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We prtch oursaives as a not-com, * says ThreaSquared CEQ Shane King. “Pegple

have heard enough about technofogies. They want help sorting them out.”

Humbled Dot-Coms Go Back to Basics

By Pam Baker

mong today’s confused and stunned masses of
investors, two little letters and a numeral — B2B —
ould stand for a lot of things. Battered to Bits.
Bilked 1o Bankruptcy. Beaming to Bashed. Blinded to Basics,
Jokes and tears aside, profits will come from e-commerce
only when companies and investors go back to the basics and
apply solid business principles to the use, marketing and
assessment of technological wonders. But signs are already
afoot in Atlanta that this not-so-common commen sense is
being applied to business-to-business services and backroom
operations.

*We're pitching ourselves as a nol-com company
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because we just believe in the whole services arca.” Says
Shane King, CEO of ThreeSquared Inc. (www.three-
squared.com). “We think people have heard enough about
technologies, and they're all great, but now peaple want to
know, *Who can help me sort it all out?™

" in Internet-
speak company that specializes in helping companies on
the Web “stream™ their audio and video, to play multime-
dia presentations and films in real time rather than expect
customers 0 download the material for hours ahead of
playing. In short, they're consultants who stay on top of all
the gizmos out there to make your stuff on the Web faster,

ThreeSquared is a services — “solutions
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better and more appealing to the easily
bored, fast-computing folks in cyberspace,
who want Web sites to work as fast as
changing channels on a TV set.

Companies that don’t incorporate
streaming in their Web sites will soon find
that they are the equivalent of a child’s
viewfinder competing against a technicol-
or, Dolby Sound, digitalized movie.

But given the recent dismal returns on
Internet/Web companies, why do firms
continue to search out the likes of
ThreeSquared to make Web sites bigger
and better? Simply because it isn't smart
to discount e-commerce, regardless of
how much money has been lost on Wall
Streel. Denying the impact of the Internet
on the economy makes about as much
sense as trying to run your business with-
out telephones or trying to fly without a
plane.

Indeed, there was a day when people
laughed at Alexander Graham Bell and
the Wright Brothers. Those guys discov-
ered the how before the world discovered
the why behind those contraptions, and
fortunes were lost long before BellSouth
and Delta became household names,

It promises to be the same with the
Internet.

“Even the seemingly most manual
industries are eventually going lo be
impacted,” says Henri Bersoux, group vice
president of Zenius Accelerator Inc. “It's
not a matter of if, but when. If you don't
do it on your own terms right away, you
may be forced to do it on someone else’s terms
a year from now.”

A subsidiary of iternational information technology
giant CTG (NYSE: TSK), Zenius Accelerator is a strategy
and implementation e-business services firm based in
Atlanta. Zenius is less interested in dot-com companies and
start-up firms than most of its competitors. Instead, the
company focuses on existing brick-and-mortar companies
under competitive stress to move into e-space. Specifically
Zenius focuses on middle-market operations with annual
revenues in the 550 million to $1.3 billion range

Chients include a wide array of manufacturers, banks, ol
and gas companies, and divisions or subsidiaries of large
corporations — not your usual suspects in the known e-
commerce world

Zenius officials say the expertise they provide combines

state-of-the-art technology with knowledge of corporate busi-
ness and culture. This combination of old and new, according

10 Bersoux, “allows a company to evolve inlo e-space without
throwing everything away that it's been doing for years. You
maximize, not recreate.”

Clients don't have to understand anything about e-com-
merce or even have an idea about what they would like to
put on the Internet. Zenius studies the business, works up a
vision and strategy, and then proceeds to implementation,

“We cut weeks off the strategy process and, in some
cases, months off the development process.” he says. Hence
the second halfl of the name.

But if e-commerce is of such imporfance 1o the very sur-
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