Merging a familiar name with
a new stirategy

fter his return from exhibiting at a large summer 2010 mako shark tournament in
his bometown region of Long Island, NY, SI-TEX Vice Presicdent/Sules Allen
Schneider was philesophical about his companys re-introduction to the public
eve “We mn Into some boaters who really didnt know who we were or the extent
of our product line. Many others were lamiliar with the SI-TEX brand from the “old
days,” but didnt realize we were still in business, much less based i their own
backynrd. Still others related past positive experiences with SITEX. speaking ol
fishfinders or autopilots on their old boats with an awed reverence, like one would talk about a
favorite old car

Rather than see this as 8 negative. Schneider and the new SI-TEX management team chose (o
view their public perception as a sign of settous upside potential. Referred to by some industry
insiders as a “sleeper” hrand or “best kept secret,” the new SI-TEX organization has steadily been
putting itsell in 4 position to provide n wake-up call to the ndustry

Ihe process of reinventing SI-TEX began when industry. veterans Schnescler-and Ted Bodt-
mann teamed up with Seiwa Electronics to scquire SISTEX from Koden Electronics in late 2009
Seiwa is headquartered in Hong Kong and has been the supplier of chartplotters to SI-TEX for
more than 20 vears. They acquired a full product line with a strong following m the light com-
mercial fishing industry, with sport fishing and sailboats being the next most important market
seements. Geographically, the strongest sales for SI-TEX came from the Gulf Coast. lollowed by
the Mid-Attantic and Eastern Canacls
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[ndustry veterans Ted Bodimann (rnght)

and Allen Schnesder teamed up with Seiwa
Electeonics in 2009 to purchase SI-TEX from
Koden Electronics. Bodimann [s the companys
president und Selinelder is vice president/sales

They saw potental in the SI-TEX brand
and set our to build a new company using this
established producr line as the [oundation
Thewr nmmg, of course, couldnt have been
warse, and it would 1ake a senous depanurn
[rom “business as usual” o have a chance ol

SUCCeSS

New team, new approach

When we relocated from Flonda 1o New
York, we really ser our ro make a fresh sian
said Schneider. "We moved into a brand new
building and established all of our business
systems from scratch. This enabled us 1o put
together an elhicient orgamzauon thar kes
advantage of the latest business iechnologies
As o result, we've been able 1o keep our over-
head low and ger a sirong foothold i the
murket, even in this tough econamy,

I'he companys cost-contmlling measures
and new business infmstructure have enabled
SI-TEX 1o profitable  quickly
According 10 Schneider, these same factors
position SI-TEX well 1o both expoand 1ts busi
ness 1o cost-effecuve manner and weather
futtre economic storms  withour running
aground  “We've all seen large manne elec
tromics manufaciurers making dmstc cu
backs und changes 10 endure these ough
tumes. The new SI-TEX was built from the
pround up 1o succeed 1 these tough marker
conditions.”

A key 1o SI-TEXS business plan was
assembling o weam ol sales organizanons lor
North Amencan and key mternanional mar-
kets.  Bodumann and Schneider used then
decudes ol expenence and connections in the
mdustry 1o [oster business relatonships with
five 1op firms, each selected for its expenence
regional reputation and rrack record of suc
cess, Enston, MD-based Bruce Hacken Com-
pany 15 representing SI-TEX m New Jersey
Muryhimd, Delaware, Virginin, Pennsylvania
and North Camolina. The West Coast inclug-
myt Alaskn, Washmgron, Oregon, Califormia
Hawan and Western Canada 1s bemg handled
by Richards Marme Marketng ol Feisson
WA. under the direction of hushand-and-wile
tenm Mark und Cheryl Richards

pecome

Marine Electronics Joumal 57



SITEX secently éxpanded its Long Island, NY, offices to consulidate service
and other functions in one Jacility, This will allow Jor Detter dealér/custontes

service and Jaster turnaround on warranty and service work.
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KN] Marketing of Stoughton, MA, is managing SI-TEX sales lor Eastern
Canada, as well us the Northeastern US. Principal Paul Barton worked with
SISTEX in Flonda lor almoest 10 years before [orming his outside sales firm
with SI-TEX a< n key client in 2001

Pilot Marine of Jacksonville, FL. is handling the Southeastemn US. The
firm has two decades of experience representing the SETEX Birand

International sales speciallst Peter Berms ol
the Robumn Agency Is in charge of sales for
Latinn American and the Carfbbean, 1wo key
emerging markets for the company, according
to Schneider

Securing (hese sales representatives was
probably the most important thing we did
after hanging the sign on the door” said
Schneider. *Our biggest hurdle [n re-entering
the marketplace has been getting dealess to
take a new look at SI-TEX. Some might have
done business with the ‘old' SIETEX, others
weren'| famillar with us at all Our reps have
done a greut job of opening doors for us |ts
been interesting 1o watch dealers corne [ull
citle—from thinking they coulidnt <ell SI-
TEX 10 realizing that we do have o lot 1o offer
Especially with some ol the unigue, competi-
tively priced olferings we've introtduced 1o dif-

[erentiate ourselves

Small is more

Bodtounn and Schneider have aleo made
A conscivus elfort o differentiate thetr com-
pany and its corporte culture from the rest of
the industry “Over the past <everal years, the
incustry has seen manufacturers buying one
another and/or combining product ollerings
\s & resull, product lines have been scaled
hack 10 eliminate ‘redunduncies, personael
have been shifted around and the rules of
business have changed.  In an industry tha
was histoncally built around people and per-
sonal. relationships, thats not good for busi-
ness,” said Schneider

So, as some other companies are getting
larger and more complicated to navigate, Sl-
TEX has gone out of its way 10 be “counter
culture™—small, responsive, [rendly and easy
to work with. They have an unwntten rule
that the phone always gets answered by the
third nng. And 1% just as likely as not that
Bodtmann or Schneider will be on the other
end of the line (o help dealers und customers
alike. That comes with being small, of course
But unlike some small companies that try to
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One of the challenges ahead Jor the new SETEX is maintainimg its smali<company feel and wesponsiveness
10 customers while simving o expand. “We expect to gmow and cxpand, but that’s not gomg to change the
hind of company we are.™ savs Bodtmann. “Alfen and I came up through this idusery in o different era,

when relationships and service mattered as much as anvihing.”

fpok bigeer than they are by directing phone-
in customers through an auto artendant to
punch one lor sales, two lor service or three
for marketing,” SI-TEX takes pride in provid-
ing old-school personal service

Dealers and customers are pleasantly sur-
prised when we answer the phone directly and
st answering their questions or helping
them fix their problems” said Bodimonn
“We get a fair amount of calls from customers
fooking lor help with SI-TEX products that ane
20 years old or more. It amuzes us how many
calls we get on products that were originally
sold in the 1980s and are «ill working on
hoats. And 1t amuzes the customers that we do
our best to support these products and help
them out.”

New products drive sales

Even during a year thit could only be called
tough for the manne industry ns n whole, the
SETEX management team has genuine reasons
for optimism. Sales for 2010 have been “very
good” according to Schnelder, with the new EC
Series of multifuncrion chartplotters doing par-
ticularly well. They have also seen steady gains
in autopilot market share "We are wvery
encouraged by the growth in sales of the SP70
and SPSO autopilots,” sald Schnelder: “A lot of
this came from commercinl customers replac-
ing original SI-TEX pilots after over |0 years of
hard use in very harsh environments. This 1ells

us two important things: that our pilots stand
up well to the harsh world of commuercial fish-
ing, and that onee amariner has u SITEN pilot
hes very likely 1w buy another when it finally
does sear out. Extmpolating this across the
murine electronfes market at Jurge tells us how
impertant it will be for us o ke advantage of
this brand Joyalty and convert old SI-TEX cus-
lomers into new ones.”

Improving and expanding its autopilot Tine
has been a top prionty at SETEX for 2010
New options have been added 10 existing
pilots, meluding mechanical steering choices
variable flow adjustable solenoid valyes and
Telellex Smart Stick options.  Taken in com
bination with SI-TEX'S in-house autopilot
expertise (Schnelder was Northeast regional
<itles manager for Simmd for 10 years and hos
spectalized m pilots his entire career), the
company s expecting [urther market share
gains in the autopilot segment

Balstering this optimism s the impencding
introduction of SIETEXS new SP36 autopiio
for 2010-2011. This pilot was specifically
engineered 1o provide several competitive
advantages in the  marketplace
including a three-axis rue compass
sunlight viewable color display, com-
petitive pricing, virtual feedback
capabilities and the ability 1o handle
a wide range of vessel types up to
100 feet in length

Expanding and improving 1ts autopilot line weas a top priority during 2010.
led by the introduction of the SP36. The company sald it was also encouraged by

sales of W EC sevies of multifunction chartploteers
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Looking to the future

"We've put the right pleces in place and
hitve been blessed with o strong start In i very
tough economy, but we realize this 5 no time
o rest on our laurels ® said Schnelder. “New
products and immovation are the Iileblood of
this industry, we need 1o be looking ahead ar
five yedls down the roud

Towands thar end, SIETEX 5 working
further enhancing and expanding its autopilot
offerings over the next few years. The com-
pany also plans o leverage its reputition for
commercial-grace fishfinding equipment by
introducing i seties of new products in this
sector, That process was scheduled 1o begin
with the introduction of a4 6-inch color
muachine this [l

Asicle from staying ahead of the new-prod-
ucet techmology curve, SI-TEX has another
challenge It must nddtess lor the future: keep
ing its small-campany leel and responsiveness
s 1t strives lor growth i the areas ol market
share, product olferings and pesonnel. "W
EXpect 10 grow andl expand, but thas not
golng 10 chunpe the kind ol company we are
suld Bodmunn. “Allensand | cune up theough
this industry in o different er, when relation-
ships and ervice mattered as much us any-
thing, We hrought this wtitude with us (o SI-
TEX, we've organized a sales force that shares
our corpomte culture, and we plan on keeping
it this way as we move forwarl. We may be
selling technology, but its still people who
ME

deline your company’
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