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Technology Support Infrastructure for Professional Organizations and Nonprofits 
 

Sinu, Inc. was established in 2000 and is a privately owned IT services company 
headquartered in New York City’s TriBeCa neighborhood. We are the technology 
support infrastructure for professional organizations and nonprofits on the Eastern 
Seaboard and throughout the country. We specialize in small business IT support for 
companies that range from 10 to 300 employees. 
 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 
 
CEOCFO: Mr. Owen, what is the concept behind Sinu? 
Mr. Owen: The concept behind the company is that small and medium sized 
businesses, particularly over last thirty years, have struggled to find solutions and, to 
some degree, the discipline to put in place technology that works for them as opposed to 
against them. The struggles are with a variety of things, but it largely boils down to lack 
or resources and lack of budget. Therefore, Sinu’s mission is to develop and curate a 
platform which allows for the delivery of the kind of enterprise class tools that the 
enterprise has used successfully for years, along with the kind of discipline that 
produces high availability systems and really, at the end of the day, high uptime and 
high productivity for employees. Small companies – that increasingly are trying to 
compete with larger companies in a fast paced market place – need technology to be 
their lever, their ally and their tool. We have developed an approach and a platform 
which allows them to do that. 

 
CEOCFO: You mentioned discipline twice. Would you explain how that comes into play? 
Mr. Owen: The thinking behind discipline is this; that in order to have solutions which are reliable and highly available and 
therefore maximize employee productivity, you have to have the discipline to follow through and to put policies, 
procedures and solutions in place. Unfortunately, for small business, these are solutions and policies that take a certain 
focus to see to completion. Small organizations are very often distracted by the bottom line of doing business and very 
often do not have the resources both in terms of personnel and in terms of budget, to see these kinds of projects 
completed. However, they are critical to the long-term stability of the IT systems, which, in turn, produce employee 
productivity. That is, in part, what we are hired for – to bring our experiences to bear and to understand the discipline 
required, particularly to critical systems like communications email platforms, to see those projects through and get them 
to the place where they can deliver on the promise of reliability. At the end of the day, the small business is easily 
distracted for reasons which are very understandable, but which cost them time and money in a way that is often hard for 
them to appreciate. 
 
CEOCFO: Who might be your typical customer? Would you walk us through a scenario of how you engage with a 
client? 
Mr. Owen: Yes, absolutely. We have not chosen, not in what I would consider a meaningful way, to focus on vertical 
categories, except to the degree that our clients are anywhere between ten and three hundred employees, and they are 
staffed by professional knowledge workers. In other words, any business which relies on technology to allow their 
employees to produce value is our typical customer. That means that financial services, entertainment, consulting of any 
ilk, nonprofits, all of these kinds of organizations. A typical customer for me would be a sixty-person nonprofit foundation 
or a seventy-five person consulting firm. They turn to us because they have chosen not to have technological resources in 
house. They see value in outsourcing that piece. When they do that with us, we engage with them in a way such that we 
provide function; it’s what we used to think of as infrastructure, but now think of it as function. That is email, security 
systems, data back up systems, disaster recovery systems and monitoring systems. Therefore, a very large portion of 
what, traditionally, they would have gone out and bought, installed and owned, we now provide for them as a service as 
part of a subscription engagement. The other half of that subscription engagement is unlimited support. They get the full 
time help desk at their disposal. They get a full time engineering team at their disposal. They also get a full time account 
management team, which in many ways is the piece for us which delivers strategic value with CTO-level consulting, all 
available to them on an unlimited basis as part of the subscription. The engagement includes a full time IT technology 
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management department who is delivering solutions and support and who is trusted by the organization around all things 
technological. The bet we have made is that the solutions that we have put in place and our platform which is curated 
based on our senior managements’ experiences in enterprise, delivers the kind of stability and productivity that actually 
reduces the organization’s need for support down to a minimum. That means that we can risk offering unlimited support, 
because we know the solutions we are putting in place will have relatively small demand for it. 
 
CEOCFO: When you are speaking with a potential customer is there an aha moment when they understand the 
value of Sinu? 
Mr. Owen: We are a small business that caters to small business, so we understand them. The Chief Executive of 
organizations that we support is very often a man or woman who has done very well in an industry somewhere else and 
has spun out to do their own thing and grow a nice business – a thirty person business. The aha moment is where they 
see the alignment of incentives. In other words, I say to them, “You can get rid of most of the stuff in that IT closet, which 
is not of strategic advantage to you anymore. Someone told you it was once upon a time, but it is not anymore. I am going 
to deliver function to your organization. I am going to support it on an unlimited basis. What you will quickly understand is 
that you and I now have the same incentive. You want reliable systems that allow your employees to work from wherever 
they are in the world and be productive twenty four hours a day and I want your employees to be productive, because if 
they are not, you and I both have a problem. I have got to solve it and I am doing that on an unlimited basis.” Very often, 
particularly in technology, the tradition is that no matter how well intentioned the vendor is, when the client is suffering the 
vendor is prospering. We have flipped that equation. I think that when CEOs of small business see that kind of alignment 
of incentives, it is really the aha moment. They now understand that they are engaged with a partner who has the exact 
same mission that they do, which is to make their employees productive. If that is not working then both halves of the 
equations are in a losing scenario and both have an incentive to see it fixed quickly. Also, we have an incentive to be 
proactive and start to solve problems before they happen, to keep us from being embroiled in something that is kind of a 
major outage, where everyone is suffering. 

 
CEOCFO: Would you tell us about your work with nonprofits? 
Mr. Owen: There are three principle partners in Sinu. Two of us were born and raised inside the Beltway in Washington 
DC and one was born and raised in the South Bronx. For a variety of reasons we all have powerful attachments to 
nonprofits and the nonprofit community. Therefore, that is real focus for us, kind of emotionally as a company. The other 
thing that we have found about nonprofits is that they, almost more than any other kind of organization, suffer from the 
disparity of their ambition from their resources. They are amongst the most ambitious organizations that we deal with; not 
ambitious in the sense that they are competing for business and market share, but they are competing for the wellness of 
the planet and that is a very admiral pursuit. Very often, they are very thinly funded and therefore relying on systems 
which are not part of the solution, but often times part of the problem. What is great about the Sinu approach for them is 
that we replace, by definition, a great swath of that failing infrastructure for them, with absolutely no capital expenditures. 
Therefore, they do not have to go raise money for it. They do not have to get a grant for it. It is part of the solution. They 
can benefit from these upgrades and experience without having to invest in the time and materials to do infrastructure 
upgrades. The other piece that we actually discovered after we started working about nonprofits was that our approach, 
our model, was usually beneficial to them. That is because, traditionally in nonprofits their budgets are divided by 
programming and then they have operations, and technology and IT have always fallen under the operational umbrella. 
For most nonprofits that is disadvantageous, because no one wants to fund operations. That is the hardest thing for them 
to raise money for. However, because Sinu is billed on a per person basis, they now have a compelling way of showing 
that each person associated with a program has a line item against the program, which is the cost of IT. Now all of a 
sudden, they can fund projects with technology included in the funding. The benefactors who are looking to fund programs 
that meet their organizations mission are now supporting the technology for those programs. Therefore, it is a relationship 
which has turned out to be amazingly beneficial. We get the benefit feeling good about being able to serve nonprofits and 
know the work we are doing for them is helping them achieve their mission. They get the upside of working with a partner 
who is allowing them to take much better advantage of technology in a much more efficient way and to do it in a way 
which allows them to maximize the impact from the organization. 
 
 
 

“Very often, particularly in technology, the tradition is that no matter how well intentioned 
the vendor is, when the client is suffering the vendor is prospering. We have flipped that 
equation. I think that when CEOs of small business see that kind of alignment of incentives, 
it is really the aha moment. They now understand that they are engaged with a partner who 
has the exact same mission that they do, which is to make their employees productive.” 
                                                                                                                                       - David Owen 
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CEOCFO: How do you reach potential customers? 
Mr. Owen: That is a really good question. I think, as a small business the problem of lead generation is the principal 
problem to growth. We have a very mature sales process, so when we are talking to people we do a disproportionately 
good job of bringing them on as customers. However, having the conversation is a challenge. Technology, more so than 
lots of other services, is a very emotional, almost a fear center for organizations. Therefore, they do not take the decision 
of handing over the management of it very lightly. Most organizations are really willfully blind about the state of their IT. As 
long as it is not actively broken they go to bed at night just hoping that it is doing for them what it needs to do. They are 
not asking the questions like, “Is my data safe,” or “am I paying the right amount for the right relationship,” unless there is 
a red light blinking in their face. In that sense it is really a moment in time when they are prepared to have that 
conversation. However, what we have also learned over time is that we are most successful when we have engaged 
customers. For us, engaged customers are customers who often raise their hand and say, “We are looking for a 
meaningful partnership,” as opposed to, “We are looking for the least expensive way to get our email.” That tends not to 
be a good relationship for us. Therefore, most of our customers come from referrals. Those are the best kinds of 
relationships, typically. Beyond that, we have looked recently to maximize the search engine optimization of our site. We 
are the early stages of a Stage III of a three stage process around that. Then we also utilize key word advertising online to 
drive some interest. We have also taken advantage of a few strategic sponsorship opportunities, particularly in the 
nonprofit space. 
 
CEOCFO: What is the key to keeping on top of all of the new technologies? How do you know what is likely to 
stay and what is likely to fall by the wayside? 
Mr. Owen: I think that is an outstanding question! We, as an organization, rely heavily on our CTO, a gentleman named 
Larry Velez who, as I said, grew up in the South Bronx and went to Bronx Science High School and then on to NYU to 
become a music major. He became so fascinated by the impact that technology was having on the music industry at the 
time, that he ended up going into to technology instead. In fact, he took a job on Wall Street as his first job as kind of an IT 
Rangers Squad for a major bank. My point in telling that story is that I think that Larry has a very unique combination of 
both a deep, deep understanding of technology, but also an aesthetic for the elegance which can make a technology 
successful. As an example, what we can know in the technology industry is that the way we backup our data is changing 
rapidly; that we no longer rely on tape drives or even hard drives. Now we have cloud systems that back our data up from 
almost anywhere we can create it. However, the key will be who of the eight players who are emerging are the ones that 
you want to make your bet on. That is what Larry has been incredibly successful at doing - looking at those eight players 
and saying, “These guys have the most elegant solution and this is the person that we should bet on.” I think it is really 
challenging and I think it is one of the real value propositions we have for customers, that we are the curator. We are the 
trusted advisor. We are the organization paying very close attention, so that when they call and say, “I saw an ad about 
the cloud, tell me what it means,” we have real, meaningful answers. We are very fortunate to have a special kind of mind 
on our team who allows us to have been very successful. I could name four or five startup companies that Larry has bet 
on as part of our platform who have gone on to be acquired by Google or Microsoft or EMC. He made bets that the real 
hitters in our industry agreed with later on and made hundred million dollar plus investments in. 
 
CEOCFO: Sinu has been on the Inc 5000 list for several years, so we know that business is good. What is ahead 
for the company? Why should people be paying attention to Sinu? 
Mr. Owen: I think that is also an excellent question. I will loosely define our industry as managed service providers, 
although we have never thought of ourselves as that. We were conceived, from day one, as what I would describe as a 
managed solution provider. To me, the difference is more than just a nuance. It is that other managed service providers 
are typically time and materials companies who have recognized that recurring revenue is a much easier way to sleep at 
night than project revenue is. Therefore, they are trying to wade through what can be a fraught journey from cashing 
checks for projects to putting in place recurring revenue streams. We have only been a recurring revenue company. We 
have only ever provided a solution for which we charge a flat monthly fee to organizations. What makes us a little bit 
different in that sense is that we have been able to think about our value proposition a little bit differently. We have been 
able to think about our value proposition as outside the project and the revenue associated with it, and more about how 
we are going to continue to be relevant in what is a rapidly changing environment. Therefore, we think very much about 
what I would describe as a kind of automation of business process. In other words, how can the things that we know 
about our customers and their data be presented back to our customers in a way that is meaningful to their businesses. 
These are different kinds of reporting engines that we are building to provide business process tools, which we believe, 
when reflected back to the customer, helps them to make better business decisions, not just their technology decisions. I 
am not sure that there are many other people in my vertical space who are thinking that way. That is because I think that 
most of them are still trying to figure out how to increase their recurring revenue line. Certainly, I am trying to grow my 
business. That is absolutely paramount. However, while we do that, we do that with a very careful attention to making 
sure that we continue to be relevant to the customer eighteen months from now and thirty six months from now. That is 
one of the things that differentiate us in the market. The other thing is that we very much think of ourselves as “aspiring to 
be” and I say that carefully, because I do not think that we are there yet. Anyone who thinks they are there probably has 
missed the point. However, we aspire to be something that I would describe as the Zappos of IT. That means that we are 



 
 
 

4 
 

a very customer service oriented organization. We take customer service, first and foremost, as our job, well beyond 
technologies and bits and bytes and mega pixels and all of the jargon that comes along with our industry. I like to think 
that differentiates us as well. We pride ourselves on being communicators, on being people who can take complex ideas 
and explain them to real world people in a way that makes sense and which can take some of that fear, that emotional 
reaction to technology, particularly when it is going wrong, and make someone more comfortable with it. Those are the 
things, in my experience, that we get feedback from our customers that differentiated us from how they do it in the past, 
the human side of it and again, the ambition to make sure that we are ahead of the curve in terms of what is coming next 
and how we stay relevant in that changing landscape. 
 

 
BIO: “Our clients have ambitious goals. I love that Sinu’s IT solutions have a direct impact on their ability to be more 
productive and to reach their goals, whether they are a startup media company or a deserving nonprofit." 
 
David spearheads Sinu's sales, marketing and business development initiatives. Before coming to Sinu eight years ago, 
David was President and CEO of GoMedia, a premier advertising and promotions agency, where he led the sales efforts 
to Fortune 500 clientele, including American Express, Nike, Samsung and more. Prior to GoMedia, David was a director 
of interactive sales and marketing at G+J USA Publishing, a division of Bertelsmann Worldwide Media. In this role, he was 
responsible for the development and implementation of interactive and integrated marketing, sales, and business 
development strategies. 
 
David lives in lower Manhattan with his wife and two kids. He is addicted to spinning, and is never happier than spending 
time with his family on Horseneck or Manly Beach. 

 
 
 
 

 
 
 

  
  
  
  
  

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sinu 

285 West Broadway Suite 410 
New York, NY 10013 

212.380.1230 | 877.692.7468 
www.sinu.com 


