
products on very tight 
timelines. We have a big 
and well-trained staff that 
puts the client first.”  

—PHILIP MUSCATELLO, 
ADTECH SYSTEMS

  IN
DUSTRY

    LEADERS



CI VERTICAL MARKETS

*Percentages provided by firms and may not add up to 100. DNP = did not provide.
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“Customize solutions that fit 
these clients’ needs.”  

—KEVIN GROVES, ALPHA VIDEO & AUDIO

Know About the Market
Although he talked about it almost three 
years ago, the words of Alpha Video & 
Audio co-owner and director of sales Kevin 
Groves are still true today: it’s important to 
have an intimate understanding of the mar-
ket’s decision-makers.

“Over the years, our sales representatives, 
engineers and technicians who focus on this 
market learned how to ‘talk the talk’ to hotel 
and casino clients, and learned how they could 
customize solutions that fit these clients’ 
needs,” Groves told CI. “They also sought out 
complementary vendors and partners so that 
we could continue to expand the products and 
solutions we offer to this market segment.

“Call on more than just the director of IT and 
AV,” he says. Other contacts include the own-
ers, the director of finance, purchasing man-
ager, AV rental manager, facility manager and 
the communications manager, says Groves.

Brian Edwards, CEO at Edwards Tech-
nologies, says his company boasts a knack 
for strategic planning coupled with “creative 
technology design results in highly engaging, 
multi-sensory experiences with improved 
cost and operational efficiencies for our 

clients.” Edwards also offers cloud-based 
systems for all verticals in which it works.

“Technology has advanced faster than 
our industry has been able to adapt to the 
changes,” says Edwards. “Often, it is the lack of 
visionary people in our supply chain. Our chal-
lenge is our ability to communicate our vision.”

Offer Unique Solutions
Carlos Gonzalez, vice president at The Inte-
gration Factory, says his company brings 
more IP products and solutions to its instal-
lations, and spurred by what he considers 
top-notch customer service and financial 
management, the company has found suc-
cess in several markets, including hospitality.

With “dwindling margins based on the 
over-saturation of product access,” it’s more 
important than ever for The Integration Fac-
tory to “grow long-term relationships with 
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Alpha Video + Audio
Minneapolis
alphavideo.com

1 105 45 $40,000,000 10% 325 5% 10% 10% 5% 20% — — — — 25% —

Edwards Technologies
El Segundo, Calif.
edwardstechnologies.com

3 52 30 $19,500,000 15% 100 30% 1% 1% — 25% 1% — — 35 — 10%

Low Voltage Contractors
Minneapolis
lvcinc.com

DNP DNP DNP $19,866,988 21% NA 45% 1% 16% 19% 13% — — 2% 3% — —

Sport View Technologies - SVT
Brighton, Mi.
gosvt.com

1 110 60 $17,000,000 15% 150+ 30 — — — 50% 10% — — — 10% —

The Integration Factory
Rockledge, Fla.
tifav.com

1 15 5 $6,000,000 15% 60 40% — 10% — 10% 10% 10% 25% 5% 15% —

PERCENTAGE OF REVENUE* DERIVED FROM

manufacturers and clients,” says Gonzalez.
Low Voltage Contractors is building its 

presence in several markets, including 
hotels, says marketing manager Robbie 
Danko. The company is “a single-source 
solution for design, install, monitoring and 
maintenance,” he says, and has experts 
well-versed in all the markets it represents. 
That allows Low Voltage Contractors to 
create tailored solutions and maintain its 
reputation for fast response times.

Hotels and casinos “continue to be the 
cornerstone of SVT’s revenue,” says presi-
dent Josh Shanahan. The company has been 
providing products and services to this mar-
ket for its entire existence. Shanahan sees 
2015 “as the year for large-format display 
application in an effort to WOW and immerse 
patrons and guests into the environment. 
Our firm has continued success in this verti-
cal due to the demanding, 24/7/365 nature 
of the business and the associated service 
response, after-hours performance and 
attention to detail that is required under tight 
timelines for all deliverables.” C I

Reported by D. Craig MacCormack

  IN
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Ping HD
Denver
pinghd.com

4 21 8 $6,000,000 15% 75 5% — 5% — 5% 25% — 10% 5% 35% 10%

Serious Audio Video
Union City, N.J.
seriousaudiovideo.com

1 8 8 $1,250,000 2% 10 10% 10% — — — 20% 5% — 10% 35% —

Southtown Audio Video
Hamburg, N.Y.
southtownav.com

1 5 30 $867,000 0% 58 27% 3% 39% 2% — — 3% 5% — 16% 3%

The Integration Factory
Rockledge, Fla.
tifav.com

1 15 5 $6,000,000 15% 60 40% — 10% — 10% 10% 10% 25% 5% 40% —

Videosonic
New York
videosonic.com

1 12 35 $5,000,000 60% 40 15% — 15% 10% — 10% 5% — 10% — 20%

Thinking Ahead …  
and Outside the Box
“Converging technologies are a challenge. 
As soon as you master a system there is 
already something newer and better replac-
ing many aspects of the previous system. 
We continue training our staff and educat-
ing ourselves by attending trade shows.” 
—Rick Truocchio, director of operations, 
Serious Audio Video

“Throughout 2014, PingHD developed 
a digital signage content management 
software that allows us to compete more 
aggressively than before. PingHD pro-
vides the complete turnkey solution with 
a one-throat-to-choke approach. Bundling 
our solution into a complete, all-inclusive, 
three-year cost has proven to be successful 
with much of our competition providing high 
upfront costs.” —Kevin Goldsmith, director 
of digital media operations, Ping HD

It’s About the Relationships
“Clients demand the same thing as they 
have demanded since day one: a strong 
relationship with a skilled AV company that 

provides consistent service and reliable sys-
tems year after year. It’s not about quantity, 
it’s about quality. VideoSonic serves our 
clients much better as a boutique specialty 
firm building long relationships with our cli-
ents.” —Glenn Polly, president, Videosonic

“As a company that ‘grew up’ as a residen-

tial-based business, we understand people. 
This gives us a huge advantage when selling 
the right solutions and dealing with fellow 
human beings. We don’t go into a meeting to 
sell a product or service. We want to become 
their technology partner; which leads to 
[clients] calling us for future systems. This 
human capital is the reason we have seen 

“There is always someone else willing to sell a client a 
product, and usually for cheaper. We battle this by doing 
great work, communicating effectively and following 
up with every client to make sure they are happy and 
understand the systems.”  

—HEATHER SIDOROWICZ, OWNER AND PRESIDENT, SOUTHTOWN AUDIO VIDEO

PERCENTAGE OF REVENUE* DERIVED FROM

a 20 percent growth in gross sales. There is 
always someone else willing to sell a client a 
product, and usually for cheaper. We battle 
this by doing great work, communicating 
effectively and following up with every client 
to make sure they are happy and understand 
the systems.” —Heather Sidorowicz, owner 
and president, Southtown Audio Video 

Carlos Gonzalez, vice president, The Integra-
tion Factory, says one of the company’s big-
gest challenges is “dwindling margins based 
on the over-saturation of product access.” 
The solution? “Grow long-term relationships 
with manufacturers and clients.” C I

Reported by Chelsea Cafiero

5TOP RESTAURANT
INTEGRATORS

*Percentages provided by firms and may not add up to 100. DNP = did not provide.
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Goldsmith says, noting he’s trying to spread 
the word about PingHD’s software and 
hardware partnerships with Samsung and 
LG whenever possible after landing work at 
five MLB stadiums in 2015.

Westbury National Show Systems “boasts 
an advantage with its large full-time staff 
of designers, programmers, field engineers 
and project managers,” says sales manager 

Brock McGinnis. “Our reputation is based 
on proven technical competence, responsive 
service and our large-project capabilities.”

Westbury sports venue specialist John 
Coniglio talked last year about “persistence, 
long-term relationship development, a great 
technical team and a deep understanding of 
the critical nature of the value of in-game 
entertainment and fan experience” as keys 
to success in sports venue integration. C I

Reported by D. Craig MacCormack

ONE OF THE MOST EXCITING, and likely 
most nerve-wracking, parts of being an inte-
grator in the sports venue market is there 
are no do-overs and no second chances.

“Our sports clients have an inflexible 
deadline: opening day,” says Jerry Gale, 
marketing director at Alpha Video & Audio. 
“Our engineers and project managers allow 
us to install complex systems on or before 
the opening day of the season.

“Even though Alpha Video is over 45 years 
old, we still operate with an entrepreneurial 
spirit. Our two VPs saw opportunities years 
ago in this specific market,” says Gale.

Handling the Crossover
“The large venue space has continued to 
grow over the past year, but what we have 
found most interesting is the crossover 
between verticals,” says Chris Mascatello, 
executive VP of technology sales for ANC 
Sports. “Large venues are looking at retail 
and transportation markets to get ideas for 
their concourses and other locations, while 
other markets are looking at large venues 
for recommendations to create an immer-
sive experience.”

Nor-Com has found success in the sports 
venue market, among others, because of 
introductions through its architectural, engi-
neering and consulting partners, says CEO 
Dan Van Meter.

“As a member of the design team, we are 
well-positioned to seamlessly engage the inte-
gration phase with little or no on-boarding or 
disruption to the construction process,” he says. 

Keep It Simple
Stadiums and arenas represent PingHD’s 
strongest market. The company developed 
a digital signage content management 
software in 2014 that allows it “to compete 
more aggressively than before” for work in 
that market and others, says Kevin Gold-
smith, director of digital media operations.

“Bundling the solution into a complete, 
all-inclusive three-year cost has proven to 
be successful with much of our competition 
providing high upfront costs and monthly,” 
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Alpha Video
Minneapolis
alphavideo.com

1 105 45 $40,000,000 10% 325 5% 10% 10% 5% 20% — — — — 25% —

ANC Sports Enterprises
Purchase, N.Y.
ancsports.com

2 191 18 $49,000,000 16% 30 — — — — — — — — 90% —

Nor-Com
Hebron, K.Y.
nor-com.com

1 49 44 $7,000,000 14% 256 17% 35% 21% 2% 1% 1% 2% 3% — 10% 2%

PingHD 
Denver
pinghd.com

4 28 8 $6,000,000 15% 75 5% — 5% — 5% 25% — 10% 5% 35% 10%

Westbury National 
Toronto
westbury.com

3 150 44 DNP 5% 250 35% — 10% 3% 6% — 3% — 3% 15% 10%

“Our sports clients have an inflexible deadline: opening day.”  
—JERRY GALE, ALPHA VIDEO & AUDIO

PERCENTAGE OF REVENUE* DERIVED FROM
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