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From The President...
Need more Business? | Keith Mast
Sponsor an |CCA Meeting va Conuling, LLC
resident

Keith Mast

Mast Consulting, LLC
President
ICCA/DelawareValley

Thel CCA/DV isactively seeking sponsor sfor itsmonthly
dinner mesetings. Theboard aswell asall membersshould be
onthelookout for companiesor organizationswho might want
to speak to our group. Sponsored meetings benefit both the
sponsor aswell asour local chapter. The current feeto spon-
sor an |CCA meeting is$125.

One of our 2004 sponsors,
Merrill Lynch, recently in-
quired about sponsoring a
second meeting. They are
interested in sponsoring the
joint Tempo meeting on
March 10, 2005, in Plymouth
Meeting.

Todd Welch
Merrill Lynch
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| asked their representative, Todd Welch, if sponsoring an
| CCA meeting wasworth theinvestment.

Hesaid, “ It wasdefinitely worth it. Thememberswerere-
sponsive. | wasabletocomeaway with anumber of leadsand
| havealready closed somebusinesswith several members.”

The benefits of sponsoring an ICCA monthly meeting are:

0 Opportunity to introduce products and servicesin
afive-minutetalk

Opportunity to distribute literature at the meeting
Free advertising in our chapter newsletter

Free advertising on our chapter web site
Opportunity to do businesswith ICCA members

O O O O

| encourageall our membersto keep on thelookout for com-
paniesthat may have aproduct or servicethat would interest
our members. Also be on the lookout for companies that
have a product or service that would interest our clients.

If you know someone who wantsto sponsor ameeting, please
send the contact information to President@iccadelval.org. |
will contact them and discuss the details of sponsoring a

meeting.
(Continued on page 6)
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M eeting
| nformation
610-394-9090

> O O=

®

info@iccadelval.org
www.iccadelval.org

6:00PM. Networking & Cash Bar

7:00PM. Dinner

8:15PM. Meeting & Program

EntireEvening Prepaid ~ $30Members  $40 Guest

EntireEveningat Door ~ $40Members  $45Guest

Networking/Speaker FreeMembers  $5Guest

First time guests pay member rates. Prepayment
must be received and cancellationsfor refunds must be made
by Monday before meeting. Credit Cards accepted (MC,
Visa, Discover). If there is more than one person in your
party, wereguest that you pre-pay. Notethat making areser-
vationisapromiseto pay. “No-Shows’ will bebilled.

Mail Check Payableto:
ICCA DelawareVadley
125 N. Highland Avenue
Lansdowne, PA 19050

Jointhel CCA!

Becomea part of theregion’s premier associa-
tion for Independent Computer Consultants.

Member ship ratesare:
* $100 Local Chapter Dues
* $175 National duesfor 1 personfirm
* $225 National duesfor 2-9 person firm
* $275 National duesfor 10+ person firm
* $25 National Processing fee
(1sttimeonly)
This Trandates to:
* $300for afirst-time 1 personfirm
* $275 subsequent yearsfor 1 person firm

Call 610-394-9090to request an application, or fill out
membership application on lineat WwWw.icca.or g

TOP TOPICS at
ICCA DelVal
2004-2005

by Kathleen Conti, WebSquared,LLC

At our January meeting we had alively discussion about RFID
and how it will be affecting businesses and our lives over the
next few years. | found that the conversation before and after
the speaker was just as interesting and informative as the pre-
sentation aswe had many experienced RFID peopleattend the
meeting. | get thefeeling that different aspects of thistechnol-
ogy may be worth looking into as future meeting topics.

Our M ar ch mesting isajoint meeting between the ICCA and
TEMPO (Trainersand Educatorsof Metropolitan Philadel phia).
Pleasenotethat thismeeting hasan earlier start time: Net-
working begins at 5:30. The topic for this meeting will be
“TheSateof e-Learningat Merck Pharma”. Thispresenta-
tionwill look at the design and rollout of acompany-widelead-
ership development program for new managers, at Merck. This
blended learning program allows new managers to focus on
what they will need to know and do to be effectiveintheir role,
and also gain the knowledge and skills to address the leader-
ship challenges that come with managing others. The speak-
erswill be: Cheryl Delarge, Merck,and Marc Crawford, Per-
formancel mpact, Inc.

Our April meeting has been finalised and we are happy to let
you know that Mario Pinardo, President of Achievement Dy-
namics Institute will be presenting “ M ultiply Your L eadsFor
New Business- Master Prospecting & Networking”.

Hope to see you at our next meeting and don't forget if you
have suggestions for meeting topics or speakersfor upcoming
meetingsto let meknow: kconti @websquared.com

Meeting Locations:
(Pleasecall thehotel for directions.)

PhiladelphiaAirport Hilton

fsﬁgfg;lﬁvenue DoubleTree Guest Suites
Philadelphia, PA 610-834-8300 |

640 W. Germantown Pike

Plymouth Meeting, PA
Clairon Hotd
856-428-2300
Route 70 & 1-295
Cherry Hill, NJ

Holiday I nn Select
302-792-2700

630 Naamans Road
Claymont, DE
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Notes from the Digital Frontier

by Shri Chaudhary
BizTech Helpers

Istherea Smartphonein your future?

If you arearoad warrior like me, you may want to read this. Are
you carrying around a PDA, a wireless phone, a beeper, etc?
Talk about being awired (weird?) man (or woman)!

| was getting tired of carrying my iPag and my cell phone, and
needing 3 handsto find anumber and make calls. Try that while
driving (or on second thought, DONT!). | could have used a
beeper too! Then how about the camera and the iPod and their
chargers and accessories? Things were clearly getting out of
hand, and pretty soon, | needed awheeled dolly to carry around
my arsenal!

Well nomore! | think | found an answer. Enter the Smartphone!
This is a relatively new entry in the mobile, wireless phone
market. It combines the functions of a PDA and phone. Some
modelsadd acamera, video recorder, audio MP3 player etc.

Several companies make these things, and most major wireless
carriers are offering one if not more types. The GSM based
carrierslike Cingular and T-mobile have more options.

The basic choice is between the Palm based vs. the Microsoft
Windows mobilebased vs. Blackberry devices. The Blackberry
isvery popular with the corporate crowd and isgreat for receiv-
ing and sending email on the go. It has a functional text key-
board. However, it isawkward to use asaphone. It islike hold-
ing aclamshell to your ear!

The Palm Treo 600 and now the 650 arethelatest inthePalmline
of smartphones. They do most thingswell, and are even decent
size and shape as phones. Reports are that they don't work well
in cars (see below).

Then there is the relatively new Microsoft Windows Mobile
series of smartphones. These are phones that have PDA func-
tionality grafted on them. They are small, have decent displays
but do not use astyluslikethe Palm ones. They areavailablein
candy-bar or flip style.

One of the newest (and best examples, in my opinion) is the
Audiovox SMT5600 by AT& T Wireless. Dueto themerger, itis
now in limbo, since Cingular has not picked it up. However, they
will haveit soon.

Another hot one is the Cingular- Motorola MPx220, in aflip
style. The SMT 5600 isvery small, hasagreat 2.2 display that
does a good job with web pages. The Windows smart phones
synch with Microsoft Outlook.

So if you use Outlook asyour PIM (personal information man-
ager) and email client, you always have all your contact and
calendar information at fingertips. That featureisworthitsweight
ingold! (Luckily, the phoneweighsamere4.2 oz, sothegoldis
affordable[:-)] | have no problem reading text emails on the
screen.

If anyoneisinterested in smartphones, contact meand | will be
happy to shareweb linksthat will give you moreinformation.

Windows Smartphones
<http://www.microsoft.com/windowsmobile/smartphone/
default. mspx>

Must Have Featurein your new phone (and your
new car)

Onefeaturetolook for in anew mobile phoneisBluetooth. Itis
anew wireless network technology that allowsthe user to wear
a cordless headset. With more states requiring use of headsets
while driving, it isasmart investment. Some cars (The Toyota
Prius, or someAcuramodelsfor example) have Bluetooth capa-
bility. When | start my car, it automatically recognizesthe phone
onmy belt. Calls can be made and heard through the cars audio
system. No more fumbling with the seatbelt trying to get the
phone out of pocket or purse!

Besides hands-free, Bluetooth is useful for wireless synching
withyour PC (or Mac), wirel esskeyboard, mouse or printer, GPS
receiver and so on.

At this time only a handful of cars offer built-in Bluetooth. If
you arein the market for acar, and use a mobile phone heavily,
thisisamust have feature! Ask for it. If you want to keep your
car, some companies offer aadd-on kit. Seethelink below.

Cars and Bluetooth
<http://www.edmunds.com/advice/special reports/articles/
103685/article.html>
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About theAuthor:

Shri Chaudharyisa principal of BiZTech Helpersand HomePC
Helpers, a computer and technology consulting company
which he co-founded in 1999. They focus on technology con-
sulting and provide I T servicesto small business, home based
businesses, telecommuters and home PC users.

The company also provides web hosting and design and cus-
tom software development. BiZTech Helpersis based in Me-
dia, PA. Email: shri@bthelpers.com
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It Paysto“ Productize’ Your Consulting Services

by William K. Pollock

There are many advantages to “productizing” your
business's consulting offerings. Just as in the product seg-
ment where abrand name and its associated levels of aware-
ness, image and market positioning can draw customers to
your business, consulting services and support can also be
positioned to benefit from the same marketing and promo-
tional advantages. However, in most cases, they must first
be “productized.”

In general terms, “productization” means simply taking an
otherwise generic type of consulting service or support of-
fering, and redefining and packaging it more asa“ product”
offering. For example, if your organization providesavariety
of IT-based consulting servicesto anumber of vertical mar-
kets(i.e., bank/financial, medical/hedthcare, retail/wholesale,
etc.), you may wishto“ productize” these offeringsto appeal
to each market directly. Differentiating and packaging your
offerings...

“professional computer services for the financial commu-
nity”

or

“IT support for the physician’s office’

may be one way of doing so.

Larger businesses may a so benefit from“ productizing” their
consulting service and support offerings by individual busi-
ness segment, such as* small office/lhome office (SOHO) busi-
ness services’, “retail office business services’, “medical
office business services’ and so forth. In many cases, if all
your business does is advertise that it can provide consult-
ing support in general, that message alone may not be attrac-
tive enough to entice a bank, hospital or legal office to re-
spond to one of its advertisements.

In each of these examples - without productizing - potential
customers may mistakenly believe that your company only
hasageneral capability to support computers, but not enough
specific expertiseto support “my specia business segment.”
Again, by packaging and promoting your servicesin abusi-
ness-specific “ productized” manner, you can convey thedual
messages that (a) you can provide the support, and (b) you
know the business segment.

Of course, your business will most likely need some addi-
tional market information before it is able to effectively
“productize” its offerings. The market research required to
build the proper foundation upon which to “ productize” your
services should consist of a combination of secondary and

primary research directed toward the goal of identifying, de-
fining, analyzing and assessing the types and breadth of
consulting services and support offerings presently being
used by your targeted markets, as well as an assessment of
what competitive consulting “products’ are already being
offered in the marketplace. The market research should ad-
dressthe following key areas:

» Definitions, descriptions, components and classifica-
tions of each individual consulting offering being con-
sidered;

e Service product packaging (i.e., in terms of whether a
specific consulting servicewould be sold asastandalone
and/or “bundled” product with other offerings);

e Pricing methodology (i.e., whether the serviceswill be
priced on a“retail” or discounted basis, etc.);

»  Businesssegment focus(i.e., to what specific segments
will the service be offered, and should thisrequire seg-
ment-specific marketing and promotional literature, etc.);
and

e Summary comparisons, assessments and critiques of
what other competitive consulting offerings may already
beavailable.

Since many of your competitors may have aready moved
toward the “productization” of their consulting service and
support offerings, now may be the most opportune time for
your businessto moveforward aswell. A good placeto start
would be with respect to conducting basic market research.
Oneway of doing so would be asfollows:

»  Review competitive brochures and salesliterature (i.e.,
hard copy and/or off the web) to learn more about how
other firms are packaging and promoting their various
consulting offerings;

e Survey the Internet and on-line database services to
supplement, support and corroborate the information
initially obtained from the marketing literature;

e Find out which consulting firms are targeting which
vertical markets by identifying the segment-specific
trade shows where they exhibit and/or speak; and

e Talk to your own clients about what they see as the
principal benefits and advantages of using your spe-
cialized consulting services, and integrate these find-
ingsalong with the external market dataand information
you have been collecting about other firmsthat are sup-
porting clientsin the segment.

At the conclusion of your assessment and evaluation of all
of the collected data and materials, you should bein a

Continued on page 5
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It Paysto “Productize” Your Consulting Services

Continued from page 4

much better position to “productize” your principal consult-
ing service and support offerings, and cross-check them
against both the needs and wants of your customers, and the
alternative offerings provided by your competitors.

If the market believesthat al you are offering is a generic set
of commaodity-like consulting service and support offerings,
but that your competitors have more clearly defined support
“packages’ designed specifically for their business, they will
be morelikely to go to the competition than to you. However,
by “productizing” your offeringsin amanner that reflectsthe
specific attributes, benefits and advantages required by each
individual client segment, you should also stand to benefit
from the differentiated market positioning of your overall port-
folio of consulting service and support offerings.
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About theAuthor:

William K. Pollock is president of Srategies For
Growth™ (SFG%), the Westtown, Pennsylvania-based
services consulting firm specializing in strategic busi-
ness planning, services marketing, CRM consulting,
mar ket/survey research, and customer satisfaction mea-
surement and tracking programs.

Bill may be reached at 610-399-9717 or via e-mail at
wkp@sAgrowth.com. SFG™'s website is accessible at
www.s4growth.com

| CCA Upcoming Dinner M eeting Dates 2005

% 3/10 Doubletree Guest Suites, Plymouth Meeting, PA

****Joint Meeting with TEM PO***
Note Different Start Time, this meeting only. Networking 5:30, Dinner 6:30

Topic: The Sate of e-Learning at Merck Pharma
Presentedby: Cheryl Del arge, Merck Phar maceuticals
Marc Crawford, Performance Il mpact, I nc.

Description: Thispresentationwill look at the state of el earning at Merck & Co and what marketing effortsare being
utilized to bring the messageto the masses. The presentation will explore“horror stories’ regarding e earning initiatives,
look at marketing efforts through the eyes of the learner, exlpain some of the signs that an organization is ready for
el earning, and discuss best practices that are working at other companies.

% 4/14 Clarion Hotel, Cherry Hill, NJ

Topic: Master Prospecting & Networking
Presentedby: Mario Pinardo, President of Achievement Dynamics|nstitute, Inc.

Description: Mario Pinardo is the president of Achievement Dynamics Institute in Mt. Laurel. His clients include
fortune 500 companies, Olympic athletes, and hundreds of professionals and small business owners. Over the last 20
years, he has delivered more than 2,500 workshops and seminars - specializing in personal and team empowerment and
increasing personal effectiveness

Consulting Matters - Page 5
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From The President...more
about Meeting Sponsors

Continued from page 1

We appreciate all our sponsors from recent meetings. They
ae

I nspiriTec, represented by Judy Rosenwinkel, offered ICCA
Members an opportunity to receive grant money from the
Dept of Labor.

AXAAdvisors, LL C, represented by TaraPrindible, aleading
provider of financial services for consumers and businesses,

working with clientsto help them define and meet their
financia goals.

Cittonelnstitute, represented by Bob McNamara, training
company sponsored our July 2004 Pizza Party.

Merrill Lynch, represented by Todd Welch, provideswealth
management services

Wechsler/Mar sico Associates, represented by Ron Bradly,
provideindividual and family insurance and retirement ben-
efits.

Again, | encourage all our membersto keep on the lookout
for companiesthat may haveaproduct or servicethat would
interest our members. Or perhaps a product or service that
would interest our clients. If you know someone who wants
to sponsor a meeting, please send the contact information
to President@iccadelval.org. | will contact them and dis-
cuss the details of sponsoring a meeting. Thank you for
your help!

Consulting Matters always welcomes
newsletter article submissions. If you have an
article that would be of interest to the computer
consulting community, send your articleto:
newdetter @iccadelval.org.

MS-Word or plain text is preferred. Article
submission deadline for the April Issue of
Consulting Matters isMarch 25th.

| CCA Delaware Valley Shirts

$25 per shirt. Variouscolorsavailable.

Sze S M L XL XXL
Color Green Ecru  White Navy

Qty Total Enclosed:

Name

Address

|CCA Delaware Valley Mugs.
$5each

Name

Address

Email

Qty Total Enclosed:

Send thisform with check payableto:

ICCA
125N. Highland Ave
Lansdowne, PA 19050

Or call/email your VISA/MC/Discover card
number, expiration date, and total dollar amount of
order to

610-394-9090

icca@erols.com

Shirts/mugs will be ready for pickup by the
following meeting.
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March
Tech Calendar

19-March
NWCT
NWCT Annual Saturday Seminar
http://www.nwct-phila.org/index.htm

10- March
DelawareValley ICCA Meeting
Joint Meetingwith TEM PO
*** Annual Electionsfor Chapter
Officers***

The State of e-Learning at Merck
Pharma

Cheryl Del_arge, Merck Pharma, and
Marc Crawford, Performance Impact,
Inc.

Soonsored by: Merrill Lynch, Todd
Welch, “Wealth Management”
5:30PM - 9:30PM

Doubletree Guest Suites

Plymouth Meeting, PA
www.iccadelval.org

15-March
Computer Professionalsof Center City
Networking Event
7pm, Thelrish Pub
2007 Walnut Street
http://cpcentercity.com/cpccevent.htm

23-March
PA/DE/NJ
Distance L earning Association
8:30amto Noon
University of Delaware
ClaytonHall
Non-members: $25
PADLA 2005 Members: Free
You must register to attend.
http://www.v-workshops.com/pby/
padla/private/private.asp?nid=308

If you hear of an event that
would be of interest to our
members, send the meeting
noticeto

newsd etter @iccadelval .org

ICCA Delaware Valley Board of Directors
Committees and Other Contacts 2004-2005

| President/Webmaster | | Education Chair |
Keith Mast MikeHerrera
Mast Consulting, LLC Client Server Specidists, Inc.
WebSite: www.iccadelval .org Voice: 610-992-9287
E-Mail: president@iccadelval.org E-mail: mherrera@cssi.org
Vice-President | | Newsletter Editor |

. DianeHerrera
:\_A(;;P Caghh(:: ilr;:irews Client Server Specialists, Inc.
' \oice 610-992-9287

610-324-5721 . .
. . . - : @iccad .org
Michagl.M cAndrews@L ogicChoice.com E-Mall: newsletter(@ elval.or

| Secretary | |Program Coordinator |
CynthiaColeMacia Kathleen Conti
Computer Concepts and Methods WebSquared, LLC
\oice 610-649-2769 \oice 610-344-9446
E-mail: CindyCole@ccam.biz E-Mail: kconti @websquared.com
| Treasurer | | Directors |
GeorgeR. Smith Kathleen Conti
GRSAssociates WebSquared, LLC
\oice 302-478-5919 610-344-9446
E-mail: grsassociates@juno.com E-mail :kconti @websquared.com
— John Erthal
| Chapter Administrator | Alphalon Business Solutions, Inc.
LindaFalotico E-mail:jerthal @al phalon.com
ICCA DelawareVadley Leigh Weber
POBox 835 Weber Consulting Services, L.L.C.
Lansdowne, PA 19050 \oice 215-519-1697
Voice: 610-394-9090 E-mail: lweber @weberconsult.com
E-mail: info@iccadelval.org .
Rose McNeill
Neillix Networks, L.L.C.
Voice 267-978-6503

s -mai|: rmcneill 944@comcast.net

ICCA Disclaimer Notice

Discussion of any legal issues in any article that appears in this publication is pre-
sented as educational material only. The Independent Computer Consultants Associa
tion, Inc. does not and cannot take responsibility for any statements made within this
publication asto the meaning or effect of any federal or state law, statute, regulation or
ordinance, and any opinions expressed in this publication asto such meaning or effect
are the opinions of the authors and are not the opinions of the Independent Computer
Consultants Association, Inc. Any actions or legal steps taken should be throughly
reviewed with your personal attorney or tax consultant, as laws vary from state-to-
state and also because the facts of your situation may not support application of any
rule, statement, or suggestion that may be printed in this publication.
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