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less energy, are low-maintenance and cost less.
“Generally the industry is doing a better 

job using the LEDs for ecological as well as 
efficiency reasons,” Baron said.

The largest part of  Suntec’s revenue 
comes from repeat customers, followed by 
Internet sales through the company’s web-
site and finally referrals. 

Suntec’s signs and awnings can be seen at 
businesses such as Half  Price Books, Pan-
cho’s and the Dallas Cowboys Pro Shop. 

Lynn Prude, a long-time customer and 
former regional president of  American 
National Bank, says Suntec produced the 
signage for the two locations in Northeast 
Dallas and Oak Lawn.

“(Robert) gave us suggestions on signage 
as far as colors go and really made them 
stand out,” Prude said. “Everyone was re-
ally pleased with that, so everyone started 
changing their signage to match the one in 
Dallas because it looked so much better. His 
product is great, the pride in what he does 
is great and his delivery is always good.”

Baron says the company is taking a new 
marketing approach and will be more 
involved with the designer and developer 
projects at an earlier stage.

“It’s another way we’re separating our 

selves from the rank-and-file of  companies,” 
Baron said. “We have the credibility, we 
have the professionalism and we have some 
extraordinary design skills in-house. This is 
just another way to make us stand out.”

While Baron has no plans to retire in the 
near future, he is confident that he has built 
a business in which the legacy of  his hard 
work and dedication will live on.

“I’d like to think we can look forward to 
exciting times when the younger guys take 
my place, which hopefully won’t be too far 
in the future,” Baron said. “I don’t play golf, 
but if  I did play golf  I’d want to go out and 
play more golf.”

cmlynski@bizjournals.com | 214-706-7117

For the 
next generation of  
great companiesEnterpriseZone

SUNTEC’S HANDS-ON 
DESIGN ADDS CHARACTER 
TO CUSTOM SIGNAGE

Signs, signs everywhere
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SIGN OF THE TIMES: ‘Generally the industry is doing a better job using the LEDs,’ said Bob Baron, at right, with 
Vice-President David Tobias at the tenant directory columns at The Plaza at Preston Center.

G R E AT E S T  C H A L L E N G E
“The economy, without a doubt,” Presi-
dent of Suntec Industries Robert D. Baron 

said is his company’s greatest challenge. “As 
hard as you try to keep a business going, busy 
and productive, you can’t fight the deduction in 
business tempo that’s occurred as a result in the 
downturn of the economy. There is less building, 
there are fewer new developments, there are 
fewer people going into new businesses and in 
fact many businesses failing. That sort of down 
cycle has obviously affected us. But it’s not the 
first downturn we’ve been through and I’m sure 
it’s not the last — in 36 years there’s been a few. 
We’re working in areas we never used to before. 
We’re doing mobile signage, which we never 
used to. We’re always on the look out either for 
new products or a business opportunity that 
might present itself as something we could com-
bine under our own roof or not, but would give 
us synergy between the industries.” 

A  D A Y  I N  T H E  S U N
NAME: Suntec Industries   
BUSINESS: Architectural manufacturing
HEADQUARTERS: 3220 Quebec St., Dallas 75247
OWNERSHIP: Private
TOP EXECUTIVE: Robert D. Baron, president
EMPLOYEES: 25
ANNUAL REVENUE: $2 million
PHONE: 214-630-1116
WEB: www.suntecindustries.com

Trust is hard 
to build, 
easy to lose

BY CHRISTINA MLYNSKI | STAFF WRITER

In 1986 Robert Baron, president of  
Suntec Industries — a custom signs and 
awnings company located in Brook Hol-
low — got a second chance at life when 
he moved from Johannesburg, South 
Africa to Texas. 

He was armed with knowledge and 
expertise in the mechanical and electri-
cal security services, Baron says, but he 
didn’t know the first thing about own-
ing a sign and awning business. 

It was the thrill of  living out the 
American Dream that drove Baron to 
thrive professionally.

“When I came here, I wanted to do some-
thing different,” he said. “It’s not often one 
gets a chance to start again in life.”

Baron has proven that rolling up his 
sleeves can lead to a successful busi-
ness, which serves more than 150 cli-
ents, has 25 employees and is currently 
involved with 31 projects.

Suntec was founded in 1976 as an indus-
trial awning company. Baron acquired 
the company in 1987 through a business 
broker, and in 1996 he purchased a sig-
nage company to combine both indus-
tries into a full-service business.

The manufacturing at Suntec is all 
in-house — within 42,000 square feet of  
space, yards of  fabric are stacked on 
top of  one another as employees pull 
out selected colors to cover an awning. 
Meanwhile power tools weld and bend 
metal into letters for signage.

The company has departments for 
production, art and sales. 

Suntec’s mission is to provide compa-
nies with distinctive business identities 
through logos, corporate trademarks or 
image requirements.

Suntec focuses on two key factors: 
quality and service. The company 
strives to improve its final product by 
using materials for awnings to prevent 
weather damage and choosing the per-
fect letter sizes for signage, for example. 
A Suntec employee builds the sign and/
or awning by hand because the compa-
ny prides itself  on custom products.

“It proves to be a better product,” Baron 
said. “You can use a machine and it will 
pop out letters identically, but where’s the 
character or distinction in that?”

To stay ahead of  its competitors, Sun-
tec has created a system to dismantle 
awnings after manufacturing for conve-
nient shipping to clients in locales like 
Hawaii and Costa Rica.

“It’s like a giant Tinkertoy,” Baron 
said. “We’ve done jobs literally north, 
south, east and west.” 

For signs, the breakthrough of  LED 
lights — light-emitting diode — has al-
lowed Suntec to provide its clients with 
a longer-lasting product. 

Unlike traditional neon, LED lights use 

Imagine that trust issues on 
your team are so deep-seated 
that you begin to wonder if  
this team will ever be able 
to be high performance.  

We know silo thinking, conflict 
avoidance, a lack of  confidential-
ity and a lack 
of  account-
ability play 
havoc with an 
organization’s 
efficiency, 
effectiveness, 
quality and 
bottom line. 
Now imagine 
the impact 
that all of  this 
has on the 
workforce.

Most busi-
ness leaders 
don’t have to imagine this sce-
nario. It is how most businesses 
are led and managed today, large 
or small. 

These behaviors usually reflect 
leadership cultures based on 
power, politics or personality, with 
results being sub-optimal at best.

The greatest victim is the loss of  
trust between individuals, teams, 
departments, and between senior 
leadership and the workforce. 

And yet we keep working this 
way.

Trust is the one principle of  re-
lationships we know we must have 
to be successful in our own lives, in 
our teams, and our organizations. 
And yet it is the most elusive for 
us. It is an amorphous quality of  
relationships — we can’t touch it, 
hear it or see it. But we can feel it. 
We know when we are trusted and 
when we trust another. It is hard 
to attain and easy to lose; and if  
lost, we may never regain it. Trust 
is the icon for our personal and 
interpersonal integrity. 

Distrust in teams, especially 
leadership teams, can result from 
our playing by different rules, 
having different interpretations 
of  events, or having undisclosed 
expectations of  each other or the 
business. 

What if  we could agree with 
each other about how we will work 
together — at a level of  100 percent 
true consensus, no reservations. 
What if  we created a set of  team 
operating agreements to govern 
us, how we make decisions, handle 
disagreements, are responsible for 
each other and the business, hold 
ourselves accountable, keep things 
confidential and resolve conflicts. 
What if ?

Marshall is Senior Partner for Organizational Lead-
ership at the Center for Creative Leadership. He can 
be reached at marshalle@ccl.org, or 919-265-9616.
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avoidance, a lack of  confidential-
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Entrepreneurs’ 
story shows how 
personal touch 
brings success
Suntec Industries uses 
customization to light up 
its sign business. 


