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1.0 Overview

[                                                               ] are Web properties in the midst great change. While the properties and related business(es) are enjoying moderate success, the marketplace is becoming increasingly competitive and sophisticated and [                           ]  risks losing market share to its better, Web 2.0, and best-of-breed (solutions) oriented competition.
In order to address continued growth, the competitive landscape, and the increasing sophistication of the major players in the category, the principals have determined that several areas of strategic development must be vetted. The following bullet points illustrate the development instances or areas of improvement that have been identified for the purposes of this consulting proposal and point-of-view (POV). While comprehensive, this is not an exhaustive list with regard to the full scope of the ecommerce operations or disposition – whether strategic, technical, or tactical - only the development instances as related to the consulting and project management services of DharmaBuilt.com (Barry Fleming / The Consultant):

· #1 – The Acquisitions (sales) must improve

· The Organic/Natural Search Results (SEO) for [                      ]  products and content must improve
· The Shopping Comparison Engine product listings and resulting affiliate sales must improve (e.g. Vendor management = Channel Intelligence)

· The Paid Search Results (PPC) and resulting sales for [                           ]  products must improve (e.g. Vendor management = Channel Intelligence)
· The CPA & ROI for all online marketing initiatives must improve - including Shopping Portals, Affiliates, PPC, SEO, Email, Banner Networks, SMO, ORM, Site Search, Link Building, etc. The CPA and ROI must be measurable/quantifiable per program, per provider/vendor – and correlated to Web site(s) sales performance
· The Authority (e.g. Inbound Links) of [                               ]  must improve
· The Online Reputation of [                               ] and [                             ]  in the competitive space must improve (e.g. ResellerRatings.com, Yelp.com, PowerReviews integration, etc.) 
· The Aesthetics and Usability of the Web site(s) must improve

· The Web or Online Personnel assets (both internal and external/vendors) - with regard to the scope of this proposal - require improved and centralized project leadership / management for strategic and measurable growth
· The Organizational Best Practices with regard to the scope of this proposal require development or improvement 

2.0 Competitive Landscape
[                                              ]  has significant competition in what is considered the ‘Computer/Electronics’ market or category. This category within the “2008 Internet Retailer Top 500 Guide” represents 11.2% of total retailers and 23.0% of total sales – the second leading category behind ‘Mass Merchants/Department Stores’. The total sales in 2006 for this category were $19B and in 2007 the category sales were $23B – representing a category growth of 18% for 2007.

[                                           ]  Category Competitors and their Dispositions and Indications of their Online Strategies:

Adorama Camera Inc.

· #44 in the Category and #381 in the IR Top 500 
· $15M in sales (IR Estimate, 2007) 

· Search Engine Referred Shoppers – 34% (2007), 31% (2006) [Hitwise]
· Conversion Rate: 0.70% (IR Estimate), Average Ticket: $225 (IR Estimate)

· Growth Rate (2007): 22.83%

· Monthly Email campaigns: 11 (SilverPop)
· New Shoppers: 57%  Return Shoppers: 43%  (Hitwise)

· Web Site Features of Note: Customer Reviews, Product Ratings

· Platforms & Vendor managements Disposition: N/A

Abt Electronics Inc.

· #21 in the Category and #157 in the IR Top 500 
· $72M in sales (2007)
· Search Engine Referred Shoppers – 44% (2007), 39% (2006) [Hitwise]

· Conversion Rate: 1.00% (IR Estimate), Average Ticket: $314
· Total SKUs on Web: 10,000

· Growth Rate (2007): 15%

· Monthly Email campaigns: 4 (SilverPop)

· New Shoppers: 78%  Return Shoppers: 22%  (Hitwise)

· Web Site Features of Note: Customer Reviews, Product Comparisons & Ratings
· Platforms & Vendor managements Disposition: 

- Affiliate Marketing: Commission Junction

- Email Service Provider: SubscriberMail

- Fulfillment: Escalate Retail

- Order Management: Escalate Retail

- Rich Media: WebCollage, Vendaria

- Search Engine Marketing: Rimm-Kaufman Group

- Site Search: Nextopia

- Web Analytics: ClickTracks

B&H Photo-Video-Pro Audio

· #19 in the Category and #121 in the IR Top 500 

· $100M in sales (2007) 
· Search Engine Referred Shoppers – 35% (2007), 31% (2006) [Hitwise]

· Conversion Rate: 1.50% (IR Estimate), Average Ticket: $250 (IR Estimate)

· Total SKUs on Web: 160,000

· Growth Rate (2007): 20%

· Monthly Email campaigns: 4 (SilverPop)

· New Shoppers: 57%  Return Shoppers: 43%  (Hitwise)

· Web Site Features of Note: Customer Reviews, Product Comparisons, Product Ratings, Syndicated Content

· Platforms & Vendor managements Disposition: 

- Affiliate Marketing: Kolimbo

- CRM: Cognos, Salesforce.com

- Email Service Provider: eOn Communications

- Rich Media: WebCollage, SellPoint

- Site Search: Mercado

- Web Analytics: Coremetrics


Ritz Interactive Inc.

· #17 in the Category and #114 in the IR Top 500

· $111M in sales (2007) 

· Search Engine Referred Shoppers – 39% (2007), 33% (2006) [Hitwise]

· Conversion Rate: 1.60%, Average Ticket: $283
· Total SKUs on Web: 75,000

· Growth Rate (2007): 12.12%

· Monthly Email campaigns: 3 (SilverPop)

· New Shoppers: 72%  Return Shoppers: 28%  (Hitwise)

· Web Site Features of Note: Blogs, Customer Reviews, Product Comparisons, Product Customizations, Product Ratings, Social Networking, Syndicated Content, Videocasts
· Platforms & Vendor managements Disposition: 

- Affiliate Marketing: Commission Junction

- Content Delivery: Pivia, Akamai

- Content Management: IBM

- Customer Service: CommercialWare

- eCommerce Platform: IBM WebSphere

- Email Service Provider: YesMail

- Fulfillment: Ritz Camera Centers, DBL, D&H, Ingram Micro, Wynit

- Order Management: CommercialWare, Vcommerce

- Rich Media: SellPoint

- Site Search: Endeca

- Web Analytics: Google

- Web Hosting: SAVVIS, ATT

*J&R Electronics Inc.

· #14 in the Category and #95 in the IR Top 100
· $144M in sales (IR Estimate - 2007) 

· Search Engine Referred Shoppers – 32% (2007), 32% (2006) [Hitwise]

· Conversion Rate: 2.00%, Average Ticket: $290 (IR Estimate)
· Total SKUs on Web: 300,000

· Growth Rate (2007): 20%

· Monthly Email campaigns: 25 (SilverPop)

· New Shoppers: 63%  Return Shoppers: 37%  (Hitwise)

· Web Site Features of Note: Blogs, Customer Reviews, Product Comparisons, Product Recommendations, Social Networking, Syndicated Content

· Platforms & Vendor managements Disposition: 

- Affiliate Marketing: LinkShare

- CRM: Escalate Retail

- eCommerce Platform: InterWorld, Escalate Retail

- Email Service Provider: CheetahMail

- Rich Media: Scene7

- Search Engine Marketing: ChannelAdvisor

- Site Search: Endeca

- Web Analytics: Omniture


* J&R is the only category competitor in the IR Top 100

3.0 Consultant Relationship & Disposition

DharmaBuilt.com is a New York State Limited Liability Company of record that carries Professional Indemnity and Liability Insurance, Errors & Omissions inclusion – specifically for IT consulting as an added measure of security for clients. DharmaBuilt.com (Barry Fleming / The Consultant) will provide professional consulting services to the client as stipulated in a formal Contract/SOW and will also execute and adhere to a formal Non-Disclosure Agreement. DharmaBuilt.com (Barry Fleming / The Consultant) has other client engagements in various capacities and with unique scheduling requirements. While these engagements require the consultant’s involvement and attention at different times, every effort will be made to service the needs and schedules of each individual client as required and stipulated by the individual agreements. There will be times where DharmaBuilt.com (Barry Fleming / The Consultant) will be required to attend appointments / meetings and to participate in telephone calls with other clients. It is with this understanding that DharmaBuilt.com (Barry Fleming / The Consultant) respectfully requests scheduling flexibility and understanding with regard to the needs of other DharmaBuilt.com clients. Any scheduling requirements, appointments, time-off, sick leave, and necessary changes in scheduling will be discussed on a ‘per instance’ basis, with as much advanced notice as possible.
4.0 Development Instances & Project Management – Phase I
DharmaBuilt.com (Barry Fleming / The Consultant) has determined several areas of strategic development and subsequently, various levels of project management for these initiatives. For the purposes of this proposal, the strategic initiatives are split into two separate categories or phases. Phase I development represents the ‘low-hanging fruit’ with regard to Web site improvements – as they relate to organic (natural) search engine results for the Web site(s), ‘authority’ development for the site(s) on the Web, online campaign performance measurement through web analytics (via a Google Analytics custom implementation), third-party integrations or vendor management with regard to search engine marketing, comparison shopping engines, affiliate networks, social media optimization, online reputation management, and Web design and development. In the cases where one or more of these strategic initiatives are ‘under development’, I will assume the client-side, leadership role and provide regularly scheduled progress reports. This assumption of leadership in these cases must be mandated by the executive management in order for the engagement(s) to be effective. 
5.0 Search Engine Optimization (SEO)
Search Engine Optimization for [                                       ]  represents a tremendous opportunity in terms of increased traffic and statistically higher conversions/sales. With this tremendous opportunity comes a tremendous challenge from the ASP.NET platform disposition as well as the unique data per SKU. With approximately 300K SKUs on the Web, developing highly relevant and competitive keywords (within the relevant SEO ‘attributes’) per product detail ‘page’ becomes a very large project in scope and execution. Another challenge is the ecommerce platform (ASP.NET) disposition as it relates to URLs and deployed ‘on-page’ SEO attributes – specifically unique page titles, unique meta descriptions, unique meta keywords, unique alt text/image attributes, unique H1 tags, and appropriate internal or cross-linking (anchor text), etc.
5.1 Off-Page SEO
Off-page SEO refers to the unique opportunities that exist ‘outside’ of the actual Web site pages. This includes properly leveraging the DNS/IP configurations at the domain name registrar level, the deployed domain names, IP addresses, mod rewrites, 301 redirects, .htaccess file, sitemap.xml file, robots.txt file, etc. at the Web server level - whether Apache or IIS (IIS in the case of [                                      ] ), leveraging the various Webmaster and major search engine business-class tools and protocols as currently available from Google, Yahoo!, and MSN/LIVE, and leveraging the various platforms and tools currently available in the Social Mediasphere such as FeedBurner, FeedBlitz, Facebook, MySpace, quality directories, etc. The development and deployment of the Off-Page SEO instances will not require an extended project lifecycle.
5.2 On-Page SEO
The ‘on-page’ SEO attributes or instances are related to the unique data per Web site ‘page’, unique data per SKU, and the presentation capabilities of the CMS/ecommerce platform (ASP.NET). The major hurdles for optimization in the case of [                            ] lie in the disposition of the URLs (dirty) as presented to the search engines and the disposition of the page title, meta description, meta keywords, image attributes or ‘alt’ text, H1 tags, and internal links (cross links/anchor text). The solution to these challenges lies in customized platform development, data entry with regard to SKU and image details, ‘manual’ optimization (Phase I) with regard to ‘static’ (department) pages, and page-level and global style attribute changes. The initial, ‘manual’ updates to the department-level or sub-index pages will not require an extended project development lifecycle.
5.3 Product Detail (SKU) Updates – Phase I

Unique meta data per SKU is required in order to effect the optimization improvements and strategy. This requires a phased approach in terms of priorities – typically determined with regard to the unique SKU gross profit margin. The priority can be based upon other factors as well. Keyword research for competitiveness is required during this primarily editorial process. The data updates will be based upon platform (ASP.NET) capabilities and attributes. A database application for updates should be leveraged (DBA) or developed in order to simplify and streamline this process and a small team of individuals sourced and trained to provide the bulk of the SKU updates on a ‘project basis’. This database application may already be in place with the Ecommerce or Order Management system(s). A platform/ASP.NET and SKU database development ‘test case’ should be deployed to vet any issues before the ‘SKU Update Project’ is put into production. The Phase I stage also applies to category leaders (SKUs), strategic focus as it applies to a niche-focused Web site strategy, etc. The development and deployment of the SKU updates in this fashion requires a comprehensive and extended project development lifecycle.
6.0 ASP.NET Platform (CMS) Development
6.1 Search Friendly URLs

One of the SEO opportunities (and challenge) for the [                            ] Web site platform (CMS) is in the way that the Web site URLs are displayed to the search engines. For example, a click on the ‘Appliances’ department or category on the home page returns this URL:

http://xxxxxxxxxxxxxx.com/sc/main_cat.asp?id=18

This URL means little to search engines simply because of the lack of relevant information to a searcher. This is considered a ‘dirty’ URL because of the special characters as relating to an application or database query and the lack of search relevency or easily recognizable context.

Here is an existing example on the Web site of a ‘clean’ URL:

http://xxxxxxxxxxxxxxxxxxxxxxxxxxxxx.com/air-conditioning.asp

This URL establishes searcher context and search engine relevency.
Here is another example of a dirty URL on the Web site:

http://xxxxxxxxxxxxxxxxxxxxxx.com/product.asp?id=964687166&item=honeywell-super-turbo-tablefloor-fan
In this example, although some ‘plain-English’ attributes are contained in the query string, they come after the application or database query. In order to optimize the item for the widest and best possible exposure in the various search engines, the ‘plain-English’ item attributes should appear exclusively. This means mapping the ‘dirty’ or virtual URLs to static or HTML pages with search engine friendly URLs.
These capabilites are available within the server-side scripting language of the ASP.NET technology (CMS solution) and require vetting with the appropriate developers – whether in-house or otherwise. The development and deployment of this solution will not require an extended project development lifecycle. 
6.2 Unique Product Detail Meta Data Presentation
The ASP.NET platform can deploy unique on-page SEO attributes and meta data dynamically based upon department (category ID) and product detail. Developing and leveraging these components will not require an extended project development lifecycle however, the unique on-page SEO attributes per category ID and product (SKU) will require a protracted team effort in a complex and extended project development lifecycle (DBA, ASP.NET developers, Editorial, SEO, administrative/data entry) – see content heading #5.3 above.
7.0 Google Analytics & Web Performance Measurement
Google Analytics is currently leveraged on the [                            ] Web site. Without a specific QA audit (and HTTP debugging) for tracking capabilities on the site it’s impossible to determine the quality and efficacy of the implementation. However, the legacy version of Google Analytics (urchin.js) is currently deployed. By deploying the new version of Google Analytics (ga.js) and implementing an ecommerce optimized and customized install – [                            ] will be able to leverage new Google Analytics features such as customized event tracking.
There are 4 phases that a Google Analytics account commonly passes through on the way to becoming completely and totally implemented as fully-functional optimization tool that can transform a business.

 

PHASE 1: Just have tracking code on the webpages:  

The account is just set up for reporting and not as an optimization tool. At this phase, Google Analytics is not customized at all. 

 

PHASE 2: Have a few goals / filters:  

The phase where the account is somewhat optimized, then the account has at least 1 goal set up and has at least 1 filter set up. 

 

PHASE 3: Have goals, filters, & manually tagged marketing: 

The phase where the account is highly customized and the account probably has more than 1 goal with goal funnels set up, it has multiple filters set up, and the offline and online marketing is being tracked through manual tagging. 

 

PHASE 4: Have complete revenue reporting: 

The phase where the account is completely optimized - It not only has goals, filters, and manual tagging set up, but also be able to: 

 

• See which marketing campaigns are making money 

• See which marketing campaigns are losing money 

• Drill down into PPC adgroups and find out which keyword phases are working well and which     ones aren’t. 

Google Analytics is not the only tool for Web performance measurement. Correlations can be made between the data sets accessible in Google Analytics, FeedBurner, FeedBlitz, Facebook, MySpace, Advertising Networks, Affiliates, ecommerce platforms, order management systems, CRM applications, Comscore, HitWise, Site Search, Email Service Providers, etc. A Customized ‘dashboard’ for FocusCamera.com, based upon the accessible data sets, will be developed for comprehensive analysis – particularly around CPA and ROI. The development of this dashboard (where the prerequisites are the Web site learnings agenda, measurement plan, and tagging specification) will not require an extended development life-cycle and will grow/evolve according to the accessible data sets per implemented solution. A dedicated analyst is required for actionable reporting development.
8.0 Social Media Optimization (SMO), Blog Development, RSS
As part of the ‘authority’ development strategy, [                            ] should develop a blog in much the same way as your competitor; J&R (e.g. http://blog.jr.com ). By leveraging the voluminous content as provided by the product manufacturers and treating it as extremely valuable content that must be further manipulated (by professional copywriters) and taking advantage of the RSS and Social Media suite of technologies, [                            ] will begin the process of building its ‘authority’ in the social mediasphere via quality back or inbound links. Inbound links are the ‘gold-standard’ of the major search engines – particularly Google. A customized, hosted blog platform such as WordPress or MovableType is required. The development and deployment of this solution will not require an extended project development lifecycle.
9.0 Online Reputation Management (ORM)
Part of Social Media Optimization (SMO) is Online Reputation Management (ORM). This is particularly important for multi-channel retailers as bad word-of-mouth press/comments can have a severely detrimental (viral) effect on the bottom line. As part of a SMO strategy, ORM requires specialized and consistent due diligence to ‘counteract’ bad word-of-mouth advertising in customer reviews, visitor comments, user feedback, entries in ResellerRatings.com, entries in local and national social media portals such as Yelp.com, FaceBook, MySpace, Technorati, Gizmodo, Digg, Del.icio.us, StumbleUpon, Twitter, YouTube, etc. and the shopping aggregators/shopping comparison engines that allow for customer reviews/customer ratings (ShopZilla, Shopping.com, Amazon.com, eBay, Overstock.com, Google Product Search, ShopLocal, etc.). SMO and ORM are highly specialized endeavors and require dedicated professionals. Typically this would be an SEO/SMO expert that oversees a senior, tech-savvy copywriter.The development of the SMO/ORM solution (and individual) will not require an extended project development lifecycle.
10.0 Web Site Design (Aesthetics, Interaction Design, Information Architecture)
Web site ‘friendliness’, ‘stickiness’, usability and effectiveness and how they relate to the online shopper’s experience can be measured (satisfaction and purchase intent – University of Michigan’s American Customer Satisfaction Index). Subsequently the Web site design, IA/ID, and aesthetic can be changed and improved based upon the proven models (IR Top 100 / ForeSee Results). SEO attributes are more easily built-into a Web site design rather than done in a retrofit fashion. COMP designs should emulate the best performers on the Web in as much the same way that Burger King simply followed McDonalds’ lead in terms of store locations. By deploying current Best Practices in eCommerce Web design, [                             ] will immediately improve the various KPIs that relate to engagement – and the more engaged a customer is – the more likely that they will convert. While Web site design and ecommerce and content functionality and features are very different things, a simple ‘look-and-feel’ overhaul (and supporting advertising campaigns) will improve visitor metrics. A Phase II POV (point of view) will be developed to vet the benefits of platform migration in order to take advantage of industry leading features. The Web site redesign (look-and-feel) will not require an extended project development lifecycle.
11.0 Paid Search, Shopping Portals, Comparison Shopping Engines
These areas of development are provided-for in a vendor management relationship that requires oversight. Channel Intelligence or Channel Advisor provides these strategic services applicable to product data feeds and related keyword search terms and phrases. What these vendor managements provide is invaluable – but nonetheless, limited in terms of holistic Web site improvements. Typically, Paid Search (PPC) and Shopping Comparison Engines account for modest percentages of overall sales – while well optimized sites have significant natural results (branded and non-branded) that convert. Pay-for-performance arrangements/agreements should be vetted.The oversight of the Paid Search and Comparison Shopping Engines solution (vendor management) will not require an extended project development life-cycle.
12.0 Affiliate Networks
Affiliate networks such as LinkShare, Commission Junction, ShareASale, Kolimbo, etc. are another sales channel of opportunity. While ROI can be significant, development and oversight require dedicated and specialized resources – unless completely outsourced (suggested) – but this comes at a high price. Pay-for-performance arrangements/agreements should be vetted. The oversight of the Affiliate Network solution (vendor management) will not require an extended project development lifecycle.
13.0 Overview (Phase II)
13.1 Email Service Provider (ESP) and Email Marketing Program Development
Email and Ecommerce are nearly synonymous. According to the Direct Marketing Association (DMA), commercial email last year generated more than $21B in U.S. sales. And the channel offers a very strong ROI – delivering $48 for every dollar invested. Not surprisingly, retailers in the IR Top 500 are more likely to have an email marketing program. Vetting the appropriate solution (Email service provider/ESP), the content/offer creation and management, management of the CAN-SPAM compliancy issues and opt-in lists, campaign tracking and performance measurement, and the sales performance and CPA/ROI analyses will require another proposal/POV. Coupled with the subsequent implementation of the solution and content development and production management - this project will require an extended project development lifecycle – but represents the most significant opportunity to increase sales for [                            ] as well as add ‘content’ to the site as well as the social mediasphere (another RSS Feed).
13.2 Link Building (Authority Development)
Once the [                            ] Web site has been fully optimized, only then should additional efforts be made to build relevant, quality back or inbound links. Various services and individuals provide this type of work. The oversight of the Link Building solution (vendor management) will not require an extended project development lifecycle – but the pre-requisite is a well optimized Web site from the SEO perspective.
13.3 Site Search Development and Optimization
Another tool in the ecommerce toolbox is a best-of-breed site search solution such as Endeca, Mercado, Nextopia, etc. that allows for mining search entries and manipulating search results along with a plethora of other powerful merchandising features. The oversight of the Site Search implemetation and configuration (vendor management) will require another proposal and an extended project development lifecycle.
13.4 Product Detail (SKU) Updates – Phase II
The Phase I (See Content Heading #5.3) Product Detail (SKU) Update project relates to the “low hanging fruit” and top performers/selections in terms of GPM or some other priority criteria. The Phase II of this project deals with all other SKUs – the ones considered a lower priority. The development and deployment of the SKU updates (Phase II) requires a comprehensive and extended project development lifecycle.

13.5 Strategic Integrations, Holistic Growth Initiatives
In order to bring [                            ] into competition with the leaders in the category, a strategic plan should include vetting the following (best-of-breeds) in comparison to the currently deployed solutions:

· The Ecommerce and Content Management Suite

· Integration/leveraging of PowerReviews or similar solution

· A small, boutique agency management solution for comprehensive design, campaign development and distribution, performance measurement and reporting, etc.

· Fully integrated CRM, POS, order management, fulfillment, third-party fulfillment, shipping selections and integration, customer service/call center operations, etc.
14.0 Not Included in Scope
· Web Merchandising, Web Order Management, Web Orders Processing, Web Daily Operations, Customer Service/Call Center Operations

· Web Order Fulfillment, Warehouse Operations, Third-Party Fulfillment, Inventory Control

· Customer Relationship Management (CRM), Database Operations, Advanced Segmentation, Direct Marketing
· Web Legal Comprehensive and Compliance
· Web Hosting and Managed Services
15.0 Terms

· Contract / NDA - required and provided
· Project Specific SOW / Project Specific POVs - as required

· Rate: $100 per hour
· Rate Disposition: Corp-to-Corp (only); Flat Hourly Rate or Discounted Retainer Basis 
· Scope/hours: 30 hours per week | 2-3 days on-site | T,W,TH availability | Flexible
· Twice Monthly Invoicing - 1st and 15th - Payable Net 15 days

· Phase I: Timeline/Lifecycle Development Required per project – Rough Estimate Completion by Feb 28, 2009
· Phase II: Timeline/Lifecycle Development Required per project – Rough Estimate Completion by June 30, 2009
· 90 Day Initial Probationary Period / ‘At Will’ Relationship – stipulated in contract
16.0 In Closing

There exists many exciting opportunities with [                            ] and given a few strategic initiatives, there is little reason that [                            ] can’t compete head-to-head with the market/category leaders. The market/category leaders deploy proven, best practices and best-of-breed solutions in order to drive acquisitions/sales. By refocusing energies on customer service and satisfaction, market/category reputation, competitive pricing, and superlative product offerings – the ecommerce development can then easily complement a multi-channel retail strategy. Without the first set of characteristics, then any ecommerce initiative will have a tremendous ‘up-hill battle’ – and the organization will only remain a marginal player. The best players on the Web tend to be the best retailers in general.
DharmaBuilt.com (Barry Fleming / The Consultant) is not interested in incremental improvements – only those improvements that when taken together as an overall strategy – will effectively lift an organization to an ecommerce performance level proportional to their level of commitment.

DharmaBuilt.com (Barry Fleming / The Consultant) can provide expert guidance and assistance in all areas covered in the scope of this proposal/POV and can effectively manage any related project and team – both internal and external – in order to bring any project development lifecycle to a successful conclusion or implementation/integration. Furthermore, DharmaBuilt.com (Barry Fleming / The Consultant) will provide the oversight and follow-up necessary to drive improvements and teams - in keeping with an overall executive-mandated strategy – thus relieving the executive management of the associated, day-to-day management responsibilities.

1
Barry Fleming | DharmaBuilt.com | 63 East 9th Street | 3K | NYC | NY | 10003-6330

Office: (212) 673-2073 | Mobile: (347) 525-4305 | bfleming@dharmabuilt.com


