
Return of Football 
and Other Fall 
Happenings 
by Bob Zaruta, President/CEO, NWIRC

Autumn is underway and football has 
returned. October is Manufacturing Month, 

Cybersecurity 
Awareness 
Month, and 
International 
Strategic 
Planning Month. 
The COVID-19 
pandemic and 
crisis continue to 
disrupt, alter the 
course, and force 
change in what 

and how we do things as individuals and as 
businesses. And, the NWIRC remains very 
active engaging manufacturers through 
the COVID Recovery Program (CRP) and 
our core services. Let me take the liberty to 
use the platform of football to offer some 
analogies and new realities to connect 
current times to these October events. In 
the end, after the fun play on words, my 
goal as always (in this column) is to provide 
meaningful insights, ideas, and practices to 
trigger new thoughts and actions.   

Before I do that, in recognition of 
Manufacturing Month, please join me 
in a salute to the more than 560,000 
manufacturing companies and their nearly 
15 million employees across the United 
States.  Perhaps more than ever before, 
the importance of producing goods in the 
United States is more fully understood and 
appreciated. Manufacturing continues to 
drive economic prosperity and will play a 
critical role in our economic recovery from 
COVID-19.  In the face of new challenges, 
manufacturing companies continue to 
demonstrate incredible resilience, drive 
innovation, and produce high quality 
products that we need and desire. 
Pennsylvania is the 8th largest 

manufacturing state in the country. Here 
in our region manufacturing represents 
about 20% of the economy,  which is 
nearly double what it is in the state and the 
nation.        

Now to the football analogy. Game 
conditions changed when COVID-19 
entered the stadium. For most 
manufacturers, the pandemic crisis 
smacked them in the chops without an 
official’s penalty flag and any consolation 
to follow. Game plans had to be altered 
immediately. The luxury of time to 
implement a new plan, with strategic 
play calling, went away. To respond 
to the crisis, manufacturers forfeited 
the traditional process of drafting a 
plan, collaborating with staff, revising, 
collaborating again, conducting a 
test (practicing), evaluating, and 
deploying action to improve. Instead, 
manufacturing companies were forced 
into a new cadence for Plan, Do, Check, 
Act (PDCA) and were forced to execute 
in a 2-minute drill on a regular basis.

We’ve huddled (mostly virtually without 
face masks) with owners and managers 
of manufacturing companies to revisit 
their game (strategic) plans and to 
perform a current SWOT Analysis. We 
scouted for and booked double and 
triple parlay plays designed to leverage 
Strengths, reduce Weaknesses, seize 
Opportunities, and address Threats. 
We scored big tackling all 4 SWOT 
components on a single strategic 
play. For example, a company with a 
high concentration of business in the 
automotive industry and with only a 
few key customers (weaknesses), and 
machine capabilities for high volume 
part production and capacity to take 
on customers(strengths), entered new 
markets in the DOD Supply Chain and 
won business from other new customers 
(opportunities), and reduced business 
sustainment risks (threats) with NIST 
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SP800-171 and CMMC compliance 
and developing a Business Continuity 
- Disaster/Emergency Preparedness 
Plan. 

I hope this analogy wasn’t too cheesy 
and that it triggered some thoughts 
for actions you can consider for future 
strategic planning. 

 

Remote Selling 
During Pandemic 
by Deane Patterson, 
Principal, Patterson Consulting 

COVID-19 has drastically altered our 
lives and interactions. Employees 
with internet access, a computer and 
a phone are able to work remotely 
and for some, the office is no longer 
the physical epicenter of work. In 
just a few months, the pandemic has 
changed the way many do business. 
This is evidenced by a mini real-estate 
boom where remote-workers are 
abandoning crowded cities and towns 
to live in less densely populated 
suburban and exurban locations. We 
are in a time of significant change in 
how we interact; especially in-person 
selling.    
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For salespeople, COVID has supercharged a trend. 
In my consulting, I regularly work with salespeople 
who were already finding it difficult to get face-time 
with customers and prospects. In the same way 
technology has driven efficiency in production, it has 
also transformed the office. Employees wear many hats 
and have less time for the typical sales call, lunches, or 
meetings. Additionally, a new generation is moving into 
decision making roles. These younger individuals often 
prefer interacting via apps, text or email rather than 
calls or in-person meetings. According to McKinsey1, 
B2B customers who prefer in-person sales visits fell to 
34% from 52% prior to COVID-19. Today, twice as many 
companies (66%) prefer digital sales interactions instead 
of in-person. 

The landscape has changed, so what do we do 
differently? Video sales calls? Offer webinars? Email 
blasts? Well, yes and 
no. Face-to face selling 
is successful for good 
reason. Humans are 
adept at perceiving 
subtle cues such as 
tone of voice and 
speaking pace, as well 
non-verbal cues such as 
facial expressions, posture and eye-contact. All these 
cues can help build rapport, instill confidence, and 
demonstrate competency/knowledge. Ultimately, in-
person selling creates trust. The bad news is that, simply 
changing the medium to video and doing the same 
old thing you’ve done in the past doesn’t work. Video 
conferences are typically shorter, it’s hard to read faces 
and body language. Likewise, phone calls are often flat 
and uninspiring. As many salespeople are discovering, it 
often doesn’t work. A salesperson recently told me they 
felt as if they were blinded during a video interaction. 
That is understandable. 

To be successful at remote selling we must build the 
same rapport, confidence and trust using different 
techniques. This involves leveraging technology and a 
systematic approach to sales and marketing. The first 
important step is to move sales messages ‘upstream’ 
into your marketing and inbound strategy. Prospects 
want to evaluate and understand your company at 
their convenience. For example, salespeople often 
pitch capabilities during a visit. Move this information 
upstream out closer to prospects. Adapt it for a 
prospecting email, post to your site, or social media. 
Prospects who may not return phone calls, may be 
searching for your services. Create more ‘engagement’ on 

your site or pages. Like follow-up by a good salesperson, 
engagement keeps your company top of mind. In a 
digital sales process, this is accomplished by fresh and 
relevant content. For example, updates on projects you 
are doing and useful industry tips or videos. Next are 
calls to action. Once a prospect is aware and engaged, 
make it easy for them to contact you; and be responsive. 
Signing up for a newsletter, a free document, or a 
chat to answer technical questions all help a prospect 
make contact with your company. These are just some 
of many possible tactics. By relying on marketing to 
raise awareness, create consideration and pre-qualify 
opportunities, you reduce the burden on in-person 
selling. The salesperson has more time to focus on fewer 
but more qualified business opportunities and closing 
deals. 

With more highly qualified leads, sales can focus on 
needs, solutions, and closing deals. Discussions with 
an interested prospect are more suitable to a remote 
conference call or video meeting. So, it’s time to have 
those meetings. It is overlooked, but critical that you 
learn and become an expert at using technology for 
selling. If you are using a video platform like Zoom, or 
another conference call software, you must become 
an expert. Practice with colleagues. Can they hear you, 
see you? Can you schedule a meeting, adjust video and 
audio controls, and screen share? You may need to set up 
your client as well. I tell clients that remote technology 
is their new suit of clothes, so look sharp. Speaking of 
looking sharp, pay attention to your video background.  
I also highly recommend you leverage other toolsets 
to improve your remote follow-up. Tools like a CRM for 
contact management, email applications to increase 
the frequency and consistency of messaging, and social 
media competency. These tools will help you be more 
effective at remote selling. Humans are social creatures. 
Person to person interaction will always be important. 
After the pandemic it is likely we will return to some level 
of in-person selling, however like smart phones, this 
change has taken root and remote selling is here to stay.  

1) McKinsey B2B Decision Maker Pulse Survey, April 7, 2020

 

New Cybersecurity Rules  
for DoD Contractors
by Melissa Becker, Government Contracting Specialist
Northwest Commission PTAC 

October is Cybersecurity Awareness Month, and also a 
great opportunity to reinforce CMMC, the U.S. Department 
of Defense’s (DoD) new Cybersecurity Maturity Model                   	
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Certification rolling out this year. This new certification will 
become a standard requirement for companies working 
on DoD contracts. Basically, CMMC is a certification of a 
company’s cybersecurity. There will be five levels of CMMC 
certification, ranging from basic cyber hygiene practices 
(Level 1), all the way to the most sophisticated cybersecurity 
efforts for the most sensitive projects (Level 5). The CMMC 
requirement will be included in certain new solicitations and 
contracts beginning in 2021. Eventually, DoD will assign a 
CMMC level to every procurement it issues -- compliance with 
the applicable CMMC level will be a mandatory element of 
contract eligibility. In other words, if a bidder doesn’t meet 
the CMMC level assigned to a solicitation, they won’t be 
eligible for that award. And, compliance with the applicable 
CMMC certification is required for any subcontractor under 
the opportunity. Companies doing, or interested in doing, 
contract work with DoD would be well served to begin 
reviewing and implementing CMMC now by following the 
current DFARS regulation 252.204-7012 using the  
NIST 800-171r1 standard. CMMC Level 3 will be comparable 
to this NIST standard plus 20 additional controls.

As the program is being rolled out, CMMC certifications will 
be obtained through a third-party auditor/assessor hired 
through C3PAOs. DoD has not yet announced who those 
auditors will be, however the first round of CMMC Level 1 
assessors will be released soon. Worth noting is that although 
CMMC is, for now, a DoD-specific initiative, it is expected that 
this cybersecurity certification program will expand to civilian 
agency contractors as well, making CMMC a government-
wide requirement to help protect all federal agencies’ 
information. Federal contractors & subs should always 
thoroughly read their contract documents and be fully aware 
of their compliance responsibilities. Contact your local PTAC 
for assistance with understanding these new rules. 

Side Note: Robyn Young, Government Contracting Manager 
at Northwest Commission PTAC, and guest panelists, will 
be featured in an upcoming webinar, CMMC - What DoD 
Contractors Need to Know, on October 15th.  
Register at www.nwirc.org/events.

 

Exploring the Marvels 
of Manufacturing
Manufacturing Day is October 2nd, but we’re celebrating all 
month long. NWIRC, with numerous sponsors and community 
partners, have launched Exploring the Marvels of Manufacturing. 
It’s an activity for students in 6th-12th grades within 14 counties 
of northwest and north central PA. Teachers can use as a class 
project or students can participate on their own. Students will 
share how manufacturing touches their own life and learn about  

companies in the 
region. They will 
submit their entry 
via an online portal 
to be entered into 
a random drawing 
for some awesome 
prizes from  
October 1-31, 2020. 
Program sponsors 
are:  Edinboro University, Northwest Bank, NWIRC,  
NWPA-NTMA, NEFF, and ABB. Other regional partners include: 
Northwest Tri-County Intermediate Unit (IU5), Riverview  
Intermediate Unit (IU6), Workforce Solutions, NWPA JobConnect, 
West Central Job Partnership, Career Street, Crawford County 
K-12 Career Education Alliance, and Steel Valley Authority. All of 
the materials can be found at:  www.nwirc.org/mfgmonth

 

Honing in on 8 Wastes
A 4-part series to examine and elevate awareness of the  
8 wastes in manufacturing (DOWNTIME).  

Eight Wastes, Part Three:
Transportation is the unnecessary movement 
of people, tools, products, equipment, or 
materials between processes.  A simplistic 
example many can relate to is the making of 
the morning coffee. Whether in cupboards or 
drawers, are your coffee beans, grinder, filters, 
cream, sugar, spoons and coffee mugs – all 

within arms’ reach of your coffee pot?  This waste is often 
the result of a poor plant or office layout or misaligned 
process flow that causes unnecessary or excessive steps. A 
value stream map can help identify and eliminate steps that 
don’t add value to your customer.

Do you have ‘just in case inventory’? This 
includes both raw materials and finished 
products. Companies sometimes order too 
much or have product on hand to protect 
against  production delays, potential surge 
in demand, or lack of faith in suppliers. The 
inventory waste is connected to several other 
types of waste. It leads to an increase in costs 
because items are paid for- but ‘waiting’ and have the risk 
of parts becoming damaged or obsolete. Too much product 
inventory is connected to ‘overproduction’.  Evaluating 
reasons for overproduction and using business systems for 
data-driven inventory management are good places to start 
digging into inventory waste. 
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 YOUR STRATEGIC BUSINESS ADVISORS

If you have questions, or would like to speak with someone from NWIRC about services, please 
contact your Strategic Business Advisor (SBA): 

Scan for more details

 UPCOMING EVENTS
WEBINARS

COVID-19 Safety & 
Pandemic Officer 
Oct 13

CMMC Overview for  
DoD Contractors  
Oct 15

Where Workers’ Comp 
and Employment Law 
Intersect 
Oct 29

VIRTUAL  
TRAINING SERIES

Workplace Productivity 
Oct 20, Oct 27, Nov 3
 3-weekly webinars to inspire you 
in creating a high-performance 
organization, enabling you to 
meet performance goals, attract 
and retain employees, and gain 
new customers.

Grow with NWIRC  
Oct 22, Nov 5, Nov 19,  
Dec 3, Dec 17
 Are you looking to increase sales, 
expand your markets, or find 
new customers? The pandemic 
has played havoc on the sales 
approach for most companies. 
This 5-part webinar series, 
packed with tips and tools you 
can implement now, will help 
you develop a solid plan for 
future growth.  

Employee Development: 
Critical Thinking  
Oct 21, Nov 18, Dec 16
 A series of 3-monthly webinars  
designed to help you 
think differently, find the 
root cause of problems, and 
create long-term sustainable 
solutions. Walk away with new 
tools and resources to implement 
at your organization.
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764 BESSEMER STREET, # 105 
MEADVILLE, PA 16335

Lisa Pustelak
814.683.1034

Crawford, Warren Counties, 
Corry & Edinboro

NORTHWEST OFFICE
764 BESSEMER STREET, # 105 
MEADVILLE, PA 16335

Andrew Idzik 
814.217.6068

Erie County & Bradford

ERIE OFFICE
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