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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 SME:s 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:
e A current business summary.
e Information about:
o major products and services;
the organization;
the competition;
a SWOT analysis;
a detailed financial analysis;
and a Value Zone Summary Analysis.

O O O O O

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.

References
Cope, J. and Watts, G. (2000), Learning by doing — an exploration of experience, critical
incidents and reflection in entrepreneurial learning, International Journal of Entrepreneurial



Behaviour and Research, Vol. 6 No. 3, pp. 104-24.

Crossan, M.M., Lane, H.W., and White, R.E. (1999), An organizational learning framework:
from intuition to institution, Academy of Management Review, Vol. 24 No. 3, pp. 522-37.
Dennis, A. (June 2004), Small Firms: Think Big! Journal of Accountancy; June 2004; 197,6.
Ellstrom, P.E. (2001), Integrating learning and work: problems and prospects, Human Resource
Development Quarterly, Vol. 12 No. 4, pp. 421-35.

Fenwick, T. (2003), Innovation: examining workplace learning in new enterprises, Journal of
Workplace Learning; 2003: 15,3.

Leavy, B. (1998), The concept of learning in the strategy field, Management Learning, Vol. 29
No. 4, pp. 337-66.

Martin, L.M. and Matlay, H. (2001), ‘Blanket’ approaches to promoting ICT in small firms:
some lessons from the DTI Ladder adoption model in the UK, Journal of Internet Research,
November.

McGrath, R.G. (2001), Exploratory learning, innovative capacity and managerial oversight,
Academy of Management Journal, Vol. 44 No. 1, pp. 118-31.

Peters, T. (2003), A_Grassroots View: Helping Small firms Put the “E” in Trade. International
Trade Forum. Issue 3.

Sarbutts, N. (2003), Can SMEs ‘do’ CSR? A practioner’s view of the ways
small-and-medium-sized enterprises are able to manage reputation through corporate social
responsibility. Journal of Communication Management. London: 2003. Vol. 7, Iss. 4; pg. 340, 8
pgs.

Tilly, R., Welfens, P.J.J. Welfens, eds. (2000). Economic Globalization, International
Organizations, and Crisis Management. New York: Springer.

Weick, K.E., and Westley, F. (1996), Organizational learning: affirming an oxymoron, In Clegg.
S., Hardy, C. and Nord, W. Eds), Handbook of Organization Studies, Sage, London, pp. 440-58.
Wood, R. (2004). Delivering Customer Value Generates Positive Business Results: A Position
Paper. Futuristics; Vol. 28, No.’s 1 & 2.

Appendix



Amedisys Pasitioning Summary Research ReporJ

Currert Business Suninar
Ayrediers provides b buathrorarg ceruices e sosthem T8, Be ascete fclade 70%ame health cams e affices,
ore i btnmyamgencader and 2 caparate offices. The conparpproddechore cae savices aih & ddllednmig,
hoareheatth sides plysicaltherpr, oonpaimal thergee, speechtberapy ard rredical socilaorbers. Feypronid a
e army of pecialimedrimrahepro grare achoae cardiac, padh ereeret pedistric ardpeerhdaric cavices . Sredioe
alan offers Private Doy Services, Thess sarvices inchade ddllednme bz semioes adthempite ac el o catifiedrarsmg
aeztavte ardhoreheatth sides. Private dobrcamices ate comered by several paptrent commes e ndigprivate horace,
vorber corpereation, Miadicae and Msdicaid
Organizatio
MA.JOR F'R'DDUC.TS AND SERVICES N Tie Group operates 79 hore cave nrang offices and 2 corporate offices
Haome care MLFsIng offices infle satlern ad sontle astern Tiied States. The rop opetatesin 11
AmbLlab:lry SLITERY Cerer Aatesirchiding Lansdana, Tamesses, Horth Canlive, Geargia,
Cldaloena, Alabane, Flonda, Vrgrna, Sonth Caclive, fxlarsas and
Tezeas.
Competition
Cardivel Health Ire. DiaWita be Healtheare Metaroak Sohtiors, [ic.
Eopress Scnpts Thipes Inooepoaated VisCare, Ine.
Triraeg Interraticonl, Ine. eResearchTaclmolgy, Ine. IVE Health
Vertry Health Ire. Wenen First Health se Ine Iekesson Corporation
Matria Healtheare HealthGrades, T Ouirtiles Trarmaticos]l Cap.
CptemCae, br. 551 Srgical S erdces, Iie, Ardr: Caporation
A1 Wethed s Corporation SFBC Interrational, e WELMD Coopoeation
Anencan Dertal Parters, [re. IedComBodt, Inc Ayvenca Serace Gionp [ro.
BioInezing Technologies, Ine. Hovalled Eyecare, Ine.
Biopalse htematicen], Ire. o Dhazmostios, Inc.
Binaralyhical 5 yeters e, Plermalblat [,
Birer Dental Marazerrent Services, e, AnensmrreBerzen Corporation
CIT4 Bienedical, Inc. AT Health, Ine.
SWOT Analysis
Strengtive Wealg
= Rer nuting and iraining, = The heakh care sty is chararierimd
» Convp Banc ewith all faderal siaie hy delayz of 36 nunths imp arting working
pawad all falaral and siais = Ar quicition Sirategy
inep artions and nuveys
Oppeuhmities Thieas
« The Co iroalhyevahries and o -Iﬂimulm%&mpan’smhi&d
their neiworkkof caregivers to heep pace with the from Medtaredy H%% ingacts reremes fpofits due
A o the continuing effarts of all thind p arlypayors o
Conp arg’s custoniers” teadz Currenidy; . .
e . . . contain or relure the costs of health care by lnvering
conpetitin br musingpesorme iz inrreadng and . .
. . Teinh usement Taies, narmwing the scope of covered
salarier and henefit costs have fden .. . .
FeTvires, increadng case nanagenent review of
servires and Tegpitating reduced caniractpricing;
= blary Conpatiing
Amedisys

SOURCE: 10-EC 12312005, S4F, Leads Meads, Datavoriar, Fhovers 2004 Firercial
Copyright 2004 Theood Research Instibote, LLC

1"



3 ¥r Financial Metrics
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Value Zone Summary Analysis

Amedisye’s financial and overall business health using the ¥V alue Zone Andvysis R atings (shown in
graphs below) isbased onthe financial data from Lexis Nexis, the Datamondtor, their Armual Report
and the Thomas Register (September 11, 2004) andis based on Amedisys’s perf ormance during the
petiod from 19099 to 2003 as reportedin their 2003 Arwosal Report. The Value Zone is a tool that
measnwes the financia performance of abusiness and determines the customer value practices that a
busitiess chooses to uge to acki eve and sustain business prosperity. We believe that prosperous
cotnpatd es toanage their o dity well usaally reflectedin a strong cwrent ratio of 2 o higher. They
achieve consistent growth inrevernes and profits over o least a three year period. These compardes
must also during this time period demonstrate efficiency in their business processes, innovati veness,
substartial competitiveness, high quality products/zserd ces and a consistert history of market growth
Amedisys az a comparry during 2002 erderedinto the High V alue area of the Value Zone as a resdt of
steady growth rates in revernies and profits despite the slide in profits duing 2002
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These characteristics are measured through the identific ation of Valle Zone Practices that are
categorzed asFactors and Results. The'alue Zone Practices Table highlights the Walue Zone
practices of Amedisys achiewed through 2003 and these factors were used as inputs for their Value
Zone ratings.  Armedisy s has sorme very effective W alue Zone practices that position their company
wery well for the future and also provides therm with steady and substantial cormpetitive advarntage.

Amedisys
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Value Zone Factors and Results

Factors

Resulis

Innovatweness /E fficienc y/C omp etitiveness
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Market Growth Strategy - Acquizitions
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Quality management and improvem ent
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Competitive brand positioning

4 training certification program for climieclans
assures that climical staff are prepared for their
responstbilities in providing care in pabent's
homes

Amedisyw Inebuys 5t Lukes Episcopal
Health 5 ystem O cotober 2003
Amedisw Inebuys Metro Home Health
August 2003

CareSouth Home Healthcare billing
Softmare Licenzing Agreement significanthe
Improves accounts receivables efficiency

Quality management teams, corporate
compliance program, internal audits,
dizserminating continuing quality education
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Compettve positon 15 athibutahle 4o its
reputation for over a decade of consistent,
hizh quality care, its comprehensive range of
services, its state-of-the-art infommation
management systems, and its widespread
service nebwrork.
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Axiom C onsulting, LLC Positioning Summ ary Research Report
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3 YrFinancial Meirics

2001 2002 2003
Revenue 0 $2 000,000 $5,600,000
Employees 3 52 49
MNet margin 0% -003% 0.20%
EBIT 0 -$82.000 $11,000

S Year Forecast

Comp etition Customers

ED S and S cernbare

Precernt:
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Madom:

Targeted:
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providitg & concierge lewnel of servrice.

Abilityto scale and Harme recognition
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Value Zone Summary Analysis

Axiom Consulting’s financial and overall business health using the ¥ alue Zone Analysis
Ratings (shown in graphs below) isbased onthe financial data from the company which
isprivately owned and is bagsed on Axiom C onsulting's perform ance during the period
during 2003, Based oninterview’s with the owners I have developed a predictive WV alue
Zone Analysis Rating for this company for five years. We will track their performance
during this period and report any desdances from this predictive model. The Value Zone
iz a tocl that measures the financial perform anice of a business and determines the
cugtom er walue practices that a business choosesto use to achieve and sustain usiness
prosperity. We believe that prosperous comparides manage their Houidity well usually
reflected in a strong current ratio of 2 of higher. They achieve consistent growth in
revernies and profits over at least a three yvear period. These companies must also during
this time period dem onstrate efficiencyin their business processes, innovativeness,
substartial competitiveness, high quality productsservices and a consistent history of
market growth, The ¥V alue Zone Summary Analysis shown below grapli cally displays
Axiom Consuting's predictive ratings and positioning as a compatyy.
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Value Zone Factors and Results

Factors

Results

Innovativeness
Ltilize improved technolagy
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Focus on employees

Quality managerment and improvement
programs

Market Growth/Grow th in
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Competitive brand positioning
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Competit e position is attritatable to their
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Value Zone Factors and Results

Factors

Results

Innovativeness /E fficiency/C omp e titive ness
Market G rowih/Grow th in Revenues/Profiis

Coal Value Chain - progrietary technologies and chemical
reagents leveraged inthree major phases: pre-cormbustion,
which inclides coal mining, preparation, teatment, and
trareportation; combustion, which results in energy
generation; and postcorbustion, which includes emissions
control and the use and disposal of CCFs that are created
when coal is burned; thess mclude fly ash and bottor ash

Covol Fuek operating division, the corapany has developed
and cortnercialized technolog v that interacts with coal-based
feedstocks to produce a solid symthetic fuel intended to be
elizihle for Section 29 tax credits

Ind usirial Services Group (ISG) is the largest provider of
CCP services for the 115, electric power utility industry,

at more than 110 coal fired electric power generation plants
Throughout the 1.5,

Generates Federal tax credits for clients under Section
29 of the Internal Revenue Code

Generates Federal tax credits for clients under Section
249 of the Internal Revenue Code

Distribition netwark in more than 130 locations

Headwaters

SOURCE: 10-E 12212003, S&F, Lexis Naxis, D atam onitor
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Trainingoutsourcing.com

Positioning Summary Research Report

Current Business Suminal

TraningDutsoureing com has quicklybecome the imdustry's most viewed and respected webste for training ontsourcing information The growrthin
visitors has exceaded in% months the zoals for the first 12 morth pericd. The site was officially lannched on Febmary 15, 2004, 45 of Hovember B,
2004, the site had reached over 145 000 different visitors withover & rullion lits. Revermes come from three sources. The first is from s ponsorship
advertising. The second 15 throngzh product sales ard the thivd from dirvectory Bstings.

The fature strategyis to growr both hovizomtally amd verheally. We planto add depth inour reve e steans by intmducing media and conferences to
onr portfolio. To growr horzontally, we willbe intoducing a new site nblizing the samebusiness model. The site willbe named
TrainingIndusry.com amd will featare 2 newr knowrledge comnmnities within the fraining industay.

Naket (2004 Sakes):
o [ F—— 5Yr Finaneial Metrics
(1]

Spcn 'IJ il 00 Finarrial Metrics 2005 2002 2ml 200 1999

Ads Sales($ Millions) F440%k

Products fik; ol

Directory Bis 01 Emplogrees 3

Lisi

Ivlecdia A 1]

Conferences A 1]

Cmtonners -
ADpreriore Traduing Fegistry com
Eaytheon E-S%Mh
Gereral Plysics .
40N wleaming Ciild
Glohal Enowledze
Organization Ponductivity Poirt
hiternational
(Mot reported) Irtrepad

Corrmizys
NIT
GeoLearming
Enowledze Planet
EM

SWOT Analysis
Strengths

Weaknesses

*  Tndustry Knowledge
s Access to Information
Talent of Staff

Access to Offshore talent for
Technical delivery ofDesign and
Development

s  Market Capitalization
s International Reach

Threats

Opportunities

®  Furopean and Asian marlets
*  Breadth of Traimng Offerings
tlhrouch extended services

s Narket Acceptance
* Tnternalization of Processes
s  Econenuc¢ Downium

Trainingoutsaurcing.com

3 0URC E: Tramdygonts ol cing o om
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Value Zone Summary Analysis

Trainingoutsourcing. com ' s financial and overall business health using the Value Zone Analysis Ratings (shown
in graphs below)) is based on the financial data from the company whichis privately owned and is based on
Trainingoutsourcing. com’s performance during the period during 2003, Based on interview’ s with the owners
atud cther training industry companies [ have developed a predictive Value Zone Analysis Rating for this
compaty for five years. We will track their performance during this period and report any deviances from this
predictive model. The Value Zone is atool that measures the financial performance of a business and determines
the custom er value practi ces that a business chooses to use to achieve and sustain business prosperity. We
believe that prosperous companies manage their ligquidity 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
compaties must also during this ime period dem onstrate efficiency in their business processes, innovati veress,
substantial competitiveness, high quality products’services and a consistent history of market growth, The Walue

Zone Jummary Analysis shown below graphically displays Trainingoutsourcing.com s predictive ratings and
positionit as a company.

Trainingoutsowr cing.com Value Zone Analysis

Trainingoutsourcing.com

sweet Spot

Average
Practices

Below
Average
Practices

Low Value
No Sustained Performance

/52003 2000 2001 2002 2003 2004 2005 2
The Wood Reseamh nstitute

These characteristics are measwred through the identification of Value Zone Practices that are categorized as
Factors and Results. The Value Zone Practices Table hizhlizhts the walue zone practices of Trainingoutsourcing corm
achiewed through 2003 and these factors were uged as inputs for their walue zone ratings, Trainingoutsowcing com has

wery powe il and effective walue zone practices that position their corapany very well for the future and also provides them
with steadwand substantial competitive advantage.

Trainingoutsourcing corm
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Value Zone Factors and Results

Factors

Results

Innovativen ess

Efficiency Impr ovem ents:

Quality Enhancements:

Competitiveness:

Market Growth:

Trainingutzaurcing.com's staff has
demonstrated high level of creativity and
innovation by creating a market accepted new
cammunity with a low cost business model.

Impravements in efficiency come from

TrainingO utsourcing. com's ahility to leverage
technical and industry hased resources. Ltilzing
offshore talent allows therm to conduct day to day
technical developments at lower than market rate.
Industry expertize allows them to get accessta
information others cannot achieve,

Gdality has heen enhanced through
canventional trial and error means.
Frequent metrics of customer satisfaction
and access provides drivers far new
features and enhancements.

Duetothe efficient business model created
by TrainingQutsourcing.com, they remain
competitive in pricing as well as technical
delivery. TrainingQutsoureing. com is
expected to rermain competitive hecause of
their ahilty to delivery quickly and a lower
cost TrainingOutsourcing. com is competing
for advertising dollars of the suppliers within
the industry as well as viewearship time of
training professionals.

TrainingOutsourcing. com is expected to at
least double in revenues in the next 12
months. Primarily through expansion of
knowledge communities within the
Traininglndustry com.

Trainingoutsourcing corm

SOURCE: Tramivgots o ot cor
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