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	WHEN Management Dynamics hosted a small party at Windsor Racecourse last summer, one particular jockey was well and truly out of luck.

Way ahead of the field, he mistakenly took a wrong turn and eventually came in last.

Barry Williams, chairman of Management Dynamics and a keen fan of the turf, knows as well as any business leader how easy it is to lose a competitive edge — and as importantly, how luck can play a part in a company’s success.

In the case of Management Dynamics, a privately-owned US company that provides trade management tools for clients operating in the global market, luck has come in a form that virtually no-one anticipated when the firm was set up in 1990. It is called China.

That is not to detract from what Management Dynamics has achieved through its own strategic planning and a couple of acquisitions that have broadened its product range.

But both Mr Williams and Management Dynamics chief executive James Preuninger acknowledge that the emergence of China on to the world scene has had a huge impact on their business. For what the shift in manufacturing has done is thrust thousands of companies that had never before traded internationally into the global arena for the first time.

Instead of buying components or materials from a local supplier, companies are more likely to be dealing with a trading partner on the other side of the world and having to navigate through an alarming array of cross-border quotas, trade embargoes, restricted products and many other trade compliance rules and regulations which frequently change.

That is where Management Dynamics comes in to its own, says Mr Preuninger, with one of its recent purchases able to “put the information into language that makes it actionable.” Two acquisitions last year have significantly added to Management Dynamics’ portfolio. Having established itself as a provider of price and contract management solutions for the transport industry with its RateExplorer, the company bought BridgePoint, an IT firm offering what it terms “multimodal supply chain visibility solutions” that enable users to transport merchandise more efficiently by better co-ordinating the activities of partners.

After that came the acquisition of NextLinx, one of the pioneers of international trade compliance technology.

These investments have helped Management Dynamics to expand its customer base from the container shipping and logistics sector to all modes of transport and clients that include some of the biggest multinationals on the world such as Boeing, Procter & Gamble, Amazon, Honeywell and General Motors.

In total, Management Dynamics now boasts 13,000 users’ able to choose from an a la carte menu of products. The workforce has grown to 300 as Management Dynamics extends its geographic reach. The latest move is the appointment of a board director for Asia based in Beijing.

What has also changed in recent years is the increasing involvement of finance directors in supply chain matters as more companies go global.

Mr Preuninger believes his company can offer services that may save clients “tens of millions of dollars a year” through the use of information systems that can take the pain out of foreign trade, overcome the many obstacles of cross border commerce, and avoid the risk of racing off the wrong direction.


