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Abstract
Recently growth in the global markets as been spurred on by the introduction of new technologies, especially in
areas like telecommunications, computers, and the Internet (Peters, 2003). This growth in technology has led to an
unprecedented abundance of new knowledge that is available to both large and small businesses (Martin and
Matlay, 2003). This is leading SMEs (Small-Medium Enterprises) to new opportunities for wealth creation. Business
pressures from both external and internal factors are spawning new opportunities for SMEs. For example, recent
ethical violations in large public corporations have resulted in scandalous behaviors being exposed related to
unethical or fraudulent accounting practices. This has led the U.S. government to enact the Sarbanes-Oxley Act,
which requires corporations to use outside auditors to help them be compliant with the Act’s reporting requirements
for internal controls and financial reporting procedures (Dennis, 2004). This study will examine strategic
maneuvers that can be used by SMEs to discover how they can leverage new opportunities for creating value for
their clients and subsequent business prosperity. In this paper the examination of several SMEs will provide
qualitative case study evidence that technology innovations, external and internal factors, and the pervasive
abundance of knowledge availability has helped them each to achieve business prosperity. These case studies will
also show how these SMEs were able to identify and take advantage of the new opportunities that led to remarkable
business results. It will examine the strategic maneuvers that these small companies used to provide value to their
clients. It will use the business model, the Value Zone (Wood, 2004) as a benchmark to determine the level of
business success and the practices that led to wealth creation. The Value Zone will also show how these companies
used their leadership experience, marketing prowess, state of the art technologies, and other ‘best practices’
initiatives to grow their businesses.

Introduction

Recently growth in the global markets as been spurred on by the introduction of new
technologies, especially in areas like telecommunications, computers, and the Internet (Peters,
2003). This growth in technology has led to an unprecedented abundance of new knowledge that
is available to both large and small businesses (Martin and Matlay, 2001). This is leading SMEs
(Small-Medium Enterprises) to new opportunities for wealth creation. Business pressures from
both external and internal factors are spawning new opportunities for SMEs. For example, recent
ethical violations in large public corporations have resulted in scandalous behaviors being
exposed related to unethical or fraudulent accounting practices. This has led the U.S. government
to enact the Sarbanes-Oxley Act, which requires corporations to use outside auditors to help
them be compliant with the Act’s reporting requirements for internal controls and financial
reporting procedures (Dennis, 2004). This study will examine strategic maneuvers that can be
used by SMEs to discover how they can leverage new opportunities for creating value for their
clients and subsequent business prosperity. 

In this paper the examination of several SMBs will provide qualitative case study evidence that
technology innovations, external and internal factors, and the pervasive abundance of knowledge
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availability has helped them each to achieve business prosperity. These case studies will also
show how these SMBs were able to identify and take advantage of the new opportunities that led
to remarkable business results. It will examine the strategic maneuvers that these small
companies used to provide value to their clients. It will use the business model, the Value Zone
(Wood, 2004) as a benchmark to determine the level of business success and the practices that
led to wealth creation. The Value Zone will also show how these companies used their leadership
experience, marketing prowess, state of the art technologies, and other ‘best practices’ initiatives
to grow their businesses.

Literature Review

Small and Medium size businesses that are successful have learned to ‘think big’ (Dennis). One
example of this is an accounting company, Caturano & Company. This firm has strategic seized
the opportunity of applying their accounting skills to help companies Comply with the
Sarbanes-Oxley Act. Since they have significant expertise in Taxing Finance this firm provides
an excellent alternative for other SMB firms that are struggling to become compliant with the
requirements of Sarbanes-Oxley. The results for Caturano have been very good. A different
approach may be internationalization adopting a more global and strategic view (Dennis). 
Some research has suggested that SMBs that are successful have organizational learning and
innovation practices that have resulted in the creation of new solutions, new approaches and new
concepts (McGrath, 2001; Weick, 1996). A key factor in all of this is the question related to the
conditions and factors that stimulate innovation in SMBs (Fenwick). Innovation according to
some researchers is the ‘sine qua non’ that is the engine that drives competitiveness and
productivity (Fenwick). There also is the notion that as businesses develop new ideas become
embedded into their business processes and evolves into routine practices (Crossan, et al.). Other
researchers have found that businesses that thrive in environments of uncertainty and great risk
leverage innovative learning seeking ways to adapt to change (McGrath, 2001). Innovative
learning fosters creative environments, which, in their opinion involve experimentation, taking
risks, and seeking variances (Leavy, 1998). 
Other researchers have argued that there are not enough comprehensive theories involved with
learning processes as it relates to innovation. They assert that much innovation is the simple
process of trial-and-error ingrained in experience (Cope and Watts, 2000). Innovative learning is
episodic in nature but can also be a continuous process (Weick and Westley, 1996). Another
stage described in organizational learning is adaptive. Here existing practices are revised or
restructured. On the other hand generative learning is the catalyst for transformation change
challenging existing practices (Ellstrom, 2001). This means that innovative learning (Fenwick,
2003) varies based on the level (individual, group, organization), tempo (episodic or continuous),
and the degree of creative change (adaptive or generative). It is clear that as SMBs develop and
grow there is a corollary that suggests that there are factors or practices that evolve as these
businesses move through developmental stages.
From a strategic perspective advances in communication and information processing
technologies have sped up the process of innovative learning enabling the SMB companies to
have a greater reach for their products and services. SMBs must engage in institutional learning



to understand globalization and sustainable development, which have been spurred on by large
firms and the World Trade organization resulting in a new era global economic integration
(Tilly). A key catalyst for innovative learning is the growth SMBs as it relates to their brand
recognition (Sarbutts). The key question is this: if major corporations struggle to define and place
a value on reputation and reputation risk, what hope is there for SMBs (Sarbutts). While it may
be true that large corporations have greater resources available to them to do this and stronger
drivers for doing this like powerful external stakeholders (Sarbutts) does innovative learning
factors level the playing field. My preliminary research in this area seems to indicate that ‘size
may not matter.’ This paper looks at several SMBs that with limited resources have achieved
value and solid brand reputation. 

Methodology

Five companies will be analyzed in this research. Each of these companies represents several
different industries and is in varying stages of development. Three companies are quite mature
and have done remarkably well. In fact Cognizant, Headwaters, and Amedisys were recently
recognized by Forbes magazine as one the top ten SMBs in the United States in 2003 (Forbes
2004). The other two companies are new companies that have been in business for less than three
years but appear to be on the brink of success. One of these companies Trainoutsourcing.com is
growing at a very rapid rate whereas Axiom Consulting, LLC is growing at a much slower but
steady pace. 
Amedisys was founded in 1982. This company provides home health nursing services in the
southern US. Its assets include 79 home health care nursing offices, one ambulatory surgery
center, and 2 corporate offices. Headwaters became a corporation in 1995. They develop and
deploy alternative energy and related technologies in the US and Canada. They convert fossil
fuels into alternative energy products to enhance the value of coal, gas, oil and other natural
resources. TrainingOutsourcing.com was created in 2004 to provide industry objective
information about business strategies for learning. Leaders from The Exceleration Group,
Navowave, and Digiton created the company. The mission is to provide the most robust, most
trusted, most objective and most timely information about business strategies for learning leaders
to implement. Our goal is to be the most respected and most visited site in the training industry.
At this time, TrainingOutsourcing.com is the third most viewed site for training information
behind ASTD.org, and CLOMedia.com. Cognizant Technology Solutions provides
cost-effective, full life cycle solutions to complex software development and maintenance
problems that help other businesses make a transition to e-business. Cognizant began its software
development and maintenance services business in early 1994.
Axiom Consulting offers flexible, integrated staffing solutions that are customized to best fit
their client’s business goals and budget. They provide outsourcing for Information Technology,
engineering, human resources, transformational outsourcing, finance and accounting.



A Positioning Summary Research Report is included with this paper in the Appendix for each of
these companies. This report will provide the following detailed analysis about each of these
companies:

A current business summary.
Information about:

o major products and services;
o the organization;
o the competition;
o a SWOT analysis;
o a detailed financial analysis;
o and a Value Zone Summary Analysis.

The Value Zone Summary Analysis is a business model that I have created to measure the
financial performance of a business, its innovativeness, its efficiency, its competitiveness, the
quality of its products and services and its ability to expand to new markets. It determines the
customer value practices that a business chooses to use to achieve and sustain business
prosperity. Business analysts believe that prosperous companies manage their liquidity well
usually reflected in a strong current ratio of 2 or higher. They achieve consistent growth in
revenues and profits over at least a three-year period. These companies must also during this time
period demonstrate efficiency in their business processes, innovativeness, substantial
competitiveness, high quality products/services and a consistent history of market growth. The
Value Zone Summary Analysis graphically displays a company’s ratings and positioning to
determine if the company is in the Value Zone and if not it shows how the company is positioned
relative to the Value Zone. In other words is the company moving closer or further away from the
Value Zone? This information is very important to SMBs since it can be an excellent tool to
predict the company’s performance based on the customer value practices that are introduced and
executed by the company each year.

Conclusions

Based on the findings in each of the five Positioning Summary Research Reports it is clearly
evident that Amedisys, Headwaters and Cognizant are in the Value Zone.
Trainingoutsourcing.com although not in the value zone is trending towards the Value Zone at a
rapid rate. On the other hand Axiom is also trending towards the Value Zone but at a much
slower rate. Based on theses trends and the customer value practices that these companies have in
place I have used to predict their performance for 2004 and 2005. I plan to continue to the follow
these companies to validate my conclusions.
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