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AIN Product Support Survey 2022
Part 2: Flight Deck Avionics, Cabin Management Systems, and Airborne Connectivity

BY A IN S TAFF

In this year’s Product Support Survey, AIN 
readers once again rated Garmin at the 
top of the list in the Flight Deck Avionics 
category, with an 8.9 Overall Average, up 
0.3 from last year. The rankings replicated 
last year’s results, with Collins Aerospace 
in second place at 8.2, down slightly from 
last year’s 8.3. Coming in third was Uni-
versal Avionics at 8.0, down 0.2 from 

last year, followed by Honeywell at 7.6.
In Cabin Management Systems, Gulf-

stream took over the top spot at 8.0, up 0.1 
from last year, followed by Textron Aviation 
at 7.9. Collins Aerospace ranked in third place 
at 7.5, down 0.4 from last year, followed by 
Honeywell and Lufthansa Technik at 7.0.

Satcom Direct moved into first place in 
the Airborne Connectivity category, which 

AIN created last year to recognize this 
increasingly important segment, climbing 
0.2 from last year to reach an Overall Aver-
age of 8.4. Gogo Business Aviation ranked 
second at 8.2, down 0.3 from last year, with 
Honeywell in third place with an Overall 
Average of 7.9, down 0.4 from last year. Col-
lins Aerospace didn’t receive enough rat-
ings to be compared to the others.

Garmin
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SURVEY RULES AND METHODOLOGY

The objective of the annual Product Support Survey 
is to obtain from the users of business jets, pres-
surized turboprops, and turbine-powered helicop-
ters statistically valid information about the product 
support provided by avionics, connectivity, and 
electronics manufacturers over the last year. The 
goal is to encourage continuous improvement in 
product support throughout the industry.

SURVEY TOOL

For the second year, the survey was conducted 
via a questionnaire developed in partnership with 

Rolland Vincent Associates, a Texas-based consul-
tancy focused on aviation market research, strat-
egy, and forecasting. The survey was created to 
provide improved ease of use and to encourage 
more participants to complete the entire survey.
The survey tool:
»  Included Spanish and Portuguese versions.
»  Asked respondents to evaluate one full  

aircraft at a time including airframe, engines, 
and avionics.

»  Included clearer language and imagery around 
the individual categories and the evaluation scale.

METHODOLOGY
AIN emailed qualified readers a link to the 
password- protected survey website, which was 
open from April 25 to June 10. Respondents were 
asked to rate individual aircraft and provide the 
tail number, aircraft age, primary region of ser-
vice, and whether they used factory- owned or 

-authorized service centers, or both. Respon-
dents were also asked to rate, on a scale from 1 
to 10, the quality of service they received during 
the previous 12 months in the following catego-
ries (for avionics): Cost Per Hour Program; Parts 

Category & Overall 
Average Ratings for 

Avionics Systems

Overall  
Average 

2022

Overall  
Average 

2021

Rating 
Change  

from 2021  
to 2022

Cost per 
Hour  

Programs

Parts Avail-
ability

Cost of  
Parts

AOG  
Response

Warranty 
Fulfillment

Technical 
Manuals

Technical 
Reps

Overall 
Avionics 

Reliability

Flight Deck Avionics

Garmin  8.9  8.6  0.3  9.1  8.9  8.1  8.8  9.1  9.0  9.0  9.3 

Collins Aerospace  8.2  8.3  (0.1)  8.3  8.1  7.1  8.1  8.6  8.0  8.4  8.7 

Universal Avionics  8.0  8.2  (0.2)  7.7  7.9  7.2  8.0  8.2  8.3  8.3  8.2 

Honeywell  7.6  8.1  (0.5)  7.4  7.5  6.3  7.7  8.3  7.9  7.9  8.1 

Cabin Management Systems

Gulfstream Cabin 
Management  8.0  7.9  0.1  7.6  7.9  6.8  8.5  8.6  7.8  8.5  7.9 

Textron Aviation  
Cabin Management  7.9  7.8  0.1  8.0  7.4  7.3  7.6  7.5  8.2  8.3  8.1 

Collins Aerospace  7.5  7.9  (0.4)  7.5  6.9  6.3  7.7  7.9  7.6  8.0  7.7 

Honeywell  7.0  8.3  (1.3)  7.0  6.4  6.3  6.6  7.4  7.3  7.7  7.2 

Lufthansa Technik  7.0  7.4  (0.4)  7.0  6.5  6.0  7.4  7.6  6.8  7.0  7.4 

Airborne Connectivity

Satcom Direct  8.4  8.2  0.2  7.7  8.3  7.4  8.9  8.7  8.3  9.0  8.6 

Gogo Business 
Aviation  8.2  8.5  (0.3)  7.4  8.2  7.1  8.3  8.3  8.0  8.9  8.5 

Honeywell  7.9  8.3  (0.4)  7.5  8.2  7.2  8.0  8.1  7.6  8.2  8.1 

Collins Aerospace *  8.7  8.3  0.4  8.6  8.8  8.6  9.0  9.2  8.9  8.6  8.4 

*  Total responses just below our threshold for direct comparison with other OEMs; ratings not included in bold scores. Ties listed alphabetically
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T H E  P E R F E C T  P L A C E 
F O R  B U S I N E S S  A I R C R A F T

Availability; Cost of Parts; AOG Response; War-
ranty Fulfillment; Technical Manuals; Technical 
Reps: Overall Product Reliability.

THE RESULTS

In total, 674 unique participants from 58 coun-
tries completed the survey, representing 1,793 
aircraft and 141 aircraft models.

AIN noticed a decent decrease across the 
board in survey responses after an increase last 
year. Rolland Vincent Associates reviewed the 
data to ensure accurate and valid responses. 
The data specialist also compiled the final survey 
results in close coordination with AIN.

Respondents were also asked to recognize 
individuals who have provided them with excep-
tional product support and service. Select individ-
uals are highlighted in this report.

RESULTS ANALYSIS

In analyzing the results of this survey, this year’s 
scores were generally lower than last year 
and even slightly lower than 2019 scores. Our 
thoughts on this are:
»  The survey period last year asked about May 

2020 to May 2021, when certain business avia-
tion segments flew considerably less than usual. 
The May 2021 to May 2022 survey period was 
almost the exact opposite, with all business avi-
ation segments flying more than pre-pandemic 
years. More flying leads to more unscheduled 
maintenance and demand on support teams.

»  Supply chain issues most likely created chal-
lenges in getting parts in a timely fashion to 
keep aircraft flying.

»  The post-pandemic time has seen an influx of 
new aircraft owners and operators that may 
have different service expectations.

COMING NEXT

The 2022 AIN Product Support Survey results will 
conclude with the publishing of results for tur-
bine engine manufacturers in the October issue.
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Garmin placed first in this year’s Avionics Product Support 
Survey, with an Overall Average for Flight Deck Avionics of 
8.9, up from 8.6 last year, also first place, and with top scores 
in every category. According to Lee Moore, Garmin director 
of avionics product support, the company continues to fine-
tune its avionics support efforts.

Recent efforts include adding dozens of new instructional 
videos with new content to the Garmin YouTube channel, 
which is linked to the e-learning section on the company’s 

“flygarmin” website. “We’re trying to make things more con-
venient for our customers, installing dealers, and OEMs,” 
said Moore. “We’ve also expanded our training team that 
is responsible for much of the content in terms of video, 
in-person training, and training catalog offerings.”

With in-person training, Garmin can come directly to a 
client location and provide personalized training with expe-
rienced Garmin instructor pilots. The Garmin instructors do 
not provide in-aircraft training, but rather use instructional 
kiosks fitted with the latest Garmin avionics to “sit you down 
and give you hands-on training on the ground,” Moore said.

A new section of the Garmin website is available to non- 
affiliated equipment installers where they can gain access to 

documentation, training, and FAQs. Dealers can continue to 
access the online Dealer Resource Center for all the data and 
documentation needed to perform installations.

This information is not available to the general public 
because Garmin uses it in part to train dealers and provide 
them and end users with a “better experience for the installer 
and ownership experience for the customer,” Moore said. 
Telephone service representatives also now have access to 
actual Garmin equipment as opposed to simulators or rep-
resentations. “They are using real equipment to help you 
through whatever problem you have,” Moore said.

GARMIN INTERNATIONAL

Collins Aerospace, rated second with an Overall Average of 
8.2 for Flight Deck Avionics, has been able to weather the 
unique challenges of the past few years by focusing on work-
ing with suppliers on resolving supply chain issues and pro-
viding customers 24/7 support—including technical support, 
repair support, and spares availability—and it has been able 
to do that “with little to no interruption,” according to the 
company. Many employees worked remotely during the pan-
demic, thanks to technology that Collins was able to put in 
place to maintain support levels, and now the company is 
returning to more normal employee travel and onsite activity. 
In the Cabin Management Systems category, Collins received 
an Overall Average of 7.5, putting it in third place.

The business aviation segment has been a strong point for 
Collins Aerospace and “has performed relatively well, driving 
focus on our ability to achieve growing support needs.” To 

enhance its support capabilities, Collins Aerospace developed 
new business and product performance analytics tools “to 
drive improvements in more predictive, on-time solutions.” It 
also prioritized expanding the customer base using its perfor-
mance programs such as the Collins Avionics Service Program 

COLLINS AEROSPACE
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a n d  Fo r w a r d  E xc h a n g e , 
while continuing to invest in 
MRO capacities.

A proactive approach to sup-
ply chain issues meant applying 
strategic risk mitigation. One 
example was setting up teams 
to watch for upcoming prob-
lem areas such as semiconduc-
tor shortages, then figuring out 
how to close any gaps. “We 
also increased staff at several of 
our locations and aggressively 
worked alternative solutions to 
keep us on schedule.”

Tucson-based Universal Avi-
onics received an 8.0 Overall 
Average rating for a third-place 
ranking for Flight Deck Avion-
ics in this year’s survey.

In the first quarter, Universal 
Avionics consolidated services 
and support under one organi-
zation—Customer Services and 
Support—pulling together tech-
nical support, support services, 
technical publications, and train-
ing. “This was a great thing for us 
to do,” said Robert Clare, direc-
tor of customer services. “Each 
department was under different 
leadership. Now we’re under 
one strategy for the services 
organization and we’re able to 
align the goals for the company 
and align the services’ goals.”

One of the critical efforts 
under the new organization 

UNIVERSAL AVIONICS

 Collins Aerospace continued  
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was to figure out how to take care of issues in the field 
remotely. Due to the Covid pandemic, support experts 
often couldn’t travel to customer sites, and in one particular 
case, the installation of a Universal Insight display system 
in Argentina needed some attention. The solution was the 
new Universal Avionics virtual support system, using off-
the-shelf tools to do remote software updates, needed in this 
case for the configuration of the Insight installation.

The pandemic, Clare said, “accelerated development of 
these tools, and we were able to demonstrate we could help 
troubleshoot, configure, and load new software for the instal-
lation. We’ve been fine-tuning it, and now we’re able to sup-
port over a dozen aircraft remotely.” Not only does this save 
Universal technicians time, but the remote services help the 
installer to get the job done quicker and the operator to get 
in the air faster. And it is much more efficient than sending 
people all over the world with a laptop for software upgrades. 

“We’re looking to implement that with other products,” he said.
Also in the first quarter, Universal introduced 365 Remote 

Assist, where a technician wearing a Microsoft HoloLens 
mixed-reality headset can share their view of the work site 

with Universal field service engineers at the company’s Tuc-
son headquarters. The Universal engineers can virtually pass 
along documents that the remote technician can see inside 
the headset, all while discussing any issues and resolving 
problems in real-time. “This has been a huge tool for our 
field service engineers assisting multiple customers,” Clare 
said. “You could use a mobile device, but the HoloLens 
takes it to a new level.” This includes performing inspec-
tions, assisting with ground-test procedures, and configur-
ing avionics.

Also in the past year, Universal launched a new depart-
ment called Support Services, which consolidates the admin-
istration of database services, repairs, exchanges, rentals, 
loaners, used parts sales, and extended warranties. “By con-
solidating, we were able to streamline processes through all 
these services,” Clare said. ”If someone calls, things are more 
aligned from a process standpoint. It minimizes bouncing 
around calls and makes the experience as best as possible.” 
Cross-training of personnel in Support Services also helps 
ensure that problems get handled quickly instead of being 
passed around to find the right person.

Technical publications are transitioning to a more 
dynamic, real-time updating system to make the distribution 
of new information faster and eliminate static publications 
that are published periodically.

Also launched in August was the new customer onboard-
ing campaign, designed to help explain everything a new cus-
tomer needs once they join the Universal family and to make 
sure the lines of communication are open. It starts with a 
personalized message from Clare, then shares contacts in all 
the applicable departments and information on where to find 
services and support. “We want to make it a seamless cus-
tomer journey once they decide to buy,” said Clare.

Honeywell this year was rated at 7.6 Overall Average for 
Flight Deck Avionics, 7.0 for Cabin Management Systems, 
and 7.9 for Airborne Connectivity.

To continue improving product support, Honeywell has 
been modernizing its information technology architecture 

and refining the self-service portal that is the primary inter-
face for dealers, owners, and operators of aircraft equipped 
with Honeywell avionics, cabin electronics, and airborne 
connectivity equipment.

“We’ve made a number of enhancements over the past 

HONEYWELL AEROSPACE

 Universal Avionics continued  
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year,” said Tim Valente, senior director of customer and 
product support for business and general aviation in the 
Americas. The portal allows users to track orders, receive 
quotes, update Maintenance Service Plan hours, issue 
payments, and view technical publications. “These are all 
getting revamped,” he said. “We’re doing it in stages and 
trying to make it all much more seamless.”

The jump in flight hours during and after the pandemic 
led to recent hiring for the AOG team, including 10 more 
people at the end of July. “With flight hours up, we need 
more support in the back office,” he said.

Customer support managers, meanwhile, are responsible 
for working with dealers and operators, and they have been 
assigned key specific dealers and regions, Valente said. “We 
tried to get the teams better aligned with the dealers and 
operators. They’re doing a lot of outreach.” For example, 
when Honeywell issues a new service information letter 
that will affect a customer, he added, “my team proactively 
reaches out.”

Honeywell is also tapping into virtual reality tools to 
speed up troubleshooting and help customers solve prob-
lems. Field service engineers can use Honeywell’s “Techsee” 
process to show the aircraft and the problem to someone at 
the technical operations center in Phoenix.

“Sometimes it’s easier to see things,” Valente said. “It’s still 
in the early stages. We’re constantly assessing technology to 
see if it’s something new and novel that we can adopt.”

 Honeywell Aerospace continued  
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To keep operators current, Honeywell also publishes an 
extensive series of videos on everything from how a new avi-
onics feature works to complying with a service letter and 
more. Monthly newsletters provide updates on product sup-
port initiatives.

Like all OEMs, Honeywell is dealing with supply chain 
issues. “It’s industry-wide,” said Valente, “and we’re taking 
an all-hands-on-deck approach.” This means that everyone 
from company leaders on down is working with vendors to 

resolve supply problems, expedite parts, and find new sup-
pliers. Examples of this include a recent improvement in 
the timely supply of components for Honeywell’s JetWave 
satcom system, helping ensure on-time delivery of JetWave 
installations. In another case, Honeywell worked closely 
with a vendor for FMS control subcomponents.

“We want to solve this, not just in the short term but the 
long term,” he said. “We want to fix it once and for all if at 
all possible.”

Gulfstream has been designing its own cabin management 
systems and providing airborne connectivity for many 
years and makes them available for both new and legacy 
aircraft. The company’s Overall Average rating for Cabin 
Management Systems was 8.0, putting it in first place in 
this category.

“Our strategy is designed to provide the best cabin experi-
ence in the industry,” said Derek Zimmerman, president of 
Gulfstream customer support. “Once we design these solu-
tions in-house, we work with our suppliers to integrate with 
existing aircraft systems.” This includes HD monitors, Blue-
tooth, cabin flight maps, “and other interfaces that provide 
elevated entertainment and connectivity experiences.”

To enhance support for new and existing custom-
ers, Gulfstream has been hiring more personnel 
worldwide as well as investing in training. This not 
only helps ensure new employees get onboarded 
properly but also helps Gulfstream “secure a 
new generation of technical talent,” he noted.

As for supply chain issues, Zimmerman admitted that there 
are challenges, he said, “but it has not significantly impacted 
our business, and we continue to work closely with suppliers 
to ensure a robust product support infrastructure and logistics 
base.” Gulfstream has invested more than $1 billion in parts 
inventory located worldwide and also in its own repair and 
overhaul capability. “Given the continued growth of our fleet 
and customer demand,” Zimmerman said, “maintaining a 
strong inventory of parts is incredibly important to ensure that 
the right items and quantities are available to address imme-
diate customer needs and help keep our fleet flying around 
the world.

GULFSTREAM AEROSPACE

 Honeywell Aerospace continued  

Textron Aviation received an Overall Average of 
7.9 and second place in Cabin Management Sys-
tems this year. With thousands of Cessna Cita-
tion jets and Beechcraft King Air turboprops in 
the field, the company has a deep pool of legacy 
aircraft to support, many with outdated cabin 
management systems. “[We want] our customers 
to know that we hear them and understand their 
needs,” said Brian Rohloff, senior v-p of customer 
support. The company is constantly looking for 

TEXTRON AVIATION
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solutions for obsolete systems and ways to improve its cabin 
management systems. “Our goal is to deliver reliable and 
capable systems at a competitive price,” he said.

To help customers learn about these new products and 
options, Textron Aviation created an online catalog of avail-
able modifications, searchable by aircraft model. Custom-
ers can also review and approve work as well as request 
new work while their aircraft is in the shop using the new 
Textron Aviation Service app’s service management portal. 
These improvements were driven by customer feedback.

Textron Aviation has been expanding with the addition 
of about 100 people per month “to support the increased 
demand for business aviation and its related support 
and maintenance needs,” Rohloff said. In a recent move, 
STCs were issued covering installation of Gogo’s Avance 
L-5 high-speed air-to-ground connectivity system in the 
CJ3/CJ3+ and CJ4. Textron Aviation is also offering new 

options for cabin LED lights and other cabin upgrades.
Bolstering inventory is one way that Textron Aviation ser-

vice centers have tackled supply chain issues, but the com-
pany’s customer support team also communicates “with the 
global parts distribution and supply chain teams to ensure 
that needed parts are on order or made available to return 
aircraft to customers in a timely manner,” Rohloff said.

TEXTRON AVIATION

Lufthansa Technik (LHT), which manufactures the Nice HD 
cabin management system for both forward-fit and retrofit mar-
kets, has focused on optimizing product support during the past 
year. The company has long provided 24/7 first-level support 
for business aviation customers. Its Overall Average rating for 
Cabin Management Systems in this year’s survey was 7.0.

Last year, LHT opened a new parts stocking location in 
Miami with a healthy inventory of business aircraft LRUs. 
At its Hamburg, Germany headquarters, LHT has added to 
the stock of AOG inventory. To improve second-level sup-
port, LHT has added Nice system engineers in Europe and 
North America. Online training has been enhanced, with new 
on-site and online training available for OEM installers, field 
representatives, and business aircraft operators.

Like other aviation electronics providers LHT has been 
dealing with supply chain issues.

“We early on assumed that the worldwide procurement 
crisis on semiconductors and several other raw materials 
could also put supply chains of electronics manufacturers 
under pressure,” Hinnerk Noelker, senior director OEM 

engineering and operations, original equipment and special 
aircraft services, told AIN. “Thus, we have quickly estab-
lished a dedicated purchasing task force with the goal of mit-
igating supply chain issues before they affect our production. 
In addition, we can usually rely on the built-in flexibility in 
our company’s worldwide purchasing network for commer-
cial aviation, that also helps us a lot to keep the impact on 
our bizav customers at a minimum.” LHT also took over 
some “steps of the manufacturing value chain, in order to 
make sure that our network is flexible enough to properly 
react to unforeseen supply chain events.”

LUFTHANSA TECHNIK

 Textron Aviation continued  
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Satcom Direct has equipment installed on 8,000 aircraft 
worldwide and has experienced “exponential” growth over 
the last 25 years. The company’s Overall Average for Airborne 
Connectivity systems, 8.4, put it in first place in this category.

According to Michael Skou Christensen, the company’s 
chief commercial officer, a large part of that growth is tied 
to customer support. “The best product we have is our sup-
port team. It’s absolutely the reason why we’ve been able to 
compete with multi-billion-dollar conglomerates that want 
us out of business, and the reason why we still prevail and 
beat them. We have customers that choose us not only for 
the great products that we have but because of our people. 
It’s one thing to have the right technologies, but to have 
the right people to provide that technology to the clients is 
everything for us,” he said.

“We continue to invest in people and look at how we can 
empower them to do their jobs better,” he said. “We focus 
on training and accountability. The level of accountability 
that goes with being in our support team is very stringent. 
We nurture a certain mentality that the customer is at the 
center of what we’re doing. We are always looking at how 
can we use technologies to empower clients.”

And that means keeping it simple, Christensen said. “Our 
company was founded because satellite communication was 
too cumbersome and complex for the users. We took a look 
at that technology and presented users with intuitive and 
clever products so they could get whatever they wanted 

whenever they wanted it. We consult with our customers to 
help them make the right choices among all the choices that 
are available to them” in terms of satellite services, termi-
nals, software, and antennas.

Focusing on data distribution within the cabin after the 
technology is installed is a key component that drives Satcom 
Direct customer satisfaction, he said, especially as aircraft 
become more data-centric. Turning that big data into real-time 
operational efficiency is a big piece of what Satcom Direct now 
offers customers on top of basic satcom services. During the 
flight, passengers are less concerned about the type of satellite 
service onboard, whether it be Ka- or Ku-band service from sat-
ellites in GEO, MEO, or LEO orbits as opposed to the end-user 
experience onboard, Christensen said. 

SATCOM DIRECT

It’s been two years since Gogo Business Aviation separated 
from the airline-focused part of the airborne connectivity 
and since then, installations of its Avance L3 and L5 air-to-
ground systems have accelerated. This year, Gogo’s Overall 
Average for Airborne Connectivity was 8.2, putting it in sec-
ond place.

The company has already delivered 1,300 units this year, 
up 50 percent year-over-year, according to Dave Glenn, 
senior v-p customer operations. To support all the exist-
ing and new customers, Gogo has been focusing in the past 

year on “just improving a lot of smaller things,” he said. 
“For the last 12 months, it’s mostly been about ‘sharpening 
the blade.’”

That means more than just adding incremental improve-
ments, however, and Gogo has shifted to trying to solve 
many more problems proactively, instead of waiting for 
the customer to call. To be more proactive, Gogo recently 
rolled out its Aircat system, which uses algorithms to exam-
ine information between Avance LRUs and Gogo’s network. 
If performance is suboptimal, Gogo will reach out to the 

GOGO BUSINESS AVIATION
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customer and arrange for a repair before it gets worse. Using 
Aircat, Gogo support personnel are resolving about 30 sup-
port tickets a month, well before they cause service interrup-
tions. “We’re getting more proactive with brains built into 
our platform,” Glenn said.

Gogo’s Dash system is assisting customers too, by help-
ing them customize their in-cabin networks. For example, 
an operator might set up a system so that only certain pas-
sengers can access data-intensive content like video stream-
ing while others might be restricted to email and light web 
browsing, to help manage bandwidth costs.

For support personnel, Gogo has added improved tools 
to help them obtain information from LRUs, he said, “so 
they can get to the root of the problem quicker, to improve 
response. That’s the big focus,” giving customers tools so 
they can better use their Gogo systems and for their mainte-
nance directors to help isolate problems proactively.

Because Gogo’s former network operations center in Chi-
cago remained with the divested commercial business, the 
company built a new business operations center at its head-
quarters in Broomfield, Colorado. “Now instead of sharing 
with commercial, it’s solely focused on business aviation 
customers,” Glenn said. The center, which opened August 3, 
houses not just network operations but also tech support, 
applications engineers, and others who can help resolve cus-
tomer issues quickly, he said, “by having everybody sitting in 
that same space.”

In the center, 16 large monitors show various operational 

reporting metrics. “We can show the customer all the dif-
ferent things we’re looking at to keep them up and running,” 
he said.

While 60 percent of Gogo in-service products are classic 
systems, Gogo expects Avance systems to reach 50 percent 
fairly soon. All systems are still supported, Glenn said.

To achieve the recent rapid growth in new Avance instal-
lations, Gogo was able to order parts well in advance to 
avoid supply chain issues. “We’re working with our partners 
on the logistics side,” he said, “and they’re doing a fantastic 
job. We’re really proud of what our production operations 
team has accomplished.”

ABOVE & BEYOND

Tony Vaeth (Garmin)
Tony is always willing to go above and beyond to help keep us in the 
air. He's helped our team troubleshoot at night, on weekends, and 
even after hours from his child's baseball game. He never hesitates to 
put the customer first and is why I will forever be loyal to Garmin.

Joe Higgins (Honeywell)
Joe provides us with terrific tech support on what seems to be a 
24/7 basis.

Jiri Huml (Honeywell)
We are always glad to work with Mr. Jiri Huml. He always does 
a great job and works until his customers are satisfied or he 
finds them an alternative way. His communication and attitude 
is a very good example to all OEM customer support teams.

William Jones (Satcom Direct)
Exceptional focus on his clients, going above and beyond to meet 
the clients’ needs, always available.
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