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Consulting

New news is no news for startups.

T

HOUGH WORLDCOM’s ills
may prove fatal for the company, and
though they have further depressed
already gloomy sentiment toward
the telecom industry, some equipment makers have shrugged off the news. They’ve
been facing ﬁerce competition for a slowing trickle
of dollars for quite some time now.
WorldCom’s plan to scale back dramatically
future capital expenditures leaves some manufacturers with potentially one less customer, exacerbating already dire growth projections (see
“Street Talk,” page 81). Just as WorldCom cut its
own capital expenditures in the short term, so too
will other carriers as a result of a “signiﬁcant
near- and intermediate-term capital crunch that
causes service providers to be even more focused
on near-term cash ﬂow, earnings, and debt reduction,” says James Parmelee, an analyst at Credit
Suisse First Boston.
Juniper Networks—for which WorldCom
represented 10 percent of revenue for the four
quarters ended March—could take the biggest
hit. Nonetheless, after the bombshell, Juniper
was quick to downplay its reliance on World-

Com, and announced that in the second quarter
the carrier would likely account for only $7 million in revenue, or just 6.4 percent of Juniper’s
consensus revenue estimates, according to the
research firm Thomson Financial/First Call.
WorldCom’s problems might worry some
networking startups, but reaction has been subdued. “Carriers have had deep pockets and short
arms for over a year now,” says Dallas Kachan,
director of communications at Caspian Networks, a maker of optical switching equipment.
“The WorldCom situation does not necessarily
exacerbate that.” Indeed, at best WorldCom has
been merely maintaining, rather than expanding,
its current networks, although carriers still need
to spend money to address ongoing issues, like
bottlenecks within their networks.
These are the target areas of startups like
Caspian Networks, Mahi Networks, and MetroOptix, which focus on metropolitan area optical
networks. Venture capitalists have been optimistic about these companies’ prospects—the
three startups have raised a total of $249 million
since October. That optimism may be more
scarce next time around. ■
—Mark Mowrey

BROADBAND DREAMER

Chip Simons

‘y

ou do suffer for being a pioneer,” Marc Canter told
MacWeek in 1990. Today, the brash founder of
MacroMind, the company that developed Director,
the first multimedia authoring tool, and later became
Macromedia, is still trying to blaze trails. Mr. Canter is
promoting Broadband Mechanics, a San Francisco company
founded in 1999 on the premise that there will be a market for
content and services designed specifically for broadband.
Broadband Mechanics has so far been funded by Mr.
Canter’s savings and earnings from consulting gigs. It is
now seeking venture funding. The company is developing
software for something described as a family portal, which
connects Internet-capable devices in the home. The
system depends on the willingness of makers of
televisions, gaming consoles, and PCs to include Mr. Canter’s technology in their devices. He envisions a day when user interfaces will be designed for different demographics, when multimedia content will be
customized for different devices, and when

family members will share calendars, media, and photos
easily. “There are going to be lots of situations where these
activities are going to become really natural and obvious,
but until there’s something like my system, it ain’t gonna
happen,” he says. The ever-optimistic Mr. Canter hopes to
partner with companies like AOL Time Warner to make his
system ubiquitous.
Why did the other companies that bet their businesses
on broadband, like Pseudo.com and Digital Entertainment
Network, go under? “Because the experience they offered
sucked,” he says flippantly. “The Net has not been able to
deliver an experience that gets my nipples hard.”
Mr. Canter is convinced that he has, as he puts it,
“the magic sauce of broadband.” “Any user knows
you’re not going to make a choice between the TV
and the PC,” he says. “You’re going to have both.
Assuming the boxes come, where’s the software?
I’m riding on the coattails of an industry
that is bound to happen.” ■
—Joanna Pearlstein

Branding for
dummies.

w

hat’s in a
name? A lot, if
you’re a consulting company. Last year
Accenture spent millions to
promote its new brand after
losing the battle to keep the
name Andersen Consulting
when it split from former
parent Andersen Worldwide. All that money may
have been worth it; postEnron, the company must
be delighted that it’s not
associated with Andersen.
Then along comes PwC
Consulting, an arm of PricewaterhouseCoopers, which
in June said it would change
its name to ... Monday. The
ad campaign to introduce
the name change includes
ersatz sentences like
“Monday: Wake up early
expect chemistry sharpen
your instincts know what
counts relish challenge.”
The company’s Web site
brags, “Monday is a real
name [a dig, perhaps, at
invented names like
Accenture and Philip
Morris’s ill-fated Altria
Group], universally understood and easy to remember.” It’s unclear whether
the global company will be
known as Montag in
Germany, Lundi in France,
and Xingqiyi in China.
The benefits of calendrical nomenclature have yet
to be proven: the British
networking group First
Tuesday was sold for a fraction of its purchase price,
and MarchFirst, an Internet
consultancy, went bankrupt. The most impropitious omen for the renamed
company, however, is the
survey conducted by
Accountemps, a Menlo
Park, California, staffing
agency. The firm found that
Monday is the second-most
productive day of the workweek. The most productive
day? Tuesday. ■
—Joanna Pearlstein
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