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efficient satellite c o m m u n i c d p # ~ k l E t g ~ d & Z & ? ~  pipeline monituring, energy 
pipelines, mines, reservation networks, automotive centers, hotels, broadcasting centers, airlines, 
newspapers, government offices, transportation companies, universities, electronic mail and 
othcrs. 

Total Sales I 2.810 1 3,090 1 3,300 
Sales by Local Firms 1 2,715 1 2,950 1 3.1 00 
Export Sales by 1,ocal Firms 
Sales by Foreign-Owned Firms 
Sales by US-Owned Firms 

A11 figures are estimates in millions of US dollars 
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The Moroccan market for telecommunications is growing rapidly. It is one of the most dynamic 
in North Africa, Telecommunications infrastructure is an essential link for dl sectors and the 
development of the national economy and the opening of the market to foreign investments 
cannot be achieved without it. Recognizing this, the Government is making considerable efforts 
to develop a modem telecommunication network based on the most advanced technologies. The 
Government is taking steps to privatize and expand the growing mobile phone market. The best 
sales prospects for InfoCom are in the high-tech areas where the US continues to maintain a 
competitive edge over other countries. US products and services have a good reputation and are 
considered the pioneers in new telecommunications technology. 

I Total Market Size 
I Total Local Production 10  10 

1 
All figures are estimates in millions of US dollars 

Total Exports 
Total Imports 
Imnorts from the US .  

Turkey 
Recent laws passed by the Parliament should produce a boom in this sector. New licenses will 
be issued for value added services most requiring new investments. Existing services, e.g., 
paging systems, analog type cellular phone networks, cable-TV, will need to be modernized 
andor expanded for better m i c e  and more customers. The telephone network structure needs 
to accommodate more subscribers and to improve quality. Intelligent network systems, ISDN, 
and fiber in the loop systems will he future trends. The new telecommunications law specifies 
that 20 percent of the income obtained from licensing fees for value added services and 20 
percent of Turk Telecom privatization revenues will be used to improve the telephone structure. 
This revenue is estimated at over $3.5 billion. Thus, InfoCom can seize the growing 
opportunities in Turkey and participate in international projects such as fiber optic cable, 
microwave and satellite projects Lo serve Turkey. 
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Privatization of Turkish Telecorn is expected to attract additional investments in data, voice and 
video satellite services. The data communications industry in Turkey is moving towards 
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Section Two: Infocorn Products and Market 

Appendix A: Brochures of InfoCom's Product and Service Offerings 

1. Delivery and Distribution 

2. Computer Systems and Networking 

3. Computer Replacement Parts 

4. Telecommunications and Securily 

5. Telecommunications Replacement Parts 

6. Satellite Communicrrtinns 

7. Internet Services 

8. Manufacturinl: 

9. ICC Innovations 

10. Voice Expert Hardware and Software 

11. Industrial Applicatinns 

12. Financing 





Kuwait Internet Netwol 
Your Full Internet Servic Provider 

Dial up Access 

Dedicated WWW Server Hosting 

Shared WWW Server 
E-mail 

Web Pages Multlmedla Programmlng 

.- 
r' 

', 
'. 

.. 
'J '. '. 

I Dedicated WWw &fg&VlrtueI Remote E-mail I 
I Server Hosting WWW Server Server .I' 
I 
I (The two E-mail servers wih 

i aver the internet or the telel 
I 

i 
I 

I 
I Domain Name E-mall Senref FTP sewer WWW sewer ~ccess  Sewer I rl& 
I 
I 
I 

Sewer DNS 
I 

I I E-mail: bt 
I I 
I 
I Kuwait Internet Servers : I Internet: ht4 
L----L---,L2-------------------------2----2L-2L------L---------------L--La---------------- 





Management 
Appcndix C contains the organization charts showing the current structure of InfoCom and the 
allocation of task responsibilities. The section below describes the background and cxpcrtise of 
kcy management and personnel people. 

Bavan Elushi. CEO 

Bayan Elashi is the rounder and Chief Executive Officer of InfoCom Corporation. Rayan has 
more than ten years experience in the computer industry. He was the founder of Alrtled 
Computer Company, the first business firm to introducc Arabic computers to the Arab world. 
That company was later sold to a group of Saudi investors. Bayan has earned a Masters degree in 
Computer Engineering, with specialization in computcr architecture from Purdue University. He 
also spenl two years in the Ph.D. program at both Purdue IJniversity and the liniversity of 
Southern California. He has taught both at the University of Southern California and at 
California State University in the area of operaling systems design, database design and artificial 
intelligence. His current responsibilities at lnfoCom include strategic planning as well as 
evaluation of new products and services to be ol'kred to our customers. He is also in charge of 
the design and setup of the lntcrnct scrvices being offered by TnfoCom. 

Ghassan Elashi. Vice-president. mar kc tin^ 

Ghassan Elashi is the Vicc-President of Marketing at InfoCom Corp. He has more than tcn years 
work expericncc in accounting and finance. He has earned a B.A. in accounting and a Masters of 
Business Administration from Miami University, Miami. IIe has acquired in-dcpth cxpertise as 
an accountant, eventually serving as Chiel' Financial Officer of Research Computers l'cchnology 
Cow, (RCTC) in Los Angelcs, California. He then became sales manager for International 
Computer and Communications in Los Angclcs. He moved to join InhCom Corp., serving as its 
marketing and sales vice-prcsidcnt since 1992. His duties include funnulating and implementing 
the milrketing and sales strategic plan for the sale ol' computer and telecommunication products 
overseus. IIe is currently involved in the market research efforts necessary to maintain and 
expand InfoCom's intmational customer base. 

Personnel 

Basman Elashi, Lonistics Manaaer 

Rasman Elashi earned Bachelors dcgrce in Mechanical Engineering from Western Michigan 
University. IIe joined International Computers and Communications in 1987, and has acquircd 
extensivc cxperience in shipping logistics both by air and by sca. Current responsibilities at 
InfoCom include managing our shipping operations by air and by sea. 



Ihsan Elashi. Svstem Consultant. Avvle Products 

Ihsan Elashi earned a Masters dcgrcc in Computcr Scicncc from thc Univcrsity of Miami, Miami, 
Florida. Hc workcd as an instructor in the Computer Science Department at this university. He 
has extensive experience in teaching database management and MIS. He has also worked as a 
senior systems programmer for the University of Miami. He joined International Computers and 
Communications in 1989. His current duties at InfoCom include the sales and support of Apple 
computer hardwarc and software. 

Hazim Elashi. Manapcr of Personal Computers Division 

Hazim Elashi earned a BS in Computer Systems Engineering from the Oregon Institute of 
Technology. While working on his college degree, he acquired substantial experience at several 
computer companies. He joined International Computers and Communications in 1988. Since 
then he has attended Novel1 NetWare and Corteclo Digital PABX training classes and reccivcd 
additional training in hardware maintenance and repair. He has been in charge of the production 
of PCs, and has analyzed, evaluated and integrated hardwarelsoftware products. He heads the 
technical support section, conducts system analyses and helps customers streamline their 
operations. 

Saleem Reza. Local Sales Manager 

Saleem Reza has a BUR in markcting from Purdue University. He has worked with Microage, 
earning experience in sales, support, and training. Hc has ncgotiatcd salcs with local and state 
schools as well as colleges and universities. At Microage, he acquired 8 years of managerial 
expertise. He bas developed management training programs. At InfoCom, he is in charge of 
developing new accounts and expanding the client server application software markct. He 
oversees service and support agreements, and crcatcs training programs for customer service. He 
also works on markcting plans for LAN-WAN sales, and prepares the budgets for advertising and 
other marketing-rclatcd campaigns. 

Mohammad Nabil Salah. Telecommunications specialist 

Mohammad Nabil Salah graduated from thc Univcrsity of Toledo, Ohio, with a Bachelor of 
Science in Electrical Engineering, with a minor in biomcdical electronics. He has had extensive 
experience in Telephone systems, KSU and P M X .  Hc has also acquircd cxperience in 
troubleshooting telecommunications hardwarc during his two years with Nu-Tel 
Communications. He is currently the manager of the Telecommunications Department and a 
sales engineer at InlbCom. 

Rafaat Sabha, Programmer 

Rafaat graduated from California University, Los Angeles with a Bachelor degree in Computer 
Science. He has over five years of experience in web programming, JAVA, CGI and databasc 
applications. 



Yasser is a graduatc from The liniversity of Ohio, Akron. He has over ten years of expericnce in 
IJnix Progl-anlming and Networking. 

Lima Daiani, Intcrnet Weh Dazes Designer 

Lima Dajani graduated from the University of California, Los Angeles, UCLA, with a Bachelor 
of Scicncc in Biochemistry, and a strong background in computer progranming. She has 
extensive experiencc in graphics design, page layout, color separation, HTML programming and 
CGI programming. She has been with InfoCom since 1392. She is currently in charge of Web 
pagc dcsign for our Internet customers. 

Ahlarn is a programmer and System Adnlinistrator. Shc has an experience in Web programming 
in C, C++, Visual Basic, Ferl, Java, Daldxse, and CGI scripts. Also, shc has knowledge in 
Windows, Dos, Unix, md Novel1 and in dcvcloping and mainhining Apache Servers. 

Fairouz Elashi, Vendor Relations w d  Proiects Scheduling 

Fairouz Elashi graduatcd from the IJniversity or Ain Shams, in Cairo, Egypt, with a Bachclor of 
Science in psychology. She is in chargc of vcndor rclations, and projecls scheduling a well us 
cost control. 

Summary 

JnfoConl Corp. is a divcrsificd, multi-industry, global corporation with strong marketing 
capabilities, lechnical skills and ent~epreneurial policies. It sclls customized computer and 
telecommunication solutions to value-added resellers as wcll as corporate and government buyers 
worldwidc. 

Carel'ul analysis of the potential market in the Middle East and North Africa rcvcals unfulfilled 
dcmand for custornizcd products and services both in the computer and lelecommunications 
industries. lnfocom's longstanding reputation for quality scrvicc, prompt dclivcry, technological 
expertise and convenienl credit terms will help secure a sixable porlion o r  the computer and 
telecommunications markets. The personal relationships developed by top management as well 
the in-depth understanding of the local culture in the oversea ma~kets will p~wvide an even 
greatcr co~npctitivc advantage ovcr mass-mxkctcrs. 
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Appendix C: InfoCom's Organizational Structure 
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Morocco 
The Moroccan market for telecommunications is growing rapidly. It is one of the most dynamic 
in North Africa. 'l'clccommunications infrastructure is an csscntial link for all sectors and thc 
dcvclopmcnt of the national economy and the opening of the market to foreign investments 
c m o t  be achieved without it. Recognizing this, the Government is making considerable efforts 
to develop a modern telecommunication network based on the most advanced technologies. Thc 
Government is taking steps to privatize and expand the growing mobile phone market. The best 
sales prospects for InfoCom are in the high-tech areas where the US continues to maintain a 
competitive edge over other countries. US products and services have a good reputation and are 
considered the pioneers in new telecommunications technology. 

I Total Imvorts I 180 1 220 1 253 

Total Market Size 
Total Local Production 
Total Exoorts 

Imports from the U.S. 135 1 42 1 49 
All figures are estimates in millionn uf IJS dollars 

Turkey 
Recent laws passed by the Parliament should producc a boom in this scctor. Ncw liccnscs will 
be issued for value added services most requiring ncw invcstmcnts. Existing scrviccs, c.g., 
paging systems, analog type cellular phone networks, cable-TV, will need to be modernized 
and/or expanded for better service and more customers. The telephone network structure needs 
to accommodate more subscribers and to improvc quality. lntclligcnt nctwork systcms, ISDN, 
and fiber in the loop systems will bc future trcnds. 'l'hc ncw tclccommunications law spccifics 
that 20 percent of the income obtaincd from licensing fccs for valuc added services and 20 
perccnt of 'Surk 'Sclecom privatization revenues will he used to improve ihe telephone structure. 
'This rcvcnue is cstimatcd at over $3.5 billion. Thus, InCoCom can seize the growing 
opportunities in l'urkcy and participatc in intcrnational projects such as fiber optic cable, 
microwave and satellite projects to servc 'l'urkcy. 

180 
0 
0 

1 1994 I I995 1 1996 
Total Marker Size I 9 2 5  I1.060 11.110 

I I ,  I '  

Total Local Production 1 640 1 700 1 770 
Total Ex~orts I 95 1 100 1110 

220 
0 
0 

I Total Imvorts 1380 1 460 1 550 I 

253 
0 
0 

Imports from the U.S. 1252 1 300 1350 1 
All figures arc cslirnalcs in millions oTIJS dollars 

Privatization of Turkish Telecom is expected to attract additional investments in data, voice and 
video satellite services. The data communications industry in Turkey is moving towards 



efficient satellite communication, providing, new services to banks, pipeline monitoring, energy 
pipelines, mines, reservation networks, automotive centers, hotels, broadcasting centers, airlines, 
newspapers, government offices, transportation companies, universities, electronic mail and 
others. 

Sales by Local Finns 2,715 2,950 3,100 
Exvort Sales bv Local Firms 150 160 180 

~ ~ 

I 

Sales by Foreign-Owned Firms 1 95 1 140 1 200 
Sales by US-Owned Firms 1 35 1 50 1 90 

All figures are estimates in millions of US dollars 



1 1994 1 1995 / 1996 
Total Marker Size 1760 1811 1931 

Total Exports from the U.S. 1 500 1 550 1 605 1 
All figures m estimates in millions o f  US dollars 

1 

Total Local Production 
Total Exports 
Total Imvorts 

Jordan 
The telecommunications draft law submitted to the Jordanian Parliament in 1995 allows 
private-sector lirms to invest in and offer services in telecommunication hardware. When 
enacted, this law is expected to encourage sales of American telecommunications equipment to 
Jordan. More tenders for mobile communication equipment, satellite transmission and receiving 
components, fiber optic support stations, and modem-driven line-clustering stations are expected 
by mid-1996. Although U.S. products are generally more expensive than Asian or European 
made products by approximately 35 percent, they are in great demand becausc of their quality, 
level of technological sophistication and reliability. Since InfoCom does not compctc on the 
basis of cost leadership, it will be able to penetratc thc Jordanian market with relative ease. 

100 
50 
710 

- ~ 

Imports from the U.S. 18 110 113 
All tigurev arc cslimatcs in millions of US dollars 

~ t a l  Market Size 30 35 40 

Kuwait 
The booming construction industry will incrcase the demand for telecommunications services 
during the next few years. There are also govcrnmcntal plans to build two new satellite carth 
stations. Both factors will increase the demand for InfoCom's sophisticated telecommunication 
products and services. 
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1 1994 1 1995 1 1996 
Total Market Size 1 70 1 65 1 70 
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All figures are estimates in millions of US dollars 
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Saudi Arabia 
The Saudi PTT expansion (TEP 6 )  contract for 1.5 million lines, estimated at $4 billion, has been 
awarded tu the U.S. firm, AT&T. A number of sub-contracts have already been signed with U.S., 
foreign, and local companies to carry out different mpects of that project. More contracts will be 
expected to be allotted in the future, and Infocorn's track record should enable i t to win some of 
these lucrative contracts. 

U.A.E. 
ETISALAT is the local PTT of the UAE. During the next two years, ETISALAT plans to invest 
an average of US$300 million per year in the procurement & expansion of telccomrnunication 
services. Other end users include Abu Dhabi National Oil Company (ADNOC), Dubai Petroleum 
Company and Ministry of Interior. In 1994, the US market share was 13 percent. Given the 
projected doubling of US imports from 1994 to 1996, InfoCom is perfectly positioned to increase 
its penetration of this market. 

I Total Market size 1401 1441 1535 1 

Total Imports from t he  U.S. 1 45 ( 50 1 90 
All figures are estimates in millions of US dollars 

. .  . 

Total Local Production 
Total Exports 
Total Imvorts 

InfoCorn's future markets for telecommunicntions equipment 

Algeria 
The Algerian PTT has a long-term plan to modernize and expand its network and to introduce 
new serviccs. Implementation will depend almost entirely upon imports. IJS manufacturers 
dominate the radio communications and satellite equipment market, while French, Japanese and 
German suppliers dominate most other markets in which US presencc is very limited. Sales 
efforts should be directed to transmission, particularly fiber optics, switching and radio 
communications equipment, areas which offer opportunities for InfoCom to enter this market. 

I Total Market Size 1 180 1 230 1 290 I 
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'Total Imports from the US.  115 1 22 1 30 
All figures are estimates in millions of US dollars 

Total Local Pradudian 
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IJ.S. firms presently dominate both the hardware and software market in Turkey, and are 
expected to continue to do so for the foreseeable future. 

I - 
All tigures are estimates in millions of US dollars 

INFOCOM'S POTENTIAL TELECOMMUNICATIONS MARKET ANAYLYSIS 

Telecommunications Equipment 

The Department of Commerce of the USA has identified the current markets served by InfoCom 
and described in Table 1 as especially promising Tor U.S, exporters of telecommunications 
equipment for the foreseeable future, based on either: 1) near-tern growth potential, or 2) a large 
market receptive to additional U.S. suppliers. Future markets that InfoCom is planning to target, 
e.g. Turkey and Morocco, are also included to indicate their tremendous growth potential." 

During 1995, U.S. shipments of telecommunications equipment were $35.5 billion, in constant 
dollars. Product areas contributing to this growth are likely to include network equipment, 
wireless communications equipment, and satellite communications. 

Key Markets for Telecommunications Equipment'' 
Table 1 describes the market potential for the telecommunications equipment sold by InfoCom in 
the countries within our company's target market area in North America and overseas. The 1 
through 5 scale is used to indicate receptivity (R), local competition (I.C), third-country 
competition (TC), and market barriers (MB). This scale should be interpreted as l'ollows: the 
higher the number, the more favorable the situation for U.S. exporters. Therefore, a score of 5 in 
all four areas, for example, indicates high receptivity to U.S. products, little competition from 
local suppliers, little competition from third-country suppliers, and minimal market barriers to 
imports from the IJ.S. 

9 Similar data about InfoC'om's future markets will be included in the markct analysis for the 
computer industry 
'O Statistical accuracy and comparability to other sources (e.g., "USDOC, Bureau of thc Census") 
arc affected by a number of factors, including lack of published figures in ccrtain markets, 
variances in data collection techniques, sources of data, and industry definitions. 



TABLE l 
MARKET POTENTIAL FOR US TELECOMMUNICATIONS EQUIPMENT 

Egypt 1,000.0 15% 345.0 15% 5 

lndonesia 875.0 6% 180.0 10% 5 

Kuwait 105.0 10% 50.0 20% 4 
! 

Malaysia 2,060.0 18% 75.0 20% 3 

Morocco 133.9 15% 18.5 15% 5 

Pakistan 195.0 18% 19.0 13% 4 

Saudi Arabia 1,400.0 25% 300.0 25% 4 

Turkey 340.0 11% 95.0 12% 4 

U.A.E. 480.0 9% 40.0 11% 3 

InfoCom's current marketsfor telecommunications equkment 

With the modernization of Egypt's telecommunication's network, state-of-the-art satellite 
equipment is needed to upgrade TV broadcasting in order to fulfill the growing needs of the 
private user market. The Egyptian market for satellite telecommunications equipment is cxpected 
to continue increasing at a rate of 30%. The current telephone density of thrm per 100 persons is 
planned to increase to seven pcr 100 by the year 2010. This will require thc installation of 
250,000-400,000 lines per year. The current five year plan 1992- 1997 includes $700 million for 
the telephone and communications sector. Thc US has the largest share, 65%, mainly due to high 
quality and durability. Most promising subsectors include: satellite telecommunications 
equipment ($55 million); cellular telecommunications ($35 million); fiber optic cables ($140 
million); telephone cable ($130 million). The U.S. equipment which InfoCom sells and services 
has tremendous sale potential in this country. 

- - 

1 1  Average Annual Growth. Countries where telecommunications equipment was identified as a 
Best Prospcct are identified by an asterisk. 



I Total Market Size 1 57 1 67 1 82 
Total Local Production 12 12 12 
Total Exnorts 10 I 0  10  
Total Imports 1 55 1 65 1 80 
Total Imports from the U.S. 1 20 1 30 1 40 

All figures are estimates in millions of US dollars 

Morocco 

Comauier$/Peri~heruI~ und Commier Sofiwure 

Current Moroccan market for computers and software is estimated at US5 65.0 million in 1994. 
The market is expanding rapidly and we expect it to continue to grow by 30% over the next three 
years. Imports supply 100% of total market where the U.S. leads with 55% of market share. 'The 
Moroccan market for computers is open to U.S. products and technology. The growth in 
financial services and the stock exchange should also spur this sector. The Government belicvcs 
that arlvanced technology is Morocco's way of catching up to the developed world. 
Compuhizing an economy, given the pace of technological change, requires continual updating 
of materials. U.S. suppliers have opportunities to export computers and related cquipment in this 
market whcrc U.S. cquiprnent is generally respected for its technical sophistication and high 
quality. 

Turkey 

Corr~t)uiar/Peri~~heral.r (includinr elec*.onics und re/ecommunicuiiun~.-reluied euui~mmf)  

Since Turkey's electronic industry is growing rapidly, the computer and telecommunication 
equipment sectors are expected to boom. Once privatization of the telecommunications sector is 
completed, new regulations for telecomn~unication services and licenses are expected. This will 
in turn produce a considerable increase in the market for telecommunications/electronics indusw 
production, test and measurement equipment. Much of this equipment will, of course, be 
computer-driven. 

I Total Market Size 1 140 1 150 1 165 1 

Imports from the U.S. 115 1 17 1 19 
All figures are estimates in millions of US dollars 

Total Local Production 
Total Exports 
Total Imvorts 

51 
1 
90 

56 
1 
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110 



Until the end of 1993, the growth of personal computer (PC) sales in Turkey has been dramatic. 
The sale of PC's in 1993 increased by 38 percent, climbing from US$161 million i n  1992 to 
US$232 million. American PC's enjoy a very good reputation in Turkey because of their quality, 
technical superiority and after sales service. According to leading American suppliers, current 
trends indicate that end-users are shifting their preferences back to major, well-known brands. In 
spite of a 30 percent market share, local manufacturers have suffered from the economic crisis and 
have difficulty providing parts, and after-sales service. An increased market share for local 
manufacturers is not expected for the next few years. 

A study done by a local research company in June 1994 indicates that American suppliers control 
the PC market with more than 50 percent share in sales. IBM, with a 22 percent market share, is the 
leading American supplier, followed by Apple (8 percent). Otner important U.S. PC suppliers to 
Turkey are: Hewlett-Packard, Compaq, Mackintosh, Unisys, Wang Laboratories, and 
AT&T(NCR). Major third-countty competitors are: Germany (Siemens-Nixdorf), Italy (Olivetti), 
Taiwan (ASM), Singapore (Wearness, IPC), and South Korea (Samsung). The total market share 
of third-country suppliers is around 20 percent. 

When end users arc considered, the demand for PC's has been especially strong in the service and 
manufacturing sectors. Trading companies, advertising firms, accounting firms, and market 
research companies are the principal end-users in the service sector. In the manufacturing sector, 
principal end-users are textile, food, apparel, pharmaceutical, and plastics plants. The other 
promising end-users for PC's are education and banking institutions, as well as tourism, 
construction, and transportationcompanics. PC's in Turkey are used widely by technical personnel 
and mid-level executives. Senior company executives have also began to use PCs. 

A breakdownof salcs by region reveals that the potential market for PC's is conccntrated largely in 
Istanbul, Ankara, and lzmir. Our most recent data indicates that in 1993 sales of PC's were made 
to: Istanbul and Marmararcgion (47 percent); Ankara and Central Anatolia (25 percent); Izmir and 
Aegean region (14 percent). Remaining PC's were sold to the Mediterranean region (4 percent); 
Black Sea area (4 percent); Eastern Anatolia (3 percent) and SoutheastemAnatolia(3 percent). 

Finally, the leading U.S. PC suppliers to Turkcy bclieve that Turkey's joining the EEC Customs 
Union will not substantially affcct U.S. brand PC sales in Turkey, because most of their imports are 
from U.S. firms' subsidiariesin Europc. 

lnfoCom will be specially strongly positioned to penetrate this market because thc Turkish 
government requires computer distributors to have sufficient parts in stock and technical 
personnel to provide after-sales . .. . service. As indicated earlier, end-users have begun to prefer 
computer firms that have strong support and after-sak services. 

C,'omuuler Sofrwure 
Turkey's total electronic data processing (EDP) systems market was nearly $1 billion in 1993, 
and 60 percent of this amount was imported. h u a l  PC sales increased by 100 percent between 
1990 and 1993. Softwarc constitutes about 15 percent of the total EDP market. Privatization of 
state enterprises will also result in increased use of EDP as the number of personnel is reduced. 



I Total Imoorts 1 50 I 60 1 70 
Total Imports from U.S. 1 35 1 40 1 45 

All figures are cstimalcs in millions o f  US dollars 

Saudl Arabia 

Comuurers and Periuherah 

The Saudi market for computers and peripherals rcmains buoyant. Various Saudi organizations, 
both public and private, are revamping their systems, domsizing while upgrading thcir cornputcr 
setup. The market was worth approximately $220 million in 1994, increasing by an averagc two 
percent annually, and expected to reach $229 million by 1996. IBM-compatible manufacturcrs in 
the Far East supply about 40 percent of the market, followed by U S .  supplicrs at 36 pcrccnt. 
Computer utilization is on the rise and the replacement market for upgraded and highcr capacity 
computers is also growing. Saudi businesses and government agencies are shifting away from 
mainframes and mid-range computers to more flexible, faster, and cheaper micro computers or 
PC's in a networking environment. 

Total Exports 
Total Imoorts 1 220 1 225 1 229 
Imports from the U.S. I 80.5 1 82.0 1 83.5 

All figures are estimates in millions of US dollars 

L'omnutev Snfhvare 

Beginning in July 1994, the Saudi government started enforcing the copyright law. Since then, 
sales of computer software have expanded at the rate of 10 percent annually, and will be 
expected to keep the same pace over the next three years despite prevailing recessionilly 
pressures. The market is totally dependent on imports, except for some in-house and other 
third-party custom-made software. In 1994, the market was estimated at $300 million which 
increased to $330 million and $365 million in 1995 and 1996 rcspcctivcly. U S .  software 
companies dominate the market, accounting for more than 70 percent of sales. Their sharc will 
grow even further, especially for open architecture software packages. 'I'hcrc is also strong 
demand for arabixed soltware and tailored-made packages. 



'Total Local Production 10 10 10 
Total Exworts 10 1 0  10 
Total Imports 1 300 1 330 1 365 
Imports from the U.S. 1210 [ 230 ( 255 

All figures are estimates in millions of lJS dollars 

U.A.E. 

Comnuters/Peripherals.~ 

Computer utilization is on the rise with current computer users moving towards upgraded and 
higher capacity computers. Government ofices and businesses are shifting fiom mainframes to 
more flexible, faster and cheaper micro computers or personal computers in networking 
environments. The current price war in the computer industry in the U . A E  has made computers 
of U.S. origin more affordable; and making it more attractive to persons who wish to buy quality 
products. In 1994 US .  market share rose to 46 percent against 35 percent in 1993. U S ,  
computer manufactLrers are looked upon as market leaders and will maintain their edge to the 
extent that they continue to be able to introduce state- of-the-art technology and products at 
competitive prices. 

Imports from the U.S. 1 75 1 90 1110 
All figures are estimates in millions of US dollars 

InfoCom's Future Markets For Computer and Peripherals ar wellSoftwar@ 

Conz~uters and Periuherals 

The Algerian market for computers and peripherals is very large. Demand is estimated at some 
$200million, about thee times the amount of estimated average annual imports, and only lack of 
Algerian dinars to cover.fic.hard currencpcost uf purchases h a m ~ r s  import grow& Although 
U.S. manufacturers dominate this market, they could still increuse their market share through 
greatcr availability of financing. Their main compctitors, French and German suppliers, benefit 
from government export credits to finance their salcs. This is their only competitive advantage 
over their 1J.S. counterparts. 



Cumuurer Soflwure 

The demand Tor computer software, including application package, operation systems, tools, special 
application/orderis growing. According to published sources, in 1992, the markct for software in 
Indonesia amounted to US$104 million, US%117.2 million in 1993 and increased to USS138 
million in 1994. The reasons for the increase is thc enforcement of intellectual property (copyright, 
trademark and patent) laws though much more needs to be done in this area. The enlbrcement of 
the law has rcsulted in the increased use ol'original softwarc (not pirated) by middle to larger firms. 
The market for software in 1995 and the foreseeable future i s  expected to grow to more than 18%. 

Profes.rionalservices 

Among thc professional services in the computer industry arc consulting, data processing, training, 
systems integration, and network services. These services have not rcally developed. However, the 
services arc anticipated to grow in the future. Prol'essional serviccs share about 15% of the total 
computer industry market. 

Jordan 

Cornputer/periphernls 

Local dcmand for personal computers is incre=ing, with thc largest end-user being the 
Govcrment of Jordan. Schools and universities now includc computer and data processing 
classes in their curriculum. Demand ibr computer components (storage devices, cpu's and chips) 
incrcascd by approximately 60 percent liom 1991 to 1994. Computer market sources claim that 
Amcrican software and hardware systems make up 85 percent of their large accounts of academic 
institutions, banks, factories and government agencies employing more than 50 employees, U.S. 
made computer equipment and peripherals enjoy a high reputation for their superior. This high 
degree of customcr loyalty and goodwill exists in spite of the fact that US. made products can be 
up to 25 percent higher in cost than Asian or European counterparts. 

I Total cxoorts 13 1 4  I 6 
Total imports 1 28 133 137 
Imports for the US.  1 10 112 1 14 

All figures are estimates in millions of US dollars 

Cumuuter Suftwwr 

The information systems market underwent an unprcccdcntcd boom from the growing perception 
that businesses needed to introduce inSonmation technology to rcmain competitive and profitable. 
A number of well-known American soHware firms en.joys an excellent reputation in Jordan. 
More strict enforcement of intellectud property rights (ipr), expected by 1996, will likely 



encourage further U.S. computer software sales to Jordan. Total exports of packaged software 
increased by 25 pcrcent in 1994. Multi-user business software, educational software, and 
clientele on-line service are increasingly in demand in the local market. Despite a 20 percent 
price disadvantage as compared to their Asian-made counterparts, American software enjoys a 
significant share of the computer software market 

L 

Imports from the U.S. 1 5  1 7  19 
All figures are estimates in millions of US dollars 

Total Local Production 
Total Exports 
Total Im~orts 

Kuwait 

Comuulers and Periuheruls 
Most major American computer firms are present in the Kuwaiti market and possess about 90 
percent of the total imports of mainframes, minicomputers, microcomputers and data 
communications equipment. U.S. image processing systems are gaining wider acceptance. 
Several upcoming major projects will create an excellent potential market for U.S. computer 
equipment. 

3 
2 
9 

I Total Local Production 1 0  10 10 

4 
3 
11 

Comyuter Software 

The U.S. firm, Microsoft, dominates the markct. The following types of applications sofiware 
will sell well in Kuwait: image processing systems, banking, insurance, hospital management, 
computer networking. education, training, design support, graphic design, . . and business solutions. 

5 
4 
14 

Total Exports 
Total Imports 
Total Imports from U.S. 

All figures are estimates in millions of US dollars 

0 
120 
84 

0 
130 
86 

0 
140 
90 



Legislation requires all parastatal and government entities to install computer information 
centers. The upgrading of the telephone network has l'acilitated the usc of modcms for 
interconnecting systems. The high reputation of U.S. technology in Egypt enhanccs salcs from 
the U.S. computer industry. There is a small computer industry in Egypt assembling imported 
computer components. Most promising subseclors (estimated 1993 market size in US$ millions): 
- Microcomputcrs 73 
- Local Area Nctwork (LAN) cquipmcnt 20 

Indonesia 

Cornaufers/PeriuheruIs 
Thc following statistics show the market shares (stated in US$ million) in the computer induslry 
from 1992 to 1995: 

I Comouter software 1 104 1 117.2 1 138 1 165 
Professional services 1 52 1 55.8 164 1 83.2 

Only two branded mainframe computers are actively marketed in Indonesia, IBM And HDS 
(Ilitachi Data Systems). There were seven new mainkme installations (including maintenance) in 
1993 with a total revenue of US$45.3 million, and in 1994, there were ten new installations. 
IIowever, revenue dropped to US$38 million. 

There arc morc than 200 firms which asscmble computers In Indonesia. These are limited to 
pcrsonal computcrs and monitors. Others are joint ventures with foreign companies from the 
U.S.A., 'Taiwan, Korea and Japan. Some personal computers are inanufactured locally. A source 
from the Department of Industly reveals that for the past 7 years, production of computers 
cxpcricnccd an incrcasc of 228.04 percent but the growth rate since 1991 has been stagnant. 5' , ince 
199 111992, local production of computers has remained at around 3 1,000 units. Components which 
do not requirc high technology arc produccd locally such as keyboards, power supplies and casings. 
Imported components are cenlral processing units (cpu), hard disk, random acccss mcmory (ram), 
and mother boards. 

Although it is difficult to obtain a firm statistical grasp of thc volumc of imported computers, the 
data of the Central Bureau of' Statistics show the following information: 



I I I 
Mainframe comvuters 

Analog or hybrid Automatic data Processing 
Total imports 
US imports 

I Personal & micro comuuter 
I I I 

I I 

6,071,737 
299,178 

1 

I I I 
CPU for PC and micro comvuter 

2,332,772 
23,730 

Total imports 
US imports 

Total imports 
US imports 

Total imports 1 8,264,212 1 5,835,420 ( 4,489,205 
US imports 1 2,798,557 1 729,014 1 1,330,135 

582,488 
223,067 

18,43 1,273 
8,779,803 

13,526,108 
6,831,441 

In the most recent release by the US Department of Commerce, the percent of total import market 
share by major competitorsbased on the abovc products is as follows: 

10,762,659 
12,324,445 

7,061,008 
3,058,369 

. .. 

Japan 1 32 19 I11 
Taiwan 12 12 12 

I ~ 'rance 1 12 1 13 I 9  

19,032,344 
1,728,282 

I Australia 1 4 1 13 17 

16,426,092 
3,114 

U.K. 13  1 5  14 
Sinaavore 1 4 I S  I l l  

The above statistics show that the market share for imported computers has been growing. 
According to published sources, in 1994 more than 250,000 units of personal computers were sold, 
they include 386s (SX and DX) 29%, 4865 (SX,DX, DX2) 67%, and Pentium 4%. In 1995, it is 
estimated that 300,000 units of pcrsonal computers will be needed. 

Therc are no restrictions governing the import of computer and peripherals. The import duty for 
computers rangcs bctwccn 20-30prcent Except for mainframe computerswhich is 5 percent, with 
a 10 percent import sales tax. Protection by thc govcrnrnent of Indonesia is provided to support 
investment in computers by giving an import tariff of zero percent for somc computer components. 



Computer Software Segment: 

Competitiveness in World Markets 
U S .  vendors lead the world in packaged software development. According to IDC, U S .  vendors 
supplied 75 percent of the $70 billion world packaged sofiware market in 1993. 91 percent of the 
$21 billion systcms software market, 77 percent of the $20 billion application tools market, and 
63 percent of the $29 billion application solutions market. Of the world's top 10 software 
suppliers, six were American, U,S, packaged software vendors dominate in cach region. They 
supplied 63 percent of the Western European market and 54 percent of the Japanese market, 
regions where domestic suppliers traditionally hold stronger positions. They hold the largest 
market share in countries outside Western Europe and Japan, supplying 73 percent of these 
markets. The strong U S .  position in these countries reflects the high quality of and receptivity to 
U S .  software, and the relatively small international presence of European and Japanese software 
vcndors. 

Technological Advantages of the U S .  Products Marketed by Infocorn 
Several factors contribute to the competitive strength of the U.S. industry. Foremost is the 
leading role U.S. vendors have played in developing the software industry. This has given U.S. 
firms a technological edge and made the United States the locus of high-quality, innovative 
software development. The size and sophistication of ihe 1J.S. market also contributed to thc 
competitiveness of U.S. vendors, resulting in a variety of niche products, a great numbcr of 
firms, and intense competition. 

Export Opportunities and Trade Projections 
The world packaged software market is expected to grow 12 pcrcent m u a l l y  between 1995 and 
2000, from $86 billion to $153 billion. Nctwork and multimedia products, in particular, will 
become increasingly important, as countries reshape their information infrastructures. 

InfoCom's Computer Technology and Telecommunications Synergy 
'l'hc decadc of thc 1990's will scc the convcrgence of computer technology with 
telecommunications to form the personal access to information and cntcrtainmcnt called 
"inlbtiainmeni". This type of hybrid technologies is where the innovation and progress of the 
computer industry are headed. lnfoCom7s strcngths in both computer technology and 
telecommunications have placed it in a unique position to takc advantage of sales in both of these 
industries in the Middle East, North Africa and thc Far East. 



ZnfoCom's Current Markets For Computer and Perigherals as well SofWare 

Bahrain 

Comauters/Periuheru~s and Computer Software 

The Government of Bahrain is in the process of moving all ministries and departments out of 
ledger books and into an integrated financial management information system. The Financial 
Sector relies on leading-edge information management to retain its competitiveness and 
profitability; at the top end, the retail sector is as current in its stock-control and management 
procedures as any in the West. The personal computer market is well-supported and hotly 
competitive; ncw shops regularly open to supply consumers with hardware, software and 
peripherals in impressive array. Computer-related businesses fill more than five percent of the 
Bahrain Yellow Pages. 

The government-established National Information 'I'cchnology Unit (NITU) identifies a number 
of activities it is particularly seeking from these international companies, most of them 
service-based: consultancy, research, software development, Arabisation of applications, 
specialized training, database publishing, networking and systems design. Regionally, the 
information technology market is valued at US$ 3 billion, and Bahrain is attentive to retaining its 
position as the center of business services for the Gulf. By late 1995, it is anticipated that a 
number of Gulf countries, Bahrain first among them, will be able to offer Internet connections at - 
local rates, an indication of the telecommunications boom that is helping 
information technology market into prominence. 

to propel Ihe 

Total Imporrs ( 3,521,024 ( 822,547 
Imports from the U.S. 1 1,381,618 1 203,268 

Total Market S i x  n/aR d a  
Total Local Production 
Total Exworts 

8 Not Available 

Total Market Size 
Total Tmal Production 

n/a 
8.229 

n!a 
47.996 

n/a 
n!a 
315.031 

d a  
n/a 
563.451 



Leading Country Markets and U.S. Import Share 
In 1993, the MENA computcr hardwarc markct rcachcd roughly $1.5 billion. Table 5 mentions 
the key markets that InfoCom is currently targeting (Egypt, Kuwait and Saudi Arabia) as well as 
future potential markets (Morocco and UAE). 

TABLE 5 
COMPIJTER HARDWARE MARKEI'S~ 

MIDDLE EAST AND NORTH AFRICA ($ Millions) 

EBYP~ 1 336 1 +20.0 1 +20.0 
Kuwait 1 50 1 -1-25.0 1 4-20.0 

The IJ.S. computer imports controlled more than half of the MENA rnarkct and had a significant 
presence in most ol'the major country markets. For example, the 1J.S. import sharc during 1993 
in Egypt was 57 percent and roughly 70 percent for Kuwait and Saudi Arabia. In thc U.A.E., this 
share was confined to 33 percent. However, these figures tend to understate thc U.S. rolc in 
these markets since many o f  the leading U.S. computer firms also supply thc region from thcir 
subsidiaries in Europe. (See Table 6.) 

Morocco 
Saudi Arabia 
[J.A.E. 

TABLE 6 
U.S. IMPORT SHARES MIDDLE EASTmORTH AFRICA 

COMPUTER MARKETS, 1993 

39 
445 
116 

U.A.E. 138  1 33 
All figures are estimates in millions of US dollars 

Kuwait 
Morocco 
Saudi Arabia 

Source: 1994 Bcst Markets Report for Computers and Peripherals, U.S. Department of 
Commerce. 

+25.8 
+4.7 
+8.4 

+20.0 
+5.0 
+9.0 

35 
24 
3 15 

70 
62 
7 1 



The Industry and Trade 

U.S. computer suppliers, including their foreign affiliates, remain a dominant force in the world 
market. Their share of total sales has grown since 1990, reaching over 75 percent of a $118 
billion market in 1993. U.S. computer equipment exports grew from 45 percent of its shipments 
in 1YR9 to 58 percent in 1991. In 1994, U.S. exports rose to almost 13 percent to $34.6 billion, 
and were likely to increase 8 percent in 1995 and then nearly 7 percent a year through 2000, to 
$52 billion. The $60 billion US.-based industry encompasses electronic computer systems, 
peripherals, and parts. Electronic computer systems include digital computers of all sizes, from 
supercomputers to handheld portables, as well as computer kits assembled by the purchaser. 
Peripherals are storage devices, terminals, printers, plotters, graphic displays, and other 
input/output equipment. 

The industry is concentrated in eight states: California, Massachusetts, Texas, Minnesota, 
Pennsylvania, New York, Washington, and Oregon. Most operations are located near major 
universities, allowing companies to benefit from academic research efforts and to draw on the 
technical talent in these institutions. Hence, the Richardson, Texas, location of InfoCom will be 
of tremendous strategic importance as thc company avails itself of resources immediately 
available in its vicinity. 

Competitiveness In World Markets 
U S .  computcr firms arc pricc and performance lcaders and occupy the foremost position in the 
relentless drive for higher performance at lowcr cost. U.S. suppliers producing all types of 
computer systems draw on strengths in research, design, software development, marketing, and 
customer support to maintain their lead in the world marketplace. Other factors that contribute to 
U.S. competitiveness include favorable exchange rates (vis-a-vis the Japanese yen, for instance) 
and improved protection of intcllectual property rights in key foreign markets. 

Export Opportunities and Trade Projections through 2000 
Forcign computer demand is expected to be robust in the future. Foreign users' desire for local 
area networking equipment, desktop and portable computers, and multimcdia products will 
continuc to grow. Thc anticipated removal of barricrs to market access and investment and the 
improvement in intcllectual property rights protection arising from the GATT Uruguay Round, 
NMT.4, and bilateral agreements with Japan and China should enhance U.S. firms' trade with 
major developed and developing countries. Consequently, U.S. exports are expected to increase 
8 percent to nearly $37 billion in 1995. The five-year outlook for US. exports appears cqually 
promising. Expods should increase about 7 percent each year on the average to almost $52 
billion by 2000. InfoCorn is perfectly positioned to take advantage of this boom h~ U S  exports to 
the Middle East and the Far East. 



Executive Summary 

InfoCom Corp. is an established computer and communications reseller. It markets 
computer hardware and software, telecommunications products and consulting services globally. 
InfoCom has a confirmed backlog of salcs orders exceeding US$600,000, and is projccting an 
avcragc 20% growth in sales per year in thc next fivc years with a corresponding average 
increase in net income. InfoCom plans to increase its sales from $5.7 million in 1995 to $14 
million by thc year 2000. 
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Section One 

The Business 

Description of Business 
InfoCom Corp., an established computer and communications reseller, markets computer 
hardware and software, telecommunications products and consulting services globally. At 
present, about 90% of its sales are to uverseas computer and telecommunications dealers located 
in Saudi Arabia, Egypt and Kuwait, and the remaining 10% are to domestic customers. InfoCom 
plans to expand its current customer base to include dealers in IJnited Arab Emirates, Qatar, 
Bahrain, Oman, Yemen, Jordan, Syria, Lebanon, Indonesia, Turkey, Tunisia, Algeria, Morocco, 
Kazakhstan m d  Uzbekistan and to increase the overall domestic share of its sales to 20% by the 
end of 1996. Continued diversification of the markets it serves will decrease its dependence on 
any one country or customer, and enhance InfoCom's competitive advantage. 

InfoCom Corp. was formcd in 1992. Bccausc of its rclativcly divcrsificd basc of global 
customers, demand for InfoCom's products and serviccs is not sub,jcct to fluctuations within any 
single country. In spite of some seasonality because of end-of-year purchases, a backlog of 
$600,000 in booked orders is constant and increasing. We are confident that our sales will 
continue their upward trend given the excellent quality of our products and scrviccs. In the 
future, we should be able to continue offering products and services of cxccptional quality both 
because of our strong in-housc tcchnical cxpcrtisc and the IJnitcd States's domination of thc 
global computer and telecommunications industry.' Given our personal rapport with our 
customer base and our understanding of their needs, we have made it a policy to ship our goods 
promptly and on very flexible credit terms. 

Mission/Philosophy 
InfoCom Corp. is a diversified, multi-industry, global corporation with strong marketing 
capabilities, technical skills and entrepreneurial policies. Wc scll customized computer and 
telecommunication solutions to valuc-addcd rcscllcrs as well as corporate and govcrnmcnt 
buyers worldwide. 

We believe thal our primary responsibility is to our customers, and we are committed to their 
total success. Hence, our products and services are priced competitively, delivered promptly, 
supported expertly and linanced conveniently. We are dedicated to meeting our customers' 
computer and telecommunications needs as innoviltively and as responsively as possible. 

I US Department of Commerce, Economic and Statistics Administration, US Global Trade 
Ourlook 1993-2000. 



Product/Service 
InfoCom offers a complete line of popular brand name computer and telecommunications 
products and services. We are committed to providing ow customers with the highest quality 
computer systems and networks as well as telecornmunications equipment backed by 
uncompromising service and support. 

Computers systems & Networking equipment and services: 
InfoCom is an authorized dealer for many well known computer hardware and software 
manufacturers such as I-kwlett-Packard, IBM, Apple, NEC, AGFA, Toshiba, DEC, Compaq, 
Novell, Lotus, Oracle and Motorola. Here are the general categories of the products and services 
that we offer currently: 

I .  Computers: servers, workstations, desktops, laptops, and notebooks 
2. Multimedia: Audio boards and components; video cameras and accessories; image scanners; 

voice input/output systems. 
3. Networking: LAN boards, gatewayshridges, modems, network management and security, 

micro-to-mainframe products and fiber optics. 
4. Document storage and desktop publishing: Image capturc and compression devices; 

scanners; optical mass storage and output devices. 
5. Computer components: batteries, memory modules, microprocessors, motherboards, power 

supplies, chipsets, keyboards, 110 boards, math coprocessors and cabinetslenclosures. 
6.  Mass storage: Hard disk, floppy, floptical, CD-ROM, tape drives, and optical drives. 
7. Monitors: Monochrome or color, dual page or full page monitors. 
8. Printers: Dot matrix, laser, inkjet printers with or without color capability. 
9. Software: Business, communications, database management, educational, financial, 

graphics, operating system, and programming tools. 
10. CAD ICAMICAE: CAD Software, co-processors, monitors, digitizers, plottcrs and video 

boards. 

Telecommunications products and services: 
InfoCom is an authorized dealer for many well known Telecommunications manufacturers such 
as Mitel, I T ,  Cortelco, Alcatel, Panasonic, Nokia, Ericsson, Northern Telecom, and Motorola. 
Here are the general categories of the products and services that we offer currently: 

1.  Business systems: Digital PABX, KSU, voice mail, IVR systems and call accounting. 
2. Telephones: Feature phones, cordless phones, headsets, pay phones and cellular phones. 
3. Cables & Wires: fiber cable, inside & outside plant, buried cables and armored cables. 
4:- -Pagers: Pagers,Pbging te rmids  andpaging transmitters. . . .. . . .. . . . 

5 .  Two way radio: Mobile radio, portable radio, trunked radio, repeaters and towers. 

InfoCom also offers both satellite as well as terrestrial communication products and services. 
1. Satellite communications: 

a) Products: Earlh Station Systems conforming either to INTELSAT, EUTELSAT, 
ARABSAT OR DOMSAT requirements; satellite news gathering; TV reccive only; 



transmit and receive television; direct broadcast syslerns; transportable or very small 
aperture terminals; video-conferencing systems; educational earth stations and single 
channel per carrier. 

b) Services: Program and project management; earth station design and engineering; 
satellite system design and engineering; in-house and on-site training. 

2. Terrestrial communications: 
a) Products: Turnkcy systems conforming to CCITT andlor CCIR requirements: 

microwave systems, troposcattcr systems, fiber optic systcms, ccllular wireless 
systems, PCS wireless systems, coaxial cable systems, and cable TV systems. 

b) Services: 
0 Microwave, troposcatter and wireless systems: path consultations and surveys; 

site surveys, design and construction; tower design and erection. 
ii) Fiber optic and coaxial cable systems: loss budget calculations; route and site 

selection; site design and construction. 

Internet Sewices 

InfoCom Corp. offers the complcte solution of lntcrnct and intranet Web site hosting, acccss, 
strategic planning, development, consulting, education, and training. InfoCom, also, can dclivcr 
the best graphics, the most user-friendly and interactive programming, and the fastest operation, 
all strategically linked to your business goals. 

I .  Hosting: InfoCom offers a wide range of E-Mail, World Wide Web (WWW), and FTP 
hosting services. InfoCom offers Dedicated hosts, Shared hosts, Scaleable bandwidth, 
backbone connectivity, and 24-hour continuous monitoring. 

2. Direct Connect Access: TnfoCom customers can get a dedicated connection to the Tnlernet at 
speeds from 56 Kbps to 45 Mbps via T1 access, via T3 access or via Frame Relay platforni. 

3. Web Site Development: End-to-end design assures your Internet and intranet Web site 
conveys the mission of your organization, captures the attention of  customers and potential 
customers, and is intuitive, helping visitors find what they need quickly. 

4. On-Line Commerce: InfoCom can help companics sct up and opcratc onlinc storcfronts or 
host multiple storefronts over the internet, InfoCom services provides both flexible 
merchandising facilities to maximize selling impact md a powerful underlying framework to 
efficiently handle transactions and order delivery. 

5. Site Management and Markcting: Once your site is designed, InfoCom will provide high- 
quality, management, and marketing service, including Security protection, through firewall, 
Managing the growth of your web site. Updating, Testing, Tracking and Advertising your 
web site. 

6. Refreshing: A successful Web site is dynamic. Part of Lhe InfoCom Corp. strategy is 
refreshing the look, content and interactivity of the site. As technology changes your site will 
be responsive to the demands of your customers. 

7. Technical Support: A senior technical professional providcs ongoing tcchnical support to 
each and every client. 

8. Education and Training: InfoCom provides education services to busincsscs and 
individuals on every aspect of the Internet and the Web. This includes training on such 



technical topics as access and development, and business subjects like on-line marketing and 
leveraging intra-business communication. 

9. One-Stop Source: InfoCom has partnered with world-wide leaders in telecommunications 
and technology to a single point of contact to establish an online presence, from getting top 
Internet access and e-mail services, to the best hardware and software products. One 
company, InfoCom Corp., for a state of the art, results-oriented Web site.. 

Description of InfoCom's Market 
lnfoCom will continue to sell computer and telecommunications products and services to 
international customers. In order to reduce our dependence on any one counky, we plan to serve 
a larger number of countries in the Middle East instead of depending primarily on customers 
located in Saudi Arabia, Egypt and Kuwait. Future targeted Foreign markcts include United Arab 
Emirates, Qatar, Bahrain, Oman, Yemen, Jordan, Syria, Lebanon, Indonesia, Turkey, Tunisia, 
Algeria, Morocco, Kaxakhstan and Uzbekistan. 

Our goal is to provide the most innovative and customized computer and telecommunications 
services to a diversified international customer base. Based upon 1995 market assessment 
surveys by the IDC, the computer and telecommunications market in the Middle East will grow 
by 10% with a potential growth of 26% from 1996 to 1997. 

Customers will be attracted by: 
our in-house expertise in all the products and services that we scll, 
our convenient credit t e n s ,  
our strategically convenient location and access to the most recent innovations in our product 
and service areas, 
our personal marketing and customer service relationships, and 
our excellent customer goodwill developed since 1992 and previously. 

Marketing Information 
At InfoCom, we believe in building personal, enduring relationships with our customers centered 
around superlative service. The following table contains a summary of our current primary 
customer base by country, and indicates the level of diversification of our sales. 



Appcndix B lists each of our prospective markets in the Middle East and their projected growth 
in the ncxt two years. Appendix D contains letters of reference from our customers describing 
their high degree of satisfaction with us. 

InfoCom consistently tracks new customcrs through Computer Arabia and Middle East PC. It is 
in constant contact with the US-Arab Chambcr of Commerce and with the appropriate 
commercial attache of foreign embassies. Our typical customers are major players in their 
markets. Here is a sample orour international customers and the addrcss at which they can be 
contacted for further reference: 



I Giza, Egypt 
OFOQ Information System & I P.O. Box 3828 
Communications I Jeddah 21481, Saudi Arabia 
Zaid A1 Kazimi Sons Trading Co. I P.O. Box 30 - I Hawalli 13001, Kuwait 
Jamioom Advanced Technolonv Est. 1 P.O. Box 1247 -- I Jeddah 2143 1, Saudi Arabia 
CITE, Cairo Information Technology I P.O. Box 1026 

) & Engineering I Cairo, Egypt 

Location of Business 
In 1992, InfoCom Corp. was established in Richardson, in North Dallas, Texas. Dallas was 
selected because it has the third largest concentration of high tech companies in the United States 
after California's Silicon Valley and Massachusetts's high tech corridor. Richardson itself was 
selected because it has the highest concentration of telecommunications companies in the USA, 
and is closely located to the Dallas/Fort Worth (DFW) International Airport, a key shipping hub 
to overseas markets. The strategic location of TnfoCorn has allowed it to take advantage of the 
booming Texas economy, the favorable business climate in Dallas and the abundant supply of 
skilled labor force from the University of Texas System. The proximity of the DFW Airport as 
well as other logistical services have enabled us to deliver the latest products and services to key 
customers overseas faster from the US than if we had set up a warehouse in or closer to our 
overseas market areas. 

InfoCom Corp. is currently renting a one-story building covering approximately 9,000 square 
feet. It houses all divisions of the company, including administration, engineering and design, 
service, sales and the marketing staff. A graphical layout of the building space occupied by 
InfoCom and a flowchart illustrating the workflow pattern underlying the firm's activities are 
included in Appendix E. 

Competition 
At present, competition within the customized niche occupied by InfoCom is nonexistent. The 
advantages conferred by our location, in-house technological expertise, prompt customer service, 
convenient credit terms, cultural and language similarity are as yet unmatched. Outside 
InfoCom's niche, retailers have focused on providing commodity-like camputer hardware and 
software products with very little support and without attention to the latest advances in 
technology. By contrast, InfoCom's innovative and customized solutions are in great demand as 
witnessed by our usual backlog of $500,000 to $600,000. Please, see Appendix D for a sample of 
letters from our customers reflecting how much they value our total package of products and 
services accompanied by uncompromising pre- and post-sales technical support. 



Management 
Appendix C contains the organization charts showing the current structure of InfoCom and the 
allocation of task responsibilities. The section below describes the background and expertise of 
key management and personnel people. 

Bavan Elashi, CEO 

Bayan Elashi is the founder and Chief Executive Officer of InfoCom Corporation. Bayan has 
more than ten years experience in the computer industry. He was the founder of Alraed 
Computer Company, the first business firm to introduce Arabic computers to the Arab world. 
That company was later sold to a group of Saudi invcstors. Bayan has earned a Masters degree in 
Computer Engineering, with specialization in computer architecture from Purdue Ilniversity. He 
also spent two years in the Ph.D. program at both Purdue University and the University of 
Southern California. He has taught both at the University of Southern Calil'ornia and at 
California State University in the x e a  of uperating systems design, database design and artilicial 
intelligence. His current responsibilities at InfoCom include slrategic planning as well as 
evaluation of new products and services to be offered to our customers. He is also in charge of 
the design and setup of'the Internet services being offered by InfoCom. 

Ghassan Elashi. Vice-president. Marketina 

Ghassan Elashi is thc Vicc-Prcsidcnt of Marketing at InfoCom Corp. He has more than ten years 
work expericncc in accounting and financc. Hc has earncd a B.A. in accounting and a Masters of 
Busincss Administration from Miami University, Miami. Hc has acquircd in-dcpth expertise as 
an accountant, cvcntually scrving as Chicf Financial Officcr of Research Computers l'echnology 
Corp. (RCTC) in Los Angeles, California. IIe then became sales manager for International 
Computer and Communications in Los Angeles. He moved to join InfoCom Corp., serving as its 
marketing and sales vice-president since 1992. His duties includc formulating and implementing 
thc markcting and sales stratcgic plan for thc salc of computcr and telecommunication products 
ovcrseas. Hc is currcntly involvcd in thc market research efforts necessary to maintain and 
cxpand InfoCom's intcrnatianal customcr basc. 

Personnel 

Basman Elashi, Logistics Manager 

Basman Elashi earned a Bachelors degree in Mechanical Engineering from Western Michigan 
Ilniversity. He joined International Computers and Communications in 19x7, and has acquired 
extensive experience in shipping logistics both by air and by sea. Current responsibilities at 
InfoCom include managing our shipping operations by air and by sea. 



lhsan Elashi. System Consultant, Apple Products 

lhsan Elashi earned a Masters degree in Computer Science from the University of Miami, Miami, 
Florida. He worked as an instructor in the Computer Science Department at this university. He 
has extensive experience in teaching database management and MIS. He has also worked as a 
senior systems programmer for the University of Miami. He joined International Computers and 
Communications in 1989. His current duties at InfoCom include the sales and support of Apple 
computer hardware and software. 

Hazim Elashi. Manaper of Personal Com~uters Divisipn 

Hazim Elashi earned a B.S. in Computer Systems Engineering from the Oregon Institute of 
Technoloby. While working on his college degree, he acquired substantial experience at several 
computer companies. He joined International Computers and Communications in 1988. Since 
then he has attended Novel1 Netware and Cortcclo Digital PABX training classes and received 
additional training in hardware maintenance and repair. He has been in charge of the production 
of PCs, and has analyzed, evaluated and integrated hardwarefsoftware products. He heads the 
technical support section, conducts system analyses and helps customers streamline their 
operations. 

Saleem Reza Local Sales Manager 

Saleem Reza has a BBA in marketing from Purdue University. He has worked with Microage, 
earning experience in sales, support, and training. He has negotiated sales with local and state 
schools as well as colleges and universities. At Microage, he acquired 8 years of managerial 
expertise. He has developed management training programs. At InfoCom, he is in charge of 
developing new accounts and expanding the client server application software market. He 
oversees service and support agreements, and creates training programs for customer service. He 
also works on marketing plans for LAN-WAN sales, and prepares the budgets for advertising and 
other marketing-related campaigns. 

Mohammad Nabil Salah. Telecommunications svecialist 

Mohamniad Nabil Salah graduated from the University of Toledo, Ohio, with a Bachelor of 
Science in Electrical Engineering, with a minor in biomedical electronics. He has had extensive 
experience in Telephone systems, KSU and PABX. He has also acquired experience in 
troubleshooting telecommunications hardware during his two years with Nu-Tel 
Communications. He is currently the manager of the Telecommunications Department and a 
sales engineer at InfoCom. 

Monzer Taleb. Multimedia Product Svecialist. 

Monzcr Taleb graduated from the University of North Texas, Denton, with a Bachelor of Science 
in Computer Scicncc, with a minor in Business Administration. He has developed several 
software packages including payroll, general ledger, and purchase order processing. He has also 



acquired experience in training users in using various hardware and software products. He is 
currently in charge of multimedia products sales at infocorn. 

Samer Suwwan, Accountant 

Samer Suwwan graduated from the University of Texas at Dallas with a Bachelors of Science in 
Accounting--Cum Laude. He has studied financial, cost and managerial accounting as well as 
auditing and taxation. He has had 4 years of experience in book keeping, tax filing, as well as 
payroll and bank reconciliation with Rapid City Valet. Current responsibilities at InfoCom 
include: book keeping, tax filing, as well as payroll and bank reconciliation. 

Lima Daiani. Internet Web DaEes Designer 

Lima Dajani graduated from the University of California, Los Angeles, UCLA, with a Bachelor 
of Science in Biochemistry, and a strong background in computer programming. She has 
extensive experience in graphics design, page layout, color sepwation, HTMT, programming and 
CGI programming. She has been with InfoCom since 1992. She is currently in charge of Web 
page design for our Internet customers. 

Hamdan Abidov, Sales Manager, Former Revublics of the Soviet Union. 

Hamdam Abidov graduated from Tashkent State University, Uzbekistan, formcr republics of thc 
Soviet IJnion. He has a degree in International Business. He was in the top 10% of his class, with 
a GPA of 3.8114.0 . Hc has extcnsivc cxpcricnce in computers. He has also acquired experience 
in customer support, troubleshooting computcr hardwarc and software during his two years with 
Stream International and College ol' Business Computer center. He is currcntly leading 
InlbCom's ellbrts to penetrate the compuler and communications market in the former Republic 
of the Soviet Union, slarting with Kasakhstan and Uzbekistan. 

Wafa Murad, Marketing Sumorl Manager 

Wafa Murad graduated from the University of Mecca, Saudi Arabia, with a Bachelor of Scicncc 
in Mathematics, with a minor in Computers. She is the marketing support manager. She is 
currently in charge of monitoring the market in the Middle East to identify potential customers 
for InfoCom. 

Fairouz Elashi. Vendor Relations and Proiects Scheduling 

Fairouz Elashi graduated from the University of Ain Shams, in Cairo, Egypt, with a Bachelor of 
Science in psycology. She is in charge of vendor relations, and projects scheduling as well as 
cost control. 



Summary 

Infocorn Corp. i s  a diversified, multi-industry, global corporation with strong marketing 
capabilities, technical skills and entrepreneurial policies. It sells customized computer and 
telecommunication solutions to value-added resellers as well as corporate and government 
buyers worldwide. 

Careful analysis of the potential market in the Middle East and North Africa reveals unfulfilled 
demand for customized products and services both in the computer and telecommunications 
industries. Infocom's longstanding reputation for quality service, prompt delivery, technological 
expertise and convenient credit terms will help secure a sizable portion of the computer and 
telecommunications markets. The personal relationships developed by top management as well 
the in-depth understanding of the local culture in the overseas markets will provide an even 
greater competitive advantage over mass-marketers. 



Appendix 8: Market Analysis 



INFOCOM'S POTENTIAL COMPUTER INDUSTRY MARKET ANALYSIS' 

Computer IlardwurcPeripheraIs Segment: 

The Middle EaswNorth Africa (MENA) rcgion presents an excellent opportunity for computer 
hardware suppliers, like InToCom. It is charactcrizcd by a highly educated population, a 
common Arabic language for 250 million of the region's inhabitants, and very large Gross 
Domestic Product (GDP) per capita levels in several countries. Major factors that influence the 
information tcchnology market in this region include: 
I. A wide range of cconomic output and growth among MENA countries. (See Table 2.) 
2. National govcrnments that have a significant influence over information technology 

expenditures as a rcsult of their involvement in developing national infrastructures. 

TABLE 2 
GROSS DOMES'I'IC PRODUCT ($ Billions) 

Morocco 
Oman 
Qatar 

Largely spurred by developments in the telecommunications infrastructure in this region, the 
growth rate for MENA information technology hardware markets through 1997 is projected to 
avcragc 109'0, according to International Data Corporation (IDC). Although lsracl, Saudi Arabia 
and Egypt currently represent the lion's share ol'this information tcchnology market, demand in 
other MENA countries such as the UAE, Morocco and Kuwait has bccn growing rapidly. 
Substantial export opportunities also exist in the smaller markets of Bahrain, Jordan, Oman, 
Qatar, and 'Tunisia. 

The U.S. computer exports for the countries in this region have grown at a 7% average annual 
ratc from $342 million (1990) to $450 million (1994), with computer systcms representing 
roughly half of this value. In 1994, the major customers for these exports were Saudi Arabia ($87 
million), U.A.E. ($50 million), Egypt ($32 million) and Kuwait ($27 million). Tables 2 and 3 
illustrate the total export amount of US computcr systems and equipment to countries within 
InlbCom's target market area, and thus thc potential market for InfoCom's products and services. 

U.S. Department of Commerce, Office of Computers and Busincss Equipment, 09/19/95. 
Source: U.S. Department Commerce Market Research 



TABLE 3 
I99O-lYW U.S. COMPUTER SYSTEMS EXPORTS~ ($ Thousands) 

Total 1 145,872 1 232,541 1 229,761 1 218,152 1209,435 1 9.5 

TABLE 4 
1990- 1994 U .S. COMPUTER EQUIPMENT EXPORTS~ ($ Thousands) 

Total 1 342,346 1 494,916 1 485,241 1 461,610 1449,620 1 7.1 

Competition in the region's computer market is intense with U.S. firms facing growing 
challenges from Far Eastcrn suppliers in recent years. However, US. vendors have a 
commanding presence, based on their marketing prowess, technological capabilitics, and the 
price, quality, and performance of their systems. Apple, AST Research, AT&T Global 
Information Systems, Compaq, Digital Equipment Corporation, Hewlett-Packard, IBM, Sun 
Microsystems, and Unisys are well established in the region. 

. .. . ... 

4 Source: Compiled from official statistics of the U.S. Department. of Commercc. 
Computer Avcragc Growth. 

"ourcc: Compiled from official statistics of the U.S. Department o f  Commerce. Computer 
equipment includes computcr systems, peripherals, and parts. 



E-mail Sewer 

1 exchange mail 
phone network) 

Morn Corp. 
'as, Texas, U.S.A. 
11: (972)644-5363 
X: (972)644-8609 
myan @infocomUSA.com 
p://www.infocornUSA.com 





Section One 

The Business 

Description of Business 
InfoCom Corp., an established computer and communications reseller, markets computer 
hardware and software, tclccommunications products and consulting services globally. At 
present, about 90% of its sales are to overseas computer and telecommunications dealers located 
in Saudi Arabia, Egypt and Kuwait, and the remaining 10% are to domestic customers. InlbCom 
plans to expand its current customer base to include dealers in United Arab Emirates, Qatar, 
Bahrain, Oman, Yemen, Jordan, Syria, Lebanon, Indonesia, Turkey, Tunisia, Algeria, Morocco, 
Kazakhstan and Uzbekistan and to increase the overall domestic share of its sales to 20% by the 
end of 1996. Continued diversification of  the markets it serves will decrease its dependence on 
any one country or customer, and enhance IntbCom's competitive advantage. 

InfoCom Corp. was Formed in 1992. Because of its relatively diversified base of global 
customers, demand for InlirCom's products and services is not subject to fluctuations within any 
single country. In spite ol' some seasonality because of end-of-year purchases, a backlog of 
$600,000 in booked orders is constant and increasing. We are confident that our sales will 
continuc their upward trend given the excellent quality of our products and services. In the 
futurc, we should he able to continue ofl'ering products and services of exceptional quality both 
because of our strong in-house technical expertise and the United States's domination of the 
global computer and telecormnunications industry.' Given our personal rapport with our 
customer base and our understanding of their needs, we have made it a policy to ship our goods 
promptly and on very flexible credit terms. 

Mission/Philosophy 
InfoCom Corp. is a diversified, multi-industry, global corporation with strong marketing 
capabilities, technical skills and entrepreneurial policies. We sell customized computer and 
telecommunication solutions to value-added resellers as well as corporate and government 
buycrs worldwide. 

Wc bclicvc that our primary responsibility is to our customers, and we are committed to their 
total success. Hence, our products and services are priced competitively, delivered promptly, 
supported expertly and financed conveniently. We are dedicated to meeting our customcrs' 
computer and telecommunications needs as innovatively and as responsively as possible. 

US Department of Commcrcc, Economic and Statistics Administration, US C;lr>hrrl Twde 
Outlook 19952000. 
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Product/Senrice 
Infocorn offers a complete line of popular brand name computer and telecommunications 
products and services. We are committed to providing our customers with the highest quality 
computer systems and networks as wcll as telecommunications equipment backed by 
uncon~promising service and support. 

Computers systems & Networking equipment and services: 
lnfoCom is an authorizcd dcaler for many well known computer hardware and software 
rnanufacturcrs such as Hcwlctt-Packard, IBM, Applc, NEC, AGFA, Toshiba, DEC, Compaq, 
Novell, Lotus, Oracle and Motorola. Here are the general categories of the products and services 
that we offer currently: 

1 .  Computers: servers, workstations, desktops, laptops, and notebooks 
2. Multimedia: Audio boards and components; video cameras and accessories; image scanners; 

voice inputloutput systems. 
3. Networking: LAN boards, gatewayslbridges, modems, network management and security, 

micro-to-mainframe products and fiber optics. 
4. Document storage and desktop publishing: Image capture and compression devices; 

scanners; optical mass storage and output devices. 
5. Computer components: batteries, memory modules, microprocessors, motherboards, power 

supplies, chipsets, keyboards, I10 boards, math coprocessors and cabinets/enclosures. 
6 .  Mass storagc: Hard disk, floppy, floptical, CD-ROM, tape drives, and optical drives. 
7. Monitors: Monochrome or color, dual page or full page monitors. 
8. Printers: Dot matrix, laser, inkjet printers with or without color capability. 
9. Software: Business, communications, database management, educational, financial, 

graphics, operating system, and programming tools. 
10. CAD ICAMICAE: CAD Software, co-processors, monitors, digitizers, ploacrs and video 

boards. 

Telecommunicationr products and services: 
TnfoCom is an authorized dealer for many well known Telecommunications manufacturers such 
as Milel, ITT, Cortelcu, Alcatel, Panasonic, Nokia, Ericsson, Northern Telecurn. m d  Motorola. 
Here are the general categories of the products and services that we offer cwently: 

1. Rusiness systems: Digital PABX, KSU, voice mail, IVR systems and call accounting. 
2. Telephones: Feature phones, cordless phunes, headsets, pay phones and cellular phones 
3. Cables & Wircs: fiber cable, inside & outside plant, buried cables and armored cables. 
4. Pagers: Pagers, Paging terminals and paging transmitters. 
5. Two way radio: Mobile radio, portable radio, trunked radio, repeaters and towers. 

InfoCom also offers both satellite as wcll as terrestrial communication products and services. 
I .  Satellite communications: 

a) Products: Earth Station Systems conforming eithcr to IN'I'ELSRT, EUTELSAT, 
AUBS.4'1' OR DOMSAT requirements; satellite news gathering; TV receive only; 



transmit and receive television; direct broadcast systems; transportable or very small 
aperture terminals; video-conferencing systems; educational earth stations and single 
channel per carrier. 

b) Services: Program and project management; earth station design and engineering; 
satellite system design and engineering; in-house and on-site training. 

2. Tcrrcstrial communications: 
a) Products: Turnkey systems conforming to CCITT and/or CCIR requirements: 

microwave systems, troposcatter systems, fiber optic systems, cellular wireless 
systems, PCS wirclcss systems, coaxial cablc systems, and cablc 1'V systems. 

b) Sewices: 
i) Microwave, troposcaiter and wireless systems: path consultations and surveys; 

site surveys, design and construction; tower design and erection. 

ii) Fiber optic and coaxial cable systems: loss budget calculations; route and site 
selection; site design and construction. 

Internet Sewicer 
InfoCom Corp. offers the complete solution of Internet and intranet Web site hosting, access, 
strategic planning, development, consulting, education, and training. InfoCom, also, can deliver 
the best graphics, the most user-friendly and interactive programming, and the fastest operation, 
all strategically linked to your business goals. 

Hosting: InfoCom offers a wide range of E-Mail, World Wide Web (WWW), and FTP 
hosting services. InfoCom offers Dedicated hosts, Shared hosts, Scaleable bandwidth, 
backbone connectivity, and 24-hour continuous monitoring. 
Dircct Cunncct Access: InfoCom customers can get a dedicated connection to the Internet at 
speeds from 56 Kbps to 45 Mbps via T1 access, via T3 access or via Frame Relay platform. 
Wcb Sitc Dcvclopment: End-to-end design assures your Internet and intranet Web site 
conveys the mission of your organization, captures the attention of customers and potential 
cusiomers, and is intuitive, helping visitors find what they need quickly. 
On-Line Commerce: InfoCom can help companies set up and operate online storefronts or 
host multiplc storefronts over the Internet. InfoCom services provides both flexible 
merchandising ljcilities to maximize selling impact and a powerful underlying framework to 
el'hiently handle transactions and order delivery. 
Sitc Managcmcnt and Marketing: Once your site is designed, InfoCom will provide high- 
quality, n~anagement, and marketing service, including Security protection, through firewall, 
Managing the growth of your web site, Updating, Testing, Tracking and Advertising your 
web site. 
Refreshing: A successful Web site is dynamic. Part of the InfoCom Corp. strategy is 
relieshing the look, content and interactivity of the site. As technology changes your site will 
be responsive to the demands of your customers. 
Technical Support: A scnior technical professional provides ongoing technical support to 
each and cvcry clicnt. 
Education and Training: InfoCom provides education services io husinesses and 
individuals on every aspect of thc Internet and the Web. This includes training on such 



technical topics as access and development, and business subjects like on-line marketing and 
leveraging intra-business communication. 

9. One-Stop Source: InfoCom has partnered with world-wide leaders in telecommunications 
and technology to a single point of contact to establish an online presence, from getting top 
Internet acccss and e-mail scrviccs, to the best hardware and software products. One 
company, InfoCom Corp., for a state of the art, results-oriented Web site.. 

Description of InfoCom's Market 
InfuCom will continue to sell computer and telecommunications products and services to 
international customers. In order to reduce our dependence on any one country, we plan to serve 
a larger number of countries in the Middle East instead of depending primarily on customers 
located in Saudi Arabia, Egypt and Kuwait. Future targeted foreign markets include United Arab 
Emirates, Qatar, Bahrain, Oman, Yemen, Jordan, Syria, Lebanon, Indonesia, Turkey, Tunisia, 
Algeria, Morocco, Kazakhstan and Uzbekistan. 

Our goal is to provide the most innovative and customized computer and telecommunications 
services to a diversified international customer base. Based upon 1995 market assessment 
surveys by the IDC, the computer and telecommunications market in the Middle East will grow 
by 10% with a potential growth of 26% from 1996 to 1997. 

Customers will bc attracted by: 
our in-house expertise in all the products and services that we sell, 
our cunvenient credit terms, 
our strategically convenient location and access to the most recent innovalions in our product 
and service areas, 
our personal marketing and customer service relationships, and 
our excellent customcr goodwill dcvclopcd sincc 1992 and previously. 

Marketing Information 
At InfoCom, we believe in building personal, enduring relationships with our customers centered 
around superlative service. The following table contains a summary of our current primary 
customer base by country, and indicatcs thc lcvcl of diversification of our sales. 



1 CANADA I 5 I 5 I 5 I 5 I 
1 EGYPT I 14 I 15 I 16 I 26 

1 LEBANON I 1 I 1 I 1 I 2 

GERMANY 
JOWAN 
KUWAIT 

2 
10 
19 

I I I I 

I SYRIA I 3 I 5 I 5 I 1 I 

MALAYSIA 

SAlJDl ARABIA 
YEMEN 
USA 
OMAN 

0 
7 
13 

Appendix R lists each of our prospective markets in the Middle East and their projected growth 
in the next two years. Appendix D contains letters of reference from our customers describing 
their high degree of satisfaction with us. 
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18 
4 
5 
3 

UNITED ARAB EMIRATES I 5 

InfoCom consistently tracks new customers through Computer Arabia and Middle East PC. It is 
in constant contact with thc US-Arab Chambcr of Commcrcc and with thc appropriatc 
commercial attach6 of forcign cmbassics. Our typical customcrs arc ma.jor playcrs in their 
markets. Here is a samplc of our international customcrs and the address at which they can be 
contacted for further reference: 
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7 
16 

QATAR 

2 
8 
15 

1 

26 
5 
10 
0 

5 

10 
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27 
5 
10 
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7 

60 
4 
51 
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1 Giza, Egypt 
OFOQ Information System & I P.O. Box 3828 
Communications I Jcddah 2 148 1 ,  Saudi Arabia 
Zaid A1 Kazimi Sons Trading Co. I P.O. Box 30 

I Hawalli 13001, Kuwait 
Jamjoom Advanced Technology Est. I P.O. Box 1247 

I Jeddah 2143 1, Saudi Arabia 
CITE, Cairo Information Technology I P.O. Box 1026 -. I & Engineering I Cairo, Egypt 

Location of Business 
In 1992, InfoCom Corp. was established in Richardson, in North Dallas, Texas. Dallas was 
selected because it has the third largest concentration of high tech companies in thc United Statcs 
after Calihrnia's Silicon Valley and Massachusetts's high tech corridor. Richardson itself was 
sclcctcd because it has the highest concentration of telecommunications companies in the USA, 
and is closcly located to the Dallas/Fort Worth (DFW) International Airport, a key shipping hub 
to overseas markets. The strategic location of InfoCom has allowed it to take advantage of the 
booming Texas economy, the favorable business climate in Dallas and the abundant supply of 
skilled labor Iurce from the University of Texas System. The proximity of thc LWW Airport as 
well as other logistical services have enabled us to dclivcr thc latcst products and services to key 
customers overseas faster from the US than if wc had set up a warehouse in or closer to our 
overseas market areas. 

InfoCom Corp. is currently renting a one-story building covering approximately 9,000 square 
fcct. It houses all divisions or the company, including administration, engineering and design, 
scrvice, sales and the marketing staff. A graphical layout of the building space occupied by 
InfoCom and a flowchart illustrating the workflow pattern underlying the firm's activitics arc 
included in Appendix E. 

Competition 
At present, competition within the customized niche occupied by InfoCom is nonexistent. 'lhc 
advantages conferred by our location, in-house teclmological expertise, prompt customer service, 
convenient credit terms, cultural and language similarity are as yet unmatched. Outsidc 
InfoCom's niche, retailers have focused on providing commodity-like computcr hardwarc and 
soflware products with very little support and without attention to the latcst advances in 
technology. By contrast, InfoCom's innovative and customized solutions are in great demand as 
witnessed by our usual backlog of $500,000 lo $600,000. Pleae, see Appendix D for a sample of 
letters from our customers reflecting how much they value our total package of products and 
services accompanied by uncompromising pre- and post-sales technical support. 



INFOCOM'S POTENTIAL COMPUTER INDUSTRY MARKET ANALYSISZ 

Computer Hardwarfleripherals Segment: 

The Middle EastINor-h Africa (MENA) region presents an excellent opportunity for computer 
hardwarc suppliers, likc InfoCom. It is characterized by a highly educated population, a 
common Arabic languagc for 250 million of thc rcgion's inhabitants, and very large Gross 
Domestic Product (GDP) per capita lcvcls in scvcral countries. Ma-jor factors that influence the 
information technology market in this region includc: 
1. A wide range of economic output and growth among MENA countries. (See Table 2.) 
2. Natiol~al govenments that have a signilicwt inlluence over inl'om~ation technology 

expenditures as a result of their involvement in developing nalional inliastructures. 

TABLE 2 
GROSS DOMESTIC PRODUCT ($ Billions) 

I Jordan 1 4.7 1 5.0 1 5.3 I 
I Kuwait 1 24.2 1 26.7 128.0 

I Saudi Arabia 1 122.1 1 117.3 1 118.4 

Morocco 
Oman 
Qatar 

U.A.E. 135.9 I N I A  I N I A  
Largely spurred by developments in the telecommunications infrastructure in this region, the 
growth rate for MENA infomiation technology hardware markets through 1997 is projected to 
average 10%, according to International Data Corporation (TDC). Although Israel, Saudi Arabia 
and Egypt currently represent the lion's share of this inhnnatiun technology market, demand in 
other MENA countries such as the UAE, Morocco and Kuwait has been growing rapidly. 
Substantial export opportunities also exist in the smaller markets of Bahrain, Jordan, Oman. 
Qatar, and Tunisia. 

27.6 
11.5 
7.5 

The U.S. computer exports for the countries in this region have g r o w  at a 7% average annual 
rate from $342 million (1990) to $450 million (1994), with computer systems representing 
roughly half of this value. In 1994, the major customers for these exports were Saudi Arabia ($87 
million), U.A.E. ($50 million), Egypt ($32 million) and Kuwait ($27 n~illion). Tables 2 and 3 
illustrate the total export amount of US computer systems and equipment to countries within 
InfoCom's target market area, and thus the potential market for Infocorn's products and services. 

U S .  Department of Commerce, Office of Computers and Business Equipment. 0911 9/95. 
1 Source: 1J.S. Department Commerce Market Research 
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31.5 
11.7 
7.8 

32.1 
2.4(Q1) 
7.6 



TABLE 3 
1990-1994 U.S. COMPUTER SYSTEMS EXPORTS~ ($ Thousands) 

TABLE 4 
1990-1994 U.S. COMPUTER EQUIPMENT EXPORTS6 ($ Thousands) 

Competition in the region's computer market is intense with U.S. firms facing growing 
challenges from Far Eastern suppliers in recent years. Howevcr, U.S. vendors have a 
commanding presence, based on their murketing prowess, technological capabilities, and the 
price, quality, and performance of their systems. Apple, AS?' Research, AT&T Global 
Information Systcms, Compaq, Digital Equipment Corporation, Hewlett-Packard, IBM, Sun 
Mirosystcms, and Unisys arc well established in . .. the .. . region. . . . ... . . .. . . 

4 Source: Compiled liom official statistics of the U S .  Department of Commerce. 
"omputer Average Growth. 
' Source: Compiled from official statistics of the U.S. Department of Commerce. Computer 
equipment includes computer systems, peripherals, and parts. 
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Leading Country Markets and U.S. Import Share 
In 1993, the MENA conipuler hardware markel reached roughly $1.5 billion. Table 5 mentions 
thc key markets that InfoCom is currently targeting (Egypt, Kuwait and Saudi Arabia) as well as 
future potential markets (Morocco and UAE). 

TABLE 5 
COMPUTER HARDWARE MAR-Z'I'S~ 

MIDDLE EAST AND NORTH AFRICA ($ Millions) 

I U.A.E. 1116 1 +8.4 1 +9.0 

' 1993-1995 1 
(% CH) 1 CAGR (%) 
~ 1 0 . 0  1 -20.0 

MAmET 
Egsnt ", A 
Kuwait 
Morocco 
Saudi Arabia 

'I'he US.  computer imports controlled more than half of the MENA market and had a signilicanl 

1992-1993 
f 993 
336 

presence in most of thc ma,jor country markcts. For cxarnple, the U.S. import share during 1993 
in Egypt was 57 percent and roughly 70 percent for Kuwait a d  Saudi Arabia. In the U.A.E., this 
share was conlined to 33 percent. However. these figures tend to understate the U.S. role in 
these markets since many ol' the leading U.S. cornpuler limis also supply the region from their 
subsidiarics in Europc. (Scc Table 6.) 

50 
39 
445 

TABLE 6 
U.S. IMPORT S H A M S  MIDDLE EAST/NORTH AFRICA 

COMPU'I'EK MAKKEI'S. 1993 

PROM U.S. 

t25.0 
1-25.8 
+4.7 

-. . 
I Kuwait 135 

+20.0 
+20.0 
t.5.0 

I I 
All figures are eutimales in millions uf IJS dollars 

Morocco 
Saudi Arabia 
U.A.E. 

' Sourcc: 1994 Best Markets Report Tor Computers and Peripherals, U.S. Department of 
Commerce. 
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The Industry and Trade 

U.S. computer suppliers, including their foreign affiliates, remain a dominant force in the world 
market. Their share of total sales has grown since 1990, reaching over 75 percent of a $118 
billion market in 1993. U.S. computer equipment exports grew from 45 percent of its shipments 
in 1989 to 58 percent in 1991. In 1994, U.S. exports rose to almost 13 percent to $34.6 billion, 
and were likely to increase 8 percent in 1995 and then nearly 7 percent a year through 2000, to 
$52 billion. The $60 billion US.-based industry encompasses electronic computer systems, 
peripherals, and parts. Electronic computer systems include digital computers of all sizes, from 
supercomputers to handheld portables, as well as computer kits assembled by the purchaser. 
Peripherals are storage devices, terminals, printers, plotters, graphic displays, and other 
input/output equipment. 

The industry is concentrated in eight states: California, Massachusetts, Texas, Minnesota, 
Pennsylvania, New York, Washington, and Oregon. Most operations are located near major 
universities, allowing companies to benefit from academic research efforts and to draw on the 
technical talent in these institutions. Hence, the Richardson, Texas, location of InfoCom will be 
of tremendous strategic importance as the company avails itself of resources immediately 
available in its vicinity. 

Competitiveness In World Markets 

U.S. computer firms are price and performance leaders and occupy the foremost position in the 
relentless drive for higher performance at lower cost. U.S. suppliers producing all types of 
computer systems draw on strengths in research, design, software development, marketing, and 
customer support to maintain their lead in the world marketplace. Other factors that contribute to 
U.S. competiliveness include favorable exchange rates (vis-A-vis the Japanese yen, for instance) 
and improved protection of intellectual property rights in key foreign markets. 

Export Opportunities and Trade Projections through 2000 

Foreign computer demand is expected to be robust in the future. Foreign users' desire for local 
area networking equipment, desktop and portable computers, and multimedia products will 
continue to grow. The anticipated removal of barriers lo market access and investment and the 
improvement in intellectual property rights protection arising from the GATT Uruguay Round, 
NAFTA, and bilateral agreements with Japan and China should enhance US. firms' trade with 
major developed and developing countries. Consequently, U S .  exports are expected to increase 
8 percent to nearly $37 billion in 1995. The five-year outlook for U S .  exports appears equally 
promising. Exports should increase about 7 percent each year . .. . on the average to almost $52 
billion by 2000. InfoCom is perfectly positioned to take advantage of this boom in LJS exports to 
the Middle East and the Far East. 



Computer Software Segment: 

Competitiveness in World Markets 

LJ.S. vendors lead the world in packaged software developnlent. According to IDC, U.S. vendors 
supplied 75 percent of the $70 billion world packaged software market in 1993. 91 percent of the 
$21 billion systems software market, 77 percent of the $20 billion application tools market, and 
63 percent of the $29 billion application solutions market. Of the world's top 10 software 
suppliers, six werc Amcrican. U.S. packaged software vendors dominate in each region. They 
supplied 63 percent of the Westcrn Europcan rnarkct and 54 pcrccnt of thc lapancse rnarkct, 
regions where domestic suppliers traditionally hold stronger positions. They hold the largest 
market share in countries outside Western Europe and Japan, supplying 73 percent of these 
markets. The strong U.S. position in these countries reflects the high quality of and receptivity to 
U.S. software, and the relatively small international presence of European and Japanese software 
vendors. 

Technological Advantages of the U.S. Products Marketed by Infocorn 

Several factors contribute to the competitive strength of the U.S. industry. Foremost is the 
lcading rolc U.S. vcndors havc playcd in dcvcloping thc softwarc industry. This has givcn U.S. 
firms a tcchnological edge and made the United States thc locus of high-quality, innovative 
softwarc dcvclopmcnt. l'hc sizc and sophistication of thc U.S. rnarkct also contributcd to thc 
compctitivcncss of U S .  vcndors, resulting in a varicty of nichc products, a grcat numbcr of 
firms, and intense competition. 

Export Opportunities and Trade Projections 

The world packaged softwarc rnarkct is cxpcctcd to grow 12 pcrccnt annually bctwccn 1995 and 
2000, from $86 billion to $153 billion. Nctwork and multimcdia products, in particular, will 
become increasingly important, as countries reshape their information infrastructures. 

InfuCom's Computer Technology and Telecommunications Synergy 
The decade of the 1990's will see the convergence of computer technology with 
telecommunications to form the personal access to information and entertainment called 
"infotainment". This type of hybrid technologies is where the innovation and progress of the 
cornpuler induslry are headed. InfoCom's strengths in both computer technology and 
lelecommunications have placed i t  in a unique position to tilke advantage of sales in both of these 
industries in the Middle East, North Africa and the Far East. 



InfoCom's Current Markets For Computer and Peripherals as well Software 

Bahrain 

Comuuters/Peri~herals and Comaurer Sofrwure 

The Government of Bahrain is in the process of moving all ministries and departments out of 
ledger books and into an integrated financial management information system. The Financial 
Sector relies on leading-edge information management to retain its competitiveness and 
profitability; at the top end, the retail sector is as current in its stock-control and management 
procedures as any in the West. The personal computer market is well-supported and hotly 
competitive; new shops regularly open to supply consumers with hardware, software and 
peripherals in impressive array. Computer-related businesses fill more than five percent of the 
Bahrain Yellow Pages. 

The government-established National Information Technology Unit (NITU) identifies a number 
of activities it is particularly seeking from these international companies, most of them 
service-based: consultancy, research, software development, Arabisation of applications, 
specialized training, database publishing, networking and systeins design. Regionally, the 
information technology market is valued at US$ 3 billion, and Bahrain is attentive to retaining its 
position as the ccnter of business scrvices for the Gulf. By late 1995, it is anticipated that a 
number of Gulf countries, Bahrain first among them, will be able to offer Internet connections at 
local rates, an indication of the telecommunications boom that is helping to propel the 
information technology market into prominence. 

I Total Local Production I nla I n/a 

I Total Local Production I nla I nla 

Total Exports 
Total Imports 
Imports from the U.S. 

Not Available 

8,229 
3,521,024 
1,381,618 

Tofal Exptirts - - -  

'l'otal Imports 
Imvorts from the U.S. 

J 

47,996 
822,547 
203,268 

315,031 
30,196,511 
12.427.532 

563,45 1 - 
15,266,961 
4.388.473 



Legislation requires all parastatal and government entities to install computer information 
centers. The ~pgr~ading of the telephone network has facilitated the use of modems for 
interconnecting systems. The high reputation of U.S. technology in Egypt enhances sales from 
the U.S. computer industry. There is a small computer industry in Egypt assembling imported 
computer components. Most promising subsectors (estimated 1993 market size in US$ millions): 
- Microcomputers 73 
- Local hrca Nctwork (LAN) equipment 20 

Indonesia 

C'nrn~~~~ters/Peripher~~I,~ 

The following statistics show the market shares (stated in US$ million) in the computer industry 
from 1992 to 1995: 

Computer software 1 104 1 11 7.2 1 138 1 165 . 
Professional services 1 52 1 55.8 164 1 83.2 

Only two brandcd mainframe computers are actively marketed in Indonesia, IRM And HDS 
(Hitachi Data Systems). There were seven new mainframe installations (including maintenance) in 
1993 with a total rcvcnuc of US$45.3 million, and in 1994, there were ten new installations. 
However, rcvenuc droppcd to lJS$38 million. 

'l'hcrc are more than 200 firms which assemble computers In Indonesia. These are limited to 
personal computcrs and monitors. Others are joint ventures with foreign companies liom the 
U.S.A., Taiwan, Korca and Japan. Somc personal computers are manufactured locally. A source 
from the Department of Industry reveals that for thc past 7 years, production of computcrs 
experiencedan incrcasc of 228.04 pcrccnt but thc growth rate since 199 1 has been stagnant. Since 
199111992, local productionof computcrs has rcmaincd at around 3 1,000 units. Components which 
do not require high tcchnology arc produccd locally such as keyboards, power supplies and casings. 
Importcd components are central processing units (cpu), hard disk, random access memory (ram). 
and rnothcr boards. 

Although it is difficult to obtain a firm statistical grasp of the volume of imported computers, the 
data of the Central Uurcau of Statistics show thc following information: 



Total imports 6,071,737 2,332,772 582,488 
US imports 299,178 23,730 223,067 

I Mainframe comnuters 
I I I 

I 
Total imports 
US imports 

Personal & micro computer 
Total imports 
US imports 

In the most recent rclcasc by thc US Department of Commerce, the percent of total import market 
sharc by major competitors based on the above products is as follows: 

13,526,108 
6,831,441 

- 
CPU for PC and micro computer 
Total imports 
US imports 

1 Taiwan 12 12 I 2  

7,061,008 
3.058.369 

18,43 1,273 
8,779,803 

8,264,212 
2,798,557 

Singapore 1 4 15  I I1 
Germany I I 19  11 

10,762,659 
12,324,445 

19,032,344 
1.728.282 

Francc 
Australia 
U.K. 

The above statistics show that the market share for imported computers has been growing. 
According to published sources, in 1994 more than 250,000 units of personal computers were sold, 
they include 386s (SX and OX) 29%, 486s (SX,DX, DX2) 67'34, and Pentium 4%. In 1995, it is 
estimated that 300,000 units of personal computers will be needed. 

16,426,097 
3.1 14 

5,835,420 
729,014 

There are no restrictions governing the import of computer and peripherals. Thc import duty for 
computers ranges betwecn 20-3Q-pmxnt except for-mainframe cornputers.wbich.is 5 percent, with 

4,489,205 
1,330,135 

12 
4 
3 

- 
a 10 percent import salcs tax. protection by the government of Indonesia i s  provided to support 
investment in computers by giving an import tariffof zero percent for some computer components. 

- 

13 
13 
5 

- 

9 
7 
4 



The demand for computcr software, including application package, operation systems, tools, special 
applicatiodorderis growing. According to published sources, in 1992, the market for software in 
lndoncsia amountcd to US%104 million, US$ll7.2 million in 1993 and increased to US$138 
million in 1994. The reasons for thc incrcasc is thc cnforccmcnt of intellectual property (copyright, 
trademark and patent) laws though much more needs to be done in lhis area. The enforcement of - 
the law has rcsultcd in thc incrcaseduse of original software (not pirated) by middle to larger firms. 
'l'hc markct for softwarc in 1995 and the forcseeablc future is expected to grow to more than 18%. 

Proft.ssiunulservices 

Among the prolessional services in the computer industry are consulting, data processing, training, 
systems integration, and network services. These services have not really developed. However, the 
services are anticipated to grow in the future. Professional services share about 15% of the total 
computer industry market. 

Jordan 

(,'nm~~1rter/periphera1,q 

Local demand for pcrsonal computcrs is incrcasing, with thc largcst cnd-user bcing thc 
Government of .lordan. Schools and universities now include computer and data processing 
c l w e s  in their curriculun~. Demand ibr computer components (storage devices, cpu's and chips) 
increased by approximately 60 percent from 1991 to 1994. Computer market sources claim that 
Amcrican software and hardware systems make up 85 percent of their large accounts of academic 
institutions, banks, factorics and govcrnmcnt agcncics cmploying morc than 50 cmployccs. US. 
made conlputer equipment and peripherals cnjoy a high reputation for thcir superior. This high 
degree of customer loyalty and goodwill cxists in spitc of thc fact that U S .  madc products can bc 
up to 25 percent highcr in cost than Asian or European counterparts. 

Total local production 1 5  ( 6  19 
'l'otal cxoorts 1 3  1 4  16 
Total imports 1 28 133 137 
Inlports for the U.S. 110 1 12 1 14 

All figures are estimates in millions of US dollars 

Chtnpurcr Softwuri? 

'l'hc information systems market underwent an unprecedented boom from the growing perception 
that busincsscs needed to introduce information technology to remain competitive and profitable. 
A numbcr of well-known American sot'iware l i m s  enjoys an excellent reputation in Jordan. 
Morc strict enforcement of intellectual property rights (ipr), expected by 1996, will likely 



encourage further U.S. computer software sales to Jordan. Total exports of packaged software 
increased by 25 percent in 1994. Multi-user business software, educational software, and 
clientele on-line service are increasingly in demand in the local market. Despite a 20 percent 
price disadvantage as compared to their Asian-made counterparts, American software enjoys a 
significant share of the computer software market 

Total Imports 19  I11 114 
Imports from the U.S. 1 5  1 7  19 

All figures are estimates in millions of US dollars 

Kuwait 

Cornuuters and Periuherals 

Most major American computer firms are present in the Kuwaiti market and possess about 90 
percent of the total imports of mainframes, minicomputers, microcomputers and data 
communications equipment. U.S. image processing systems are gaining wider acceptance. 
Several upcoming major projects will create an excellent potential market for U.S. computer 
equipment. 

Total Imports from U.S. 1 84 I 86 1 90 
All figures are estimates in millions of US dollars 

Total Market Size 
Total Local Production 
Total Exports 
Total Imoorts 

Comauiw Sofiwnre 

The US .  firm, Microsoft, dominates the market. The following types of applications software 
will sell well in Kuwait: image processing systems, banking, insurance, hospital management, 
computer networking, education, training, design support, graphic design, and business solutions. 

120 
0 
0 
120 

130 
0 
0 
130 

140 
0 
0 
140 



I Total Imoorts 1 50 I 60 1 70 
Total Imports from U.S. 135 1 40 1 45 

All figures arc estimates in millions of US dollars 

Saudi Arabia 

C n ~ ~ ~ p t r t e r . ~  and Peril)herals 

The Saudi market for computers and peripherals remains buoyant. Various Saudi organizations, 
both public and private, are revamping thcir systcms, downsizing while upgrading thcir computcr 
sctup. 'l'hc markct was worth approximatcly $220 million in 1994, increasing by an avcragc two 
pcrccnt annually, and cxpcctcd to rcach $229 million by 1996. IBM-compatible manufacturers in 
thc Far East supply about 40 percent of thc markct, followed by U.S. supplicrs at 36 pcrccnt. 
Computer utilization is on the rise and the rcplaccment market for upgradcd and highcr capacity 
computers is also growing. Saudi businesses and government agcncies arc shifting away from 
mainframes and mid-range computers to more flexible, faster, and cheaper micro computers or 
PC's in a networking environment. 

Imports from the I1.S. 1 80.5 I 82.0 1 83.5 
All figures nre estimates in millions of US dollars 

Total Local Production 
Total Exports 
Total lmnorts 

Beginning in July 1994, the Saudi government started enforcing the copyright law. Since then, 
salcs of cornputcr software havc expandcd at thc rate of 10 pcrcent annually, and will be 
cxpcctcd to kccp thc samc pacc ovcr thc ncxt thrcc ycars dcspitc prevailing rcccssionary 
pressures. The market is totally dependent on imports, except for some in-house and other 
third-party custom-made software. In 1994, the market was estimated at $300 million which 
increased to $330 million and $365 million in 1995 and 1996 rcspcctivcly. U.S. softwarc 
companies dominatc thc markct, accounting for more than 70 pcrccnt of salcs. 'l'hcir sharc will 
grow cvcn furthcr, especially for open architecture software packages. There is also strong 
demand I'or arabized software and tailored-mule packages. 

0 
0 
220 

0 
0 
225 

0 
0 
229 



I 

Total Imports ( 300 1330 1 365 
Imports from the U.S. 1210 1230 1 255 

All figures are estimates in millions of US dollars 

U.A.E. 

Corn~urers/Periuhevo~s 
Computer utilization is on the rise with current computer users moving towards upgraded and 
higher capacity computers. Government offices and businesses are shifting from mainframes to 
more flexible, faster and cheaper micro computers or personal computers in networking 
environments. The current price war in the computer industry in the U.A.E. has made computers 
of U.S. origin more affordable; and making it more attractive to persons who wish to buy quality 
products. In 1994 US. rnarkct share rose to 46 percent against 35 percent in 1993. U.S. 
computer manufacturers are looked upon as market leaders and will maintain thcir edge to the 
extent that they continue to be able to introduce state- of-the-art technology and products at 
competitive prices. 

Total Imports I230 I276 1331 
Imports from thc U S .  1 75 1 90 1110 

All figures are estimates in millions of US dollar$ 

InfoCom's Future Markets For Computer and Peripherals as well Software 

Algeria 

Comauters mad Peri~hheruls 
Thc Algcrian markct for computers and peripherals is vew large. Demand is . - - estimated at some 
$200 million, about threc timci the amount of estimated average annual imports, and only lack of 
Algerian dinars to.couer.he hard currency cost of purchases b p e r s  import growth. Although 
U.S. manufacturers dominate this market, they could still increase their market share through 
greater availability of financing. Their main competitors, French and German suppliers, benefit 
from government export credits to finance their sales. This is their only competitive advantage 
over their U.S. counterparts. 



. . 

Total Imports from the U.S. 1 20 1 30 1 40 
All figures are estimates in millions of US dollars 

Morocco 

Computers/I'eripherals and Comuuter Software 

Current Moroccan market for conlputers and software is estimated at US$ 65.0 million in 1994. 
The market is expanding rapidly and we expect it to continue to grow by 30% ovcr thc ncxt three 
years. Imports supply 100% of total market where the U.S. leads with 55% of market share. The 
Moroccan market for computers is open to U.S. products and technology. The growth in 
financial services and the stock exchange should also spur this sector. The Government believes 
that advanced technology is Morocco's way of catching up to the developed world. 
Computerizing an economy, given the pace of technological change, requires continual updating 
of matcrials. U.S. suppliers havc opportunities to export computers and related equipment in this 
markct whcrc US. cquipmcnt is gencrally respected for its technical sophistication and high 
quality. 

Turkey 

C'omuurer/Perir~herls (includirrr electronics and teleconmm~~r~icntions-related equipment1 

Since Turkey's electronic industry is growing rapidly, thc computcr and telecommunication 
equipment Sectors are expected to boom. Once privatization of the tclecornmunications scctor is 
completed, new regulations For telecommunication scrvices and liccnscs are cxpccted. This will 
in turn produce a considerable increase in the market for tclccommunications/clectronics industry 
produc~ion, test and measurement equipment. Much of this equipment will, of course, be 
computer-driven. 

I Total Exnorts 11 I I 12 
1 - I -  

- 

Total Imports 1 90 1 100 1110 
Imports horn the U.S. 1 15 1 17 119 

All figurcs are estimates in millions of US dollars 



Until the end of 1993, the growth of personal computer (PC) sales in Turkey has been dramatic. 
The sale of PC's in 1993 increased by 38 percent, climbing from US$161 million in 1992 to 
US$232 million. American PC's enjoy a very good reputation in Turkey because of their quality, 
technical superiority and after sales service. According to leading American suppliers, current 
trends indicate that end-users are shifting their preferences back to major, well-known brands. In 
spitc of a 30 percent market share, local manufacturers have suffered from the economic crisis and 
have difficulty providing parts, and after-sales service. An increased market share for local 
manufacacturersis not expected for the next few years. 

A study done by a local research company in June 1994 indicates that American suppliers control 
the PC market with more than 50 percent share in sales. IBM, with a 22 percent market share, is the 
leading American supplier, followed by Apple (8 percent). Other important US. PC suppliers to 
Turkey are: Hewlett-Packard, Compaq, Mackintosh, Unisys, Wang Laboratories, and 
AT&T(NCR). Major third-country competitors are: Germany (Siemens-Nixdorf), Italy (Olivetti), 
Taiwan (ASM), Singapore (Wearness, IPC), and South Korea (Samsung). The total market share 
of third-country suppliers is around 20 percent. 

When end users are considered, the demand for PC's has been especially strong in the service and 
manufacturing sectors. Trading companies, advertising firms, accounting h i s ,  and market 
research companies are the principal end-users in thc service sector. In the manufacturing sector, 
principal end-users are textile, food, apparel, pharmaceutical, and plastics plants. The other 
promising cnd-users for PC's arc education and banking institutions, as well as tourism, 
construction, and transportationcompanies. PC's in Turkey are used widely by technical personnel 
and mid-lcvel executives. Senior company executives have also began to use PCs. 

A breakdown of sales by region reveals that the potential market for PC's is concentrated largely in 
Istanbul, Ankara, and Izmir. Our most recent data indicates that in 1993 sales of PC's were made 
to: Istanbul and Marmararegion (47 percent); Ankara and Central Anatolia (25 percent); I m i r  and 
Aegean region (1  4 percent). Remaining PC's were sold to the Mediterranean region (4 percent); 
Black Sea area (4 percent); Eastern Anatolia (3 percent) and Southeastern Anatolia (3 percent). 

Finally, thc leading U.S. PC suppliers to Turkey believe that Turkey's joining the EEC Customs 
Union will not substantially affect U.S. brand PC salcs in Turkey, because most of their imports are 
from U.S. iirms' subsidiariesin Europe. 

InfoCom will bc specially strongly positioned to penetrate this market because the Turkish 
governmcnt requires computcr distributors to have sufficient parts in stock and technical 
personnel to providc after-salcs . .. service. . As indicated earlier, end-users have begun to prefer 
computer firmsthat have strong support and after-sales services. 

Comauter Sof%mre 
Turkey's total electronic data processing (EDP) systems market was nearly $1 billion in 1993, 
and 60 percent of this amount was imported. Annual PC sales inueased by 100 perccnt bctween 
1990 and 1993. Software constitutes about 15 percent of the total EDP market. Privatization of 
state enterprises will also result in increased use of EDP as the number of  personnel is reduced. 

'75 



U.S. firms presently dominate both the hardware and software market in Turkey, and are 
expected to continue to do so for the foreseeable future. 

I Total Market Size I 65 1 79 1 90 I 
I I I 

Total 1,ocal Production 1 35 1 40 1 5 0  
Tolal Exports 1 1  I S  

Imports from the U.S. 1 20 125 1 30 
All figures are estimates in millions of US doll;m 

INFOCOM'S POTENTIAT. TE1,ECOMMIJNICATIONS MARKET ANAY1,YSIS 

Telecommunicntions Equipment 

The Department OF Commerce ol'the USA has identified the current markets served by InfoCom 
and described in Table 1 a especially promising for U.S. exporters of telecolnmunications 
equipment for the foreseeable future, based on either: 1) near-term growth potential. or 2) a large 
market receptive to additional U.S. suppliers. Future markets that InfoCom is planning to target, 
e.g. Turkey and Morocco, are also included to indicate their tremendous growth potential.' 

During 1995, U S .  shipments of  telecommunications equipment were $35.5 billion. in constant 
dollars. Product areas contributing to this growth are likely to include network equipment, 
wireless communications equipment, and satellite communications. 

Key Markets for Telecommunicntions ~quipment" 

Table I describes the market potential for the telecun~rnunications equipment sold by InfoCom in 
the countries within our company's target market area in North America and overseas. The 1 
through 5 scale is used to indicate receptivity (R), local competition (LC), third-country 
competition (TC), and market barriers (MR). This scale should be interpreted as follows: the 
higher the number, the more favorable the situation I'or U.S. exporters. Therefore, a score uf 5 in 
all four areas, for example, indicates high receptivity to U.S. products, little competition from 
local suppliers, little competition liom third-country suppliers, m d  minimal market barriers to 
imports from the U.S. 

9 Similar data about InfoCom's future markets will be included in the market analysis for the 
computer industry 
lo Statistical accuracy and comparability to other sources (e.g., "IJSIIOC, Bureau of the Census") 
are affected by a number or Factors, including lack of published figures in certain markets, 
variances in data collection techniques, sources of data, and industry definitions. 



TABLE 1 
MARKET POTENTIAL FOR US TELECOMMUNICATIONS EQUIPMENT 

InfoCom's current markets for telecommunicntions equipment 

I I I I I I I I 

Egypt 
With the modernization of Egypt's telecornmunication's network, state-of-the-art satellite 
equipment i s  needed to upgrade TV broadcasting in order to fulfill the growing needs of the 
private user market. The Egyptian market for satellite telecommunications equipment is expected 
to continue increasing at a rate of 30%. The current telephone density of three per 100 persons is 
planned to increase to sevcn per 100 by the year 2010. This will require the installation of 
250,000-400,000 lines per ycar. Thc current five year plan 1992- 1997 includes $700 million for 
the telephone and communications sector. The US has the largest share, 65%, mainly due to high 
quality and durability. Most promising subsectors include: satellite telecommunications 
equipment ($55 million); cellular telecommunications ($35 million); fiber optic cables ($140 
million); telephone cable ($1 30 million). The U.S. equipment which InfoCom sells and services 
has tremendous sale potential in this country. 

U.A.E. 

" Average Annual Growth. Countries where telecommunications equipment was identified as a 
Rest Prospect are identified by an asterisk. 

34 
77 

SW144 0000523 

480.0 9% 40.0 1 5  11% 3 5  



I Total 1,ocal Production 1100 1120 1144 

I 
All figures are estimates in millions of US dollars 

Total Exports 
Total Imports 
'I'otal Exworts from the U.S. 

Jordan 
The telecommunications draft law submitted to thc Jordanian Parliament in 1995 allows 
private-sector firms to invest in and otlkr services in telecommunication hardware. When 

50 
710 
500 

enacted, this law is expected to encourage sales of American telecommunicatiims equipment to 
Jordan. More tenders for mobile communication equipment, satellite transmission and receiving 
components, fiber optic support stations, and modem-driven line-clustering slations are expected 
by mid-1996. Although U.S. products are generally more expensive than Asiun or European 
made products by approximately 35 percent, they are in great demand because of their quality, 
level of technological sophistication and reliability. Since InfoCom does not compete on the 
basis of cost leadership, it will be able to penetrate the Jordanian market with relative ease. 

60 
781 
550 

I Total Local Production 13 14 I 6 

72 
859 
605 

I I 
All figures are estimates in millions of US dollars 

Total Exports 
Total Imports 
Imnorts from the U.S. 

Kuwait 
The booming construction indusw will increase the demand fur telecommunications services 

1 
26 
8 

during the next few years. There are also governmental plans to build two new satellilt: earth 
stations. Both factors will increase the demand for InfoCom's sophisticated telecommunication 

2 
3 3 
10 

products and services. 

3 
36 
13 

Total Exports 
Total Inlports 
Imports from the US 

All figures are estimates in millions of US dollars 

0 
70 
7 

0 
65 
10 

0 
70 
15 



Saudi Arabia 
The Saudi PTT expansion (TEP 6) contract for 1.5 million lines, estimated at $4 billion, has been 
awarded to the U.S. fin, AT&'l'. A number of sub-contracts have already been signed with U.S., 
foreign, and local companies to carry out different aspects of that project. More contracts will be 
expected to be allotted in the future, and infocorn's track record should enable it to win some of 
these lucrative contracts. 

U.A.E. 

ETISALAT is the local PTT of the UAE. During the ncxt two years, ETISALAT plans to invest 
an average of US$300 million per year in the procurement & expansion of telecommunication 
services. Other end users include Abu Dhabi National Oil Company (ADNOC), Dubai Petroleum 
Company and Ministry of Interior. In 1994, the US market share was 13 percent. Given the 
projected doubling of US imports from 1994 to 1996, Infocorn is perfectly positioned to increase 
its penetration of this market. 

I Total Local Production 10 1 0  1 0  

InfoCom's future markets for telecommunications equipment 

Total Exports 
Total Imports 
Total Imports from the U.S. - 

Algeria 

The Algerian PTT has a long-term plan to modernize and expand its network and to introduce 
new services. Implementation will depend almost entirely upon imports. US manufacturers 
dominate the radio communications and satellite cquipment market, while French, Japanesc and 
German suppliers dominate most other markets in which US presence is very limited. Sales 
efforts should be directed to transmission, particularly fiber optics, switching and radio 
communications equipment, areas which offer opportunities for InfoCom to enter this market. 

All figures are estimates in millions oFUS dollars 

128 
529 
45 

I 
- ~ 

I I J 
All figures are estimates in millions of US dollars 

Total. Local. Production . . 

Total Exports 
Total Imports 
'Total lmoorts from the U.S. 

141 
5 82 
50 

155 
690 
90 

80. 
0 
100 
15 

100 
0 
130 
22 

120 .. 

0 
170 
30 



Morocco 
The Moroccan market for telecommmications is growing rapidly. It is one of the most dynamic 
in North Aliica. Teleuommunications infrastructure is an essential link for all sectors and the 
development of the national economy and the opening of thc market to foreign investments 
cannot be achieved without it. Recognizing this, the Government is making considerable efforts 
to dcvclop a modern telecommunication network based on the most advanced tcchnologics. The 
Government is taking steps to privatizc and expand the growing mobile phone market. The best 
sales prospects for TnlbCom are in the high-tech arcas where the US continues to maintain a 
competitive edge over other countries. US products and services have a good reputation and me 
considered the pioneers in new telecommunications technology. 

I Total Local Production 1 0  1 0  10 

Turkey 

Recent laws passed by the Parliament should produce a boom in this sector. New liccnscs will 
he issued for value added scrviccs most requiring new investments. Existing services, e.g., 
paging systems, analog type cellulnr phonc networks, cable-TV, will need to be modernized 
andlor expanded for better scrvicc and more customers. The telephone network structure needs 
to accommodate morc subscribers and to improve quality. Intelligent network systems, TSDN, 
and fibcr in thc loop systems will be future trends. The new telecommunications law specifies 
that 20 pcrccnt of thc incomc obtained from licensing fees for value added services and 20 
pcrccnt of Turk l'clccom privatization revenues will be used to improve the telephone structure. 
This revenue is estimated at over $3.5 billion. Thus, InfoCom can seize the growing 
opportunities in Turkey and participate in international projects such as fiber optic cable, 
microwave and satellite projects to serve Turkcy. 

Total Exports 
Total Imports 
Imports from thc U S .  

Total Local Production 640 700 770 
Total Exnorts 95 100 110 ~ - - - -  ... 

Total Imports 1 380 1 460 1 550 
Imports rrom ihe U.S. 1 252 1300 1 350 

All figurcs arc cstimatcs in millions of US dollnrs 

All figures are estimates in millionv of U S  dollars 

0 
180 
35 

Privatization of 'l'urkish l'elecom is expected to attract additional investments in data, voice and 
, . video satellite scrviccs. lhc data communications industly in Turkey is moving towards 

0 
220 
42 

0 
253 
49 



efficient satellite communication, providing, new services to banks, pipeline monitoring, energy 
pipelines, mines, reservation networks, automotive centers, hotels, broadcasting centers, airlines, 
newspapers, government offices, transportation companies, universities, electronic mail and 
others. 

~xport sales by Local Firms 

All figures are estimates in millions of US dollars 

160 
140 
50 

Sales by Foreign-Owned Firms 
Sales by US-Owned Firms 

J 

180 
200 
90 

I 

150 
95 
35 



Appendix Cr InfoComJs Organizational Structure 

President 
A Strategic plannlng 
A Special Projects 

Internet ActMty 
A Finance n Bavan Elashi 

Marketing 

A Sales 

Saleem Riza 

A Administration 
A Accounting 
A Shlpping 

Accounting 

I Basam Isa I 

A Technical Support 
A PC Assembly 

I '  Hazirn Elashi I 



Marketing 

schools D 
Dallar Counh D 

A Marketing 
A Sales 
A Customer relation 

Ghassan Elashi + 

I 1 Hazim Elashi I 

I Nabil Saleh 

I I Loren Stiegelmar I 

I Bayan Elashi I 
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Request for quotation 

Q InioCom 7 Purchasing I Purchase order 

Purchase 
order 

Prlce & availability L 
Infocorn controller 57 

lnfoCorn controller vnrlllns that 
purchass prlcs Is loss than sales price. 
Also, verify quantity and other factors to 

Insure this transaction will not cause 
losses to InIoCorn 

Vendor sl 
aroduct 

Yes 

Consolidate 
products at 

InfoCom 
warehouse 

rn Product 
ndor 



products in 
IntoCom 

I 
Yes 
I 

Ship product to customer + + 
Copy o l  n rnonnor customer invoice Ganerate invoice 

I 
Invoice 
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This to ccrtrfl that M have been conducting busin- with Corp, s ine  March 
1994, our e v d d o n  of the services provided to ua win ba of high 
standat&. 

Thcy r m e  been prompt on delimy times, thak pricor have competitiw with 
other suppliers. We have had a satbktory report &om our depmem 
about thc techaid support thgr mdved h m  I a f . r n  Corp. 

with Infocorn Corp. has been on net terms and- 



30th January, 1996 

Mr. Bayan Ashi 
Infocorn COT. 
Dallas, Texas 75240 Fax.: 214 644 X609 

Dear Mr. Bayan Ashi, 

We thank you very much for constautly updating us with the latest computer 
and communication technology emerging in the United States of America. 
Your vast experience and knowledge of modern technology was very helpfil For 
us in our Brauch Automation Project, as we have the iargest Banking Network 
which wnsisa of morc than 350 branches. 

hgh t  !!om the beginning of our business relationship in 1990, your services 
had b c ~ n  outstanding with prompt delivery of equipment, cxcellmt technical 
suppo~: in addition to your cornpetalive prices and providing payment facilities 
after delivery and testing of the products. 

We thank you once again for your anti~~uous support and we foresee for an 
ongoing business relationship. 

\ 
Mansour ~ l & u k ~ a  
Deputy Generd Manager 
for Information Systems 



b] Zaid AI-Kazemi Son Trd. Cc. 

Fax 
TO: GHASAh AL-ASHI 

Company: INFOCOM 
Fax: 

From; Loay Mustafa 
Company: Zaid Al-Kazemi Sons Trading Co. 

Fax: (965) 24131 548 

Subject: LETTER OF RECOMMENDATION 

Our reference: ZAWCOMP/F/67857 
Date: January 3C, 1996 

No. of pages: 1 

THIS IS TO IMPLY OUR GRATITUDE FOR LONG RELATIONSHIP OF DEALLNG 
BEITIFEN ZAID AL-KMEMl SOWS TRADING CO. AND INFO COM CORP. 

A PEIUOD OF u YEARS OPERATION AND F R ~ ~ U L  mcunoNsfIIp.  SUPPORT^ BY 
EXCISILENT PRICES. VERY PRO- DE- VERY SUPPORTIVE 
TECHNICALLY AND LASTLY BUT NOT THE LEAST AN EXCELLENT CREDIT LINE 
FACI1.lTY. 

WE .\LWAYS FIND MFOCOM STAFF VERY =LIABLE .SINCERE AND VERY TRUSTY. 
INFO COM STAFF ALSO HAVE AN EXCELLENT IUBlT OF CONTACTING TIEIR 
CLBI'OMERS ON SPECIAL SALES EVENTS AND ON NEW ANNOUNCEMENT OF NEW 
PR0T)UffS. 

MY LElTER OF HECOMMENDATION IS ABSOLUTELY M ITS PLACE DUE TO OUR 
LONG LASTTNG REUTIONSEIIP AND I WISH INFOCOM ALL SUCCESS AND 
PROGRESS. 

+- 
Manger, Computer Div. 

P.O.BOX30 SAFAT 13001 KUWAIT - TEL; 2.15168011 - 2437200 -SHOWROOM: 146539M7 - FAX2401548 



Cairo in 30/1/1996 

To Whom It May Concern 

Kcferencc to the continuos relatioilship between Cairo Informatron 
Technology & Engineering (CITIE) & Infocorn Corp., CITE is glad to 
inform you with the following : 

1 - We have been dealing successfully with lnfocom since 2 years . 
2- Regarding the services of Infncom our commitments as follows : 

*- Delivery is excelbnt 
*- Prices are fair 
*- 'l'echnical Support is excellent 
*- Credit Terms are good 

Bcst Regards 

Hussein Labib 

General Manager 



T o  Whom It May Concom: 

January 31.1996 

This is to certify that we have been doing business wlth lnfocorr: since 
1988. lnfacorn ir ruppllylng cornpdw equipment and perl~'iemlr, 
including tmchnicai support and oihw relcrted services to Gu,' Stars 
Computer Systems. 

During the eight year period, we faund infoeom to be very rmallablu a s  tar . . 
as the following are concern: 

Prompt Delivery 
CampetifTvm Prlces 
Excallent Credit Terms 
Superior Technical Suppott 
Professionally Trustworthy 

i trust infoeom to any invesiment and strongfy meommend them t 
anyone that needs a protesrional purtnat or rmpmssntcrMva in the EJnted 
States of America. 

f 

Musald Al Dmghaithm 
Acting President 



Jamjoom Advanced Technology 

Fax Message 1 
7 

lf nny of the ji~llowing p u ~ t x  wrr rrlissirrfi pierrst- cnil us ar 'li.1. (ilj10948 t 
Dare 29111 January '96 
~ c f .  P!O. : JAT/lCC/37 12 C 
TO InioCorn Cnrpm~ion 
Am. Mr. Cihnsun Elwhi 
PUN I . :  : 1 (214) 444-8609 
No. oi i'agcs : I 

TO Wif OM IT MAY CC)NCI;I~ N: 

We llavc hCCll doing busincsx will1 InlbCorn Corpo~nlion sin= 1991. Our husi~ms was 
hascd on impor~s of various ~oquilwncnb inclridit~g high ~wlr c~p ipmc~~ l s .  Il~CoCom 
Corpornlion was providing us wiih prclrwsional mvicc& HIMI ~cchnical back-up for our 
vnriow nccds and iquiismcnls. Fi~in:lncidly. Infocorn Corlrort~rion llud n vu. good li~lal~cial 

pmi'e. imal in lhcir dedings with us. 
l I ~ W  wilh us. 'Ihcy m providing us will1 w d i t  fncililics and hey avc t mi very 

CC: Filu 

Jnn~joom Advanced Technology - Jnmjoom Commc.rci:~I Ccnlcr, Gnlc NO. 8 ,  1st Floor 
P.O. 3ox 1247 Jeddnh 21431 K.S.A - Tel. 66120W Ex1. 14511 1452 - Fnx6650988 



To Whom It May Concern 

OPOQ in a subddiacy of Saudi Rmearch & Matlcotlng Group, one of the tap ten 

largest companies in Saudi Arabia. OPOQ i. a apacirtixcd in the selling urd 

memice of computer and Wecommuai~ptioru products in the Saudi mnrket. 

Our relation with InfoCom Corp, datem back to the euly 1990 m a oourcr moat for 

our computer and telecommuaication~ ncsdm, With no doubt, InfoCom hrs 

contributed a lor to out succwr md we nfay heady on their -&a cspvcially 

their t e r a n i d  capnbilitier and mdit temm, We look f o m d  h a  Ibong.r rdatlon 

for the ::sming futura. 



30 January 1986 - 
W e  have the plsaeurs in certifying that  we Applied 
Computer Services Company (HASIB1 are doing buainssa 
w i t h  XnfaCom Corporation of Dallas, Texas for over 10 
yeare. We aLways found them compst;itive i n  pricing. 
rwnctual in delivery schedules. and reliable in after 
sale asrvice and rsohnical support. We are alno anjoying 
the oredit facility from ZnfoCom Corp.  

This csrtiffcate i b  issued without m y  responeibility on 
HASIB. 

I-IH AL-UEGHAZMISH 
General Manager 



~ d l ~ ~ l  
ufltled susterns 

Microcomputer Systems & Supplies 

To Whom /I May Concern 

Deai Sirs, 

We "United Systems" the authorized Apple Center and sole distributor for 

QMS printers in Egypt, had the honor to cooperate wlth Infocorn CoporatJon in . 
Egypt as a rtader and supplier for computer and Information Technolog5: Systems 

and periphrrals, since 1990. 

Durinlj: the lest 6 years, infocorn. ha& never felled to supply us with the best 

services, twnnical supporting addltlon to the competltlve prices and credit terms. 

Best Regards, 

Sherif Khattab 

- ... . - 

7 7 . ~ V ~ V . & L i / y l . f r v V - T r o r l l . ( - W o - \ n v ~ ~ / I ~ - ~ I  JW1 dl $ 1  

1 EI Sud Aly SI.. Tcl. :3350157 - 3353462 - 360.7577 / Fax. : 3609787 



Date : 30 Jan. 1996, 

To : To Whom It Muy Concern 

From : Mr. Mansour Al-Nnser 

Dear Sir, 

We have been doit~g business with Infocom For 4 years as n source for 

Our computer needs from the US . Infocnm has helped our business o lot 

. They helped us fast response and competitive prices. The credit f:~cilities 

Thnt ir~hcom provided us with helped Our Compnny to grow. Lnfocorn 

'Sechdcnl stnff wiis alwnya helpful in met ing  our needs. We wish 

lnfocoln the best. 

Sincerely 



Olmma 8 Partnon W. L. L. 

P. 0. RoX : 49, WHA -QATAR 
Tclcphonc : 422.6S-W l/2.423499,422221 
Fax.: 439610 
C.R. No.: 9134 

Our Ref. 

To whom It may concern; 

We are ostabllahed tradlng and manufaeturlng organiratlon In Qatar. having 
dlverse bualness intereeta such as offlce autornatlon, wmputors. oHlee turnlture, 
contract krnlshlngs. consumer durabies , soaps. detegent, tollotrlos and food 
stuffs. 

in our computer business. we are the mxclu$lve dl#ributor for Apple aomputers in 
Qatar and also dlstrlbutor for ACW PCs. We alao deal with Supn Cornputbra & 
Phillps Computers In our computer llne of budnera. 

It Is a great privllage to be assodated wi:h Infocorn Corporation to whom we have 
been dealing for almost four years now for some of our computer mqulraments. 
During our assoelation wlth them, we appreolate tholr prompt sonrlces in term of 
delivery and teehnlcal eupport . We also enjoy reasonable prices and good credlt 
terms from them. 

This letter is belng issued to Infoeem Corp. for whatever purpoee lt,may serve 
them without any liability on our 

REF: OU4687/RI/CEE/g6 



InfoCom Corp -i 
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This document contains confidentiul andproprietury injbrmufion 
helonging exclusively to Infocorn Corp. 

Bayan Elashi 
Chief Executive Officer 
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Executive Summary 

InfoConl Corp. is an established computer and cornnlunicatinns reseller. It rnarkels 
computer hardware and software. telecommunications products and cunsulting services globally. 
Infocorn has a confirnied backlog of sales orders exceeding US$h00,000, and is projecting an 
average 20% growth in sales per year in the next live years wilh a corresponding average 
increase in net income. InfoCom plans to increase its sales from $5.7 million in 1995 to $14 
million by thc ycm 2000. 
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Section One 

The Business 

Description of Business 
TnhCorn Corp, an established computcr and communications reseller, markets computer 
hardware and software, telecommunications products and consulting services globally. At 
present, ahuut 90% ol'ils sales are to overseas computcr and tclecornmunications dealers located 
in Saudi Arabia, Egypt and Kuwait, and the remaining 10% arc to domestic customers. InfoCom 
plans lo expand its current customcr basc to include dealers in United Arab Emirates, Qatar, 
Bahrain, Oman, Yemen, Jordan, Syria, Lcbanon, Indonesia, Turkey, Tunisia, Algeria, Morocco, 
Kazakhstan and Uzbekislan and lo increase the overall domcstic share of its sales to 20% by the 
end of 1996. Continued diversilication of the markets it scrvcs will decrease its dependence on 
any one country or customer, and enhance InfoCom's compctitive advantage. 

InhCom Corp. was formed in 1992. Bccausc of its relatively diversified base of global 
customers, demand for InfoCom's products and scrvices is not subject to fluctuations within any 
single country. In spitc of some seasonality because of end-of-year purchases, a backlog of 
$600,000 in bookcd ordcrs is constant and increasing. We are cuntident that our sales will 
continue their upward trend given thc cxccllcnt quality of our products and services. Jn the 
liltme, we should be able to continuc offcring products and services of exceptional quality both 
because of our strong in-housc technical expertise <md the United States's domination of the 
global computcr and telecommunications industry.' Given our personal rapport with our 
customer base and our understanding of their needs, we bwe made il a policy to ship our goods 
promptly and on very flexible credit terms. 

Mission/Philosophy 
InfoCom Corp. is a diversified, multi-industry, global corporation with strong marketing 
capabilities, tcchnical skills and entrepreneurial policies. We sell customixed computer and 
tclecommunication solutions to value-added resellers at; well as corporate and govcrnmcnt 
buyers worldwide. 

We believe that our primary responsibility is tu our customers, and we are comrnittcd to their 
total success. IIence, our products and services are priced competitively, dclivcrcd promptly, 
supported expertly and financed conveniently. We are dedicaled to meeting our customers' 
computer and telccomrnunications nccds as innovatively and as responsively as possible. 

I IJS Department 01' Commerce. Economic and Statistics Administration, US Global Trade 
Oullook 1995-2000. 
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ProducffService 
InfoCom offers a complete linc of popular brand name computer and telecommunications 
products and services. We are committed to providing our customers with the highest quality 
computer systems and networks as well as telecommunications equipment backed by 
uncompromising service and support. 

Computers systems & Networking equipment and sewices: 
InfoCom is an authorized dealer for many well known computer hardware and software 
manufacturers such as Hewlett-Packard, IBM, Apple, NEC, AGFA, Toshiba, DEC, Compaq, 
Novell, Lotus, Oracle and Motorola. Here are the general categories of the products and services 
that we offer currently: 

1 .  Computers: servers, workstations, desktops, laptops, and notebooks 
2. Multimedia: Audio boards and components; video cameras and accessories; image scanners; 

voice inputhutput systems. 
3. Networking: I A N  boards, gatewayshridges, modems, network management and security, 

micro-to-mainframe products and fiber optics. 
4. Document storage and desktop publishing: Image capture and compression devices; 

scanners; optical mass storage and output devices. 
5. Computer components: batteries, memory modules, microprocessors, motherboards, power 

supplies, chipsets, keyboards, 110 boards, math coprocessors and cabinets/enclosures. 
6. Mass storage: Hard disk, floppy, floptical, CD-ROM, tape drives, md optical drives. 
7. Monitors: Monochrome or color, dual page or full page monitors. 
8. Printers: Dot matrix, laser, inkjet printers with or without color capability. 
9. Software: Business, communications, database management, educational, financial, 

graphics, operating system, and programming tools. 
10. CAD ICAMICAE: CAD Software, co-processors, monitors, digitizers, plotters and video 

hoards. 

Telecommunications products and sewices: 

InfoCom is an authorized dealer for many well known Telecommunications manufacturers such 
as Mitel, ITT, Cortelco, Alcatel, Panasonic, Nokia, Ericsson, Northern Telecom, and Motorola. 
Here are the general categories of the products and services that we offer currently: 

1. Business systems: Digital PABX, KSU, voice mail, IVR systems and call accounting. 
2. Telephones: Fearure phones, cordless phones, headsets, pay phoncs and cellular phones. 
3. Cables & Wires: fiber cable, inside & outside plant, buried cables and armored cables. 
4; Pagers: Payers, Paging termiaals.and paging transmitters. . . . . . . . .... 

5. Two way radio: Mobile radio, portable radio, trunked radio, repeaters and towers. 

InfoCom also offers both satellite as wcll as terrestrial communication products and services. 
1. Satellite communications: 

a) Products: Earth Station Systems conforming either to INTELSAT, EUTELSAT, 
ARABSAT OR DOMSAT requirements; satellite news gathering; TV receive only; 



transmit and receive television; direct broadcast systems; transportable or very small 
aperture terminals; video-conkrencing systems; educational earth stations and single 
channcl pcr carricr. 

b) Services: Program and projcct managemcnt; earth station dcsign and engineering; 
satcllitc systcm dcsign and engineering; in-house and on-site training. 

2. Terrestrial communications: 
a) Products: Turnkey systems conforming to CCITT and/or CCIR requirements: 

microwave systcms, troposcattcr systcms, fibcr optic systcms, ccllular wirclcss 
systcms, PCS wirclcss systcms, coaxial cable systems, and cable TV systems. 

b) Services: 
i) Microwavc, troposcattcr and wireless systems: path consultations and surveys; 

site survcys, dcsign and construction; towcr dcsign and crcction. 
ii) Fiber optic and coaxial cablc systcrns: loss budgct calculations; routc and site 

selection; sitc dcsign and constn~ction. 

Internet Services 

InfoCom Corp. offcrs thc complctc solution of Intcrnet and intranet Web site hosting, access, 
strategic planning, development, consulting, education, and training. InfoCom, also, can deliver 
the best graphics, the most user-friendly and interactivc programming, and thc fastcst qpcration, 
all strategically linked to your business goals. 

1. Hosting: InfoCom offers a wide range of E-Mail, World Wide Web (WWW), and FTP 
hosting services. InfoCom offcrs Dcdicatcd hosts, Sharcd hosts, Scalcablc bandwidth, 
backbone connectivity, and 24-hour continuous monitoring. 

2. Direct Conncct Access: InfoCom customers can get a dedicated connection to the Internet at 
speeds horn 56 Kbps to 45 Mbps via TI access, via T3 access or via Frame Relay platfonn. 

3. Web Site Development: End-to-end design assures your Internet and intranet Web site 
convcys the mission of your organization, captures the attention o f  customers and potential 
custorncrs, and is intuitive, helping visitors find what they need quickly. 

4. On-Line Commerce: Inrocom can help companies set up and operate online slorefronts or 
host multiple storefronts over the Internet. InfoCom services provides both flexible 
merchandising facilities to maximize selling impact and a powerful underlying framework to 
elliciently handle transactions and order delively. 

5.  Site Msnagemcnt and Marketing: Once your site is designed, InfoCom will provide high- 
quality, management, and marketing service, including Security protection, through firewall, 
Managing thc growth of your web site, IJpdating, Tesling, Tracking and Advertising your 
wcb sitc. 

6 .  Refreshing: A successful Web site is dynamic. Part of the Infocorn Corp. strategy is 
refreshing the look, content and interactivity of the site. As technology changes your site will 
be responsive to the demands of your custorncrs. 

7. Technical Support: A scnior technical profcssional provides ongoing technical support to 
each and every clicnt. 

8. Education and Training: InfoCom provides education services to businesses and 
individuals on cvcry aspect of the Internet and the Web. This includes training on such 



technical topics as access and development, and busincss subjects like on-line marketing and 
leveraging intra-business communication. 

9. One-Stop Source: InfoCom has partnered with world-wide leaders in telecommunications 
and technology to a single point of contact to establish an online presence, from getting top 
Internet access and e-mail services, to the best hardware and software products. One 
company, InfoCom Corp., for a state of the art, results-oriented Web site.. 

Description of InfoCom's Market 
InfoCom will continue to sell computer and telecommunications products and services to 
international customers. In order to reduce our dependence on any one country, we plan to serve 
a larger number of countries in the Middle East instead of depending primarily on customers 
located in Saudi Arabia, Egypt and Kuwait. Future targeted foreign markets include United Arab 
Emirates, Qatar, Bahrain, Oman, Yemen, Jordan, Syria, Lebanon, Indonesia, Turkcy, Tunisia, 
Algeria, Morocco, Kazakhstan and Uzbekistan. 

Our goal is to provide the most innovative and customized computer and telecommunications 
services to a diversified international customer base. Based upon 1995 market assessment 
surveys by the IDC, the computer and telecommunications market in the Middle East will grow 
by 10% with a potential growth of 26% from 1996 to 1997. 

Customers will be attracted by: 
our in-house expertise in all the products and services that we sell, 
our convenient credit terms, 
our strategically convenient location and access to the most recent innovations in our product 
and service areas, 
our personal marketing and customer service relationships, and 
our cxccllent customer goodwill developed since 1992 and previously. 

Marketing Information 
At InfoCom, we believe in building personal, enduring relationships with our customers ccntered 
around superlative service. The fbllowing table contains a summary of our current primary 
customcr base by country, and indicates the level of diversification of our salcs. 
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Appendix B lists each of our prospective markets in the Middlc East and their projcctcd growth 
in the next two years. Appendix D contains letters of reference from our customers dcscribing 
their high degree of satisfaction with us. 

OMAN 
SYRIA 
UNITED ARAB EMIRATES 

InfoConl consistently tracks new customers through Computer Arabia and Middlc East PC. It is 
in constant contact with the US-Arab Chamber of Commerce and with the appropriate 
commercial attach& ol' loreign embassies. Our typical customers are major players in their 
markcts. Hcrc is a sample of our internalionat customers and the address at which they con be 
contacted for further reference: 
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( Giza, Egypt 
OFOQ Information System & ( P.O. BOX 3828 
Communications ( Jeddah 2148 1, Saudi Arabia 
Zaid A1 Kazirni Sons Tradinp, Co. 1 P.O. Box 30 - I Hawalli 13001, Kuwait 
Jarnioom Advanced 'kchnolonv Est. 1 P.O. Box 1247 

I 
" -. I Jeddah 2 143 1. Saudi Arabia I 

I CITE, Cairo Information Technology I P.O. Box 1026 
( & Engineering I Cairo, Egypt 

Location of Business 
In 1992, TnfoCom Corp. was established in Richardson, in North Dallas, Texas. Dallas was 
selected because it has the third largest concentration of high tech companies in the United States 
after California's Silicon Valley and Massachusetts's high tech corridor. Richardson itself was 
selected because it has the highest concentration of telecommunications companies in the USA, 
and is closely located to the DallasFort Worth (DFW) International Airport, a key shipping hub 
to overseas markets. The strategic location of InfoCom has allowed it to take advantage of the 
booming Texas economy, the favorable business climate in Dallas and the abundant supply of 
skilled labor force from the University of Texas System, The proximity of the DFW Airport as 
well as other logistical services have enabled us to deliver the latest products and services to key 
customers overseas ihster from the US than if wc had set up a warehouse in or closer to our 
overseas market areas. 

JnfoCom COT. is currently renting a one-story building covering approximately 9,000 square 
feet. It houses all divisions of the company, including administration, enginecring and design, 
service, sales and the marketing staff. A graphical layout of the building space occupied by 
Infocorn and a flowchart illustrating the workflow pattern underlying the firm's activities are 
included in Appendix E. 

Competition 
At prcscnt, competition within the customizcd nichc occupied by InfoCom is nonexistent. The 
advantagcs conferred by our location, in-house technological expertise, prompt cuslomer service, 
convenient credit terms, cultural and language similarity are as yet unmatched. Outside 
InfnCorn's niche, retailers hwe focused on providing commodity-like computer hardware and 
software products with very little support and without attention to the latest advances in 
technology. By contrast, InfoCom's innovative and customized solutions arc in great dcmand as 
witnessed by our usual backlog of $500,000 to $600,000. Please, see Appendix D for a sample of 
letters from our customers reflecting how much they value our total package of products and 
services accompanied by uncompromising pre- and post-sales technical support. 



Management 
Appendix C contains the organization charts showing the current structure of InfoCom and the 
allocation of task responsibilities. The section below describes the background and expertise of 
key management and personnel people. 

Bayan Elashi, ( M I  

Rayan Elashi is the founder and Chief: Executive Officer of InfoCom Corporation. Bayan has 
more than ten years experience in the computer industry. He was the founder of Alraed 
Computer Company, the first business firm to introduce Arabic computers to the Arab world. 
That company was later sold to a group of Saudi investors. Bayan has earned a Masters degree in 
Computer Engineering, with specialization in computer architecture from Pusdue University. IIe 
also spent two years in the Ph.D. program at both Purdue University and the University of 
Southern California. He has taught both at the University of Southern California and at 
California State University in the area of operating systems design, database design and artificial 
intelligence. IIis current responsibilities at InfoCom include strategic planning as well as 
evaluation of new products and services to be offered to our customers. IIe is also in charge of 
the design and setup of the Internet services being offered by InfoCom. 

Ghassan Elashi. Vice-president. Marketing 

Ghassan Elashi is the Vicc-President of Markcting at InfoCom Corp. Hc has morc than tcn ycars 
work experience in accounting and financc. Hc has carncd a B.A. in accounting and a Mastcrs of 
Business Administration from Miami University, Miami. IIe has acquired in-depth expertise as 
an accountant, eventually serving as Chief Financial Officer of Research Computers Technology 
Corp. (RCTC) in 1,os Angeles, Calilhmia. He then became sales manager fbr International 
Clomputer and Communicalions in Los Angeles. He moved to join InEoCum Corp., serving as its 
marketing and sales vice-president since 1992. His duties include furmdating and implementing 
the marketing and sales strategic plml for the sale of computer and telecommunication products 
overseas. He is currently involved in the market research efforts necessary to maintain and 
expand InfoCom's international customcr base. 

Personnel 

Basman Elashi, Loyistics Manlayer 

Basman Elashi earned a Bachelors degree in Mechanical Engineering from Western Michigan 
University. He joined International Computers and Communications in 1987, and has acquired 
extensive experience in shipping logistics both by air and by sca. Currcnt rcsponsibilitics at 
InfoCom include managing our shipping operations by air and by sea. 



Ihsan Elashi. System Consultant, Avvle Products 

Ihsan Elashi earned a Masters degree in Computer Science from the University of Miami, Miami, 
Florida. He worked as an instructor in the Computer Science Department at this university. He 
has extensive experience in teaching database management and MIS. He has also worked as a 
senior systems programmer for the University of Miami. He joined International Computers and 
Communications in 1989. His current duties at InfoCom include the sales and support of Apple 
computer hardware and software. 

Hazim Elashi. Mana~er of Personal Comauters Division 

Hazim Elashi carned a B.S. in Computer Systems Engineering from the Oregon institute of 
Technology. While working on his college degree, he acquired substantial experience at several 
computer companies. He joined International Computers and Communications in 1988. Since 
then he has attended Novcll Netware and Corteclo Digital PABX training classes and received 
additional training in hardware maintenance and repair. He has been in charge of the production 
of PCs, and has analyzed, evaluated and integrated hardwareJsoftware products. He heads the 
technical support section, conducts system analyses and helps customers streamline their 
operations. 

Saleem Reza. Local Salcs Mananer 

Saleem Reza has a BBA in marketing from Purdue University. He has worked with Microage, 
earning experience in sales, support, and training. He has negotiated sales with local and state 
schools as well as colleges and universities. At Microage, he acquired 8 years of managerial 
expertise. IIe has developed management training programs. At InCoCom, hc is in charge of 
developing new accounts and expanding the clicnt server application softwarc market. He 
oversees service and support agreements, and creates training programs for customer service. He 
also works on marketing plans for LAN-WAN sales, and prepares the budgets For advertising and 
othcr marketing-related campaigns. 

Mohammad Nabil Salah. Telecommunications specialist 

Mohammad Nabil Salah graduated from ihe University of Toledo, Ohio, with a Bachelor of 
Science in Electrical Engineering, with a minor in biomedical electronics. He has had extensive 
experience in Telephone systems, KSU and PABX. Re has also acquired experience in 
troubleshooting telecommunications hardware during his two years with Nu-Tel 
Communications. ................ He is currently the manager of the Telecommunications Department and a .... ............... 
sales engineer at InfoCom. 

Monzer Taleh, Multimedia Product Suecialist. 

Monzer Taleb graduated from the University of North Texas, Denton, with a Bachelor of Science 
in Computer Science, with a minor in Business Administration. He has developed several 
software packages including payroll, general ledger, and purchase order processing. He has also 



acquired experience in training users in using various hardware and software products. He is 
currently in charge of multimedia products sales at Tnl'oCom. 

S m e r  Suwwan. Accountant 

Samcr Suwwan graduated from thc University of 'l'cxas at Dallas with a t3achclors of Science in 
Accounting--Cum Laude. Hc has studied financial, cost and managerial accounting as well as 
auditing and taxation. He has had 4 years of experience in book keeping, tax filing, as well as 
payroll and bank reconciliation with Rapid City Valet. Current responsibilities at InfoCom 
include: book keeping, lax liling, as well as payroll and bank reconciliation. 

1.ima Daiani, Internet Web a w e s  Designer 

Lima Dajani graduated from the University of California, Los Angeles, UCLA, with a Bachelor 
of Science in Biochemistry, and a strong background in computer programming. She has 
extensive experience in graphics design, page layout, color separation, HTML, programming and 
CGI programming. She has been with InSoCom since 1992. She is currently in charge of Web 
page design for our Internet customers. 

Hamdan Abidov. Sales Mimager. Former Revublics of the Soviet Union. 

Hmdanl Abidov graduated from Tashkent State University, Uzbekistan, former republics of the 
Soviet Union. He has a degree in International Business. IIe was in the top 10% of his class, with 
a GPA of 3.8114.0 . He has extensive experience in computers. He has also acquired experience 
in customcr support, troubleshooting computer hardware and soltware during his two years with 
Strcam International and College of Business Computer center. He is currently leading 
InfoCom's cfforts to pcnetrate the computer and communications market in the former Republic 
of thc Sovict Union, starting with Kasakhstan and Uzbekistan. 

Wal'a Murad. Marketing Su~vor t  Manager 

Wafa Murad graduated horn the University of Mecca, Saudi Arabia, with a Bachelor of Science 
in Mathematics, with a minor in Comp~lters. She is ihe marketing support manager. She is 
currcntly in charge of monitoring the market in the Middle East to idenlily potential customers 
for InfoCom. 

Fairow Elashi, Vendor Relations and Proiects Scheduling 

Fairouz Elashi graduated from the University of Ain Shams, in Cairo, Egypt, with a Bachelor of 
Science in psycology. She is in charge of vendor relations, and projects scheduling as well as 
cost control. 



Infocorn Cop. is a diversified, multi-industry, global corporation with strong marketing 
capabilities, technical skills and entrepreneurial policies. It sells customized computer and 
telewmmunication solutions to value-added resellers as well as corporate and government 
buyers worldwide. 

Careful analysis of the potential market in the Middle East and North Africa reveals unfulfilled 
demand for customized products and services both in the computer and telecommunications 
industries. Infocorn's longstanding reputation for quality service, prompt delivery, technological 
expertise and convenient credit terms will help secure a sizable portion of the computer and 
telecommunications markets. The personal relationships developed by top management as well 
the in-depth understanding of the local culture in the overseas markets will provide an even 
greater competitive advantage over mass-marketers. 



Section Two: Infocorn Products and Market 

Appendix A: Brochures of InfoCom's Product and Service Offerings 

I .  Delivery and Dhtribulion 

2. Computer System and Networking 

3. Computer Replacement Parts 

4. Telecommunications and Sccurity 

5. Telecommunications Replacement Parts 

6. Satdliir Communications 

7. Internet Services 

8. Manufucturing 

9. ICC Innuvations 

10. Voice Expert Hardware and Suftware 

11. hdrrstrial Applications 

12. Financing 



Appendix B: Market Analysis 




