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PURPOSE :

The purpose of this document is to provide Datamatic, Inc.
management with a clear and concise operations oriented business
plan which, when followed, will safeguard the Corporation's good
health and provide continued expansion in terms of gross revenues
and  served rarkets consistent with shareholder expectations of

return on equity,

At the time of this writing, Datamatic has reached a significant
milestone in its ten year history in that gross revenues of ten
million dollars were reported for its' most recent fiscal YEET .
Although the company has been, and all indicastions show that the
company will continue to be, guite successful by a2ll finsncial
starndards, the firm's menagement team believes that ca
growth and long term stability will be best facilitated by
certein structural reorganization and the infusion of add
managerial resources. Such reorganization will better positian
the firm to harvest returns within its traditionsl marketplace sas
well as to ddentify and exploit new business opportunities

consistent with the firm's distinctive competencies.

fhe conditions giving rise for the reguired change are, in fact,

guite classical given the firm's entrepreneurial origins,
technological bssed products and the competitive dynamics of the

firm's primary current business opportunity.

it is the intention of the firm's execubive mansgement to conduct
neriodic "situation revigws wherein the relevance of the
specifics of this document will be reviewed within the context of

prevailing business onditions. At a2 minimum, such 8 revicw
t

o
process  will bhe conduc ly. Appropriaste strategic,

1
eretional and organizaetionsl changes will be made within the

e}
{.“

against the stasted mission and quantifiab.

T

1

3

irm, or to this plsn, consistent with the coempany's performance
le pobjectives which are

embodied in this plan.



This document 1s divided into three major sections. These are,
respectively: I. Executive Summary, I1I. Company Description, and

111. Ceontinued Operations.
1. Executive Summary: This section provides the reader with =
gquick overview of the company, its history, business, financial

achievements and future aspirations.

o This section provides a detsiled

[

IT. Company Descript

description of current:

Condition

Higstory

PBusiness Opportunity
Products

Served Market
Applications

Distinctive Competencies
Organizetional Structure

I11. Continued Operations: This section provides a discussion

giving insight to mansgement's philosophy and inherent abilities

m—
[t
-t

with regard to its fu e measurable performance against its
stated mission and objectives as well s8s & detsiled description
ef its operations once the propossed buyout has occurred in the

following order of presentation:

1.0 Corporate Mission, Objectives and Culture
2.0 Operations

2.1 CEQ/Cemeral Management

2.2 Sales

2.3 Marketing and Business Development

2.4 Production Engineering and Product Development
2.5 Sustaining Engineering

2.6 iwaelity Assurance

2.7 Fersonnel

2.8 Chief Financial Officer

2.9 Service and Retrofit

2.10 Farcilities and General Services

3.0 Technological and Competitive Advantages
4.0 Growth fspirations

5.0 Financials

6.0 Management



EXECUTIVE SUMMARY

Datamatic Incorporated 1is:

Their business 1s8:

Their history

coals are

rd
=
D
ot
e
ot
0
o
0

Led

A Richardsorn, Texas based

corporation  formed in 1978 by

the corporation’s current

shareholders, Mr. Kenneth A,

Kercher and Mr. Lewis (.
Ganter which has been
recognized by INC. MAGAZINE
for 2 Yyears as one of
America's fastest growing

privately held companies.

production,
installetion and service of

resding

I‘T)

{EMR syastems used by

glectricity, natursl gas and

water utility companies to
reduce the cost of reading
over 200 million meters,
nationwide and prepeare

monthly bills for consumers.

Ten YEATS of profitsable
cperations with 1987 gross
Tevenues approaching ten

million dollsrs and & gross

P
H

prafit of 4% of revernues.

Gross salesg TEVENUES
exceeding 10.1 million
dollars coupled with a

minimum of three new product

introductions within ite



Their medium term goals are:

Their long term goals are:

Financial success is

3

core business opportunity and
the systematic review of not
less than six  non-utility
business opportunities consis-
tent with the firm's distine-
tive competencies.

TEVENnUEes X~

Cross sales

15 million dollars

ending 12%0

ceeding
for fiscal vear
consisting of core business

sales, TEAM  product svystem

;

sales ({(or eguivalent oppor-

tunity) and seles within at

least one vet to be defined
non-utility related business
opportunity.

revenues B X~

Gross sales

ceeding 45 million dollars

for vyear ending 1992 consis-
ting of core business sales,
TEAM product systems sales
{or equivalent
and gsales within at lesast
four, non-related, vet t
defined ron~-utility market-
places.

Forecested to be consistent

—y

history with a 37%

or greater, per resr growth



Business

success iss

Assured given the firm's past
achievemenis, proven manage-
ment abilities, technical
leadership, competitive opos-
ture, industry presence,
customer good will, and

management yvision.



A. Kercher and Mr.

erved as Fresident,

Ganter

I, COMPANY DESCRIPTION

1.0 History: Datmatic Incorporated was founded in 1978 by
its two principal shsereholders, Mr. Kenneth

Lewis C. Ganter each of whom own 50% of the cutstanding shares.
Since the firm's inception, Mr. Kercher has 3

Chief Executive Officer, and Chairman of the Board. Mr.

has served as Executive Vice

President and director.

1.1 mpany Mission: At inception, the company's mission
was to define market needs for remote data capture systems, devel~
op system solutions for these needs, and expleoit the perceived
markels through the production and ssle of such systems.
Datamatic's early yvstem develapment and sales efforts were
directed to retall warehocuse and speciaslized inventoryvy control
applications. In 1982, the company pioneered the application of
this technology in the utility industry by designing and instal-
ling the nation' first major remotes electronic data capture
system for meter resding. This eystem, still 1in wuse, was
installed at the Texas New Mexico Power Company resulted in
over five hundred forty thousand (540,000) dollars of income to
the company. Perhaps, even more important than the revernue
opportunity this sale represented was the effect it had in
launching 8 new, competitive industry. Since 1982, Dastamatic,
Inec. has focused its' business activities an this niche industrvg
a niche which by some expert estimates represents less than 1% of
the remote terminsl date capture market.
1.2 tenn  Yeasr Revenue Summary: The following table summa-
rizes Datamstic's eannual gross revenues since the corporation's
inceptian:
8/31/78 $ 97,320 8/21/83 = $ 3,272,203
8/31/79 ¥ $ 133,691 B/31/84 $ 4,084,393
8/21/80 $ 170,063 g/31/85 = $ 8,276,706
B/31/81 $ 370,151 §/31/86 $ 9,218,926
8/31/82 § 695,776 8/31/87 * $ 9,596,462

o Estimated

* Audited financisa statements prepared and

signed by Arthur nder% cn Co.

6



2.0 Business Opportunity: Detamatic, Inc. perceived s need

of the electrical, gas and water utility companies to reduce the
cost associsted with the wmonthly reading of the respective
utility meters located at the account site. Approximately seven
years ago, Datamatic, Inc. pioneered an innovative solution to
this need which involved the development and subsequent produc-
tion of technically advanced remote computer terminals, centreal
office receivers, and data vconcentrators, as well as sophisti-
cated, high level, data processing software. The result of
Datamatic, Inc.'s efforts is a turnkey hardware/software system,
capable of guick installation and which offers the customer
price/performance, features which become manifest through rtapid
payback and improved cashflow through reduction of fixed

EXPEnses.

Historiecally, Datamatic, Ine. has concentrated its sales efforts
in the United GStates. However, the company has recently com-
pleted a relatively large insestallaticn at the Public Utilities
Board located in Singapore. Datamatic, Inc. has over 70
customers, the largest having 631 hand-held terminals and the

N

smallest having only twe (2) hand-held terminals.

2.1 Market and Product Differentiaticn:
2.1.1 Froducts: Datamatic, Inc.'s product is a sclution to
eduction of meter reading

its customers constant guest for T

t This 1is accomplished through the sele and instsellation of
computerized hardware, propriety and
software, on~-site treining and continuing maintenance, A
svstems integrator, Datematic, Inc. has access to hardware origin-
ating from several vendors. The particular mix of hardware and
software comprising a glven customer's svetem is a function of
technical requirements, prefersnces, cost considerations and

competitive envirvonment.

~3



The term wused within the industry to describe the system is EMR

(Electronic Meter Reading). A Datamatic, Inc. EMR System
consists of four main components: the existing mainframe host
computer, a data concentrator or Datamatic DATASWITCH, the

hand-~held terminal or Deastamstic, Inc. FROADRUNNER, and the

(553

supporting communications network.

In Datamatic, Inc.'s System, its DATASWITCH performs two func-
tions., Firstly, it maintains a2 data base of meter information
including identity number, account and location, type of meter,
and high-low boundary limits. This informaltion is typically
arganized into routes which personnel resd, in logicsl order, on
a daily basis. Secondly, the DATASWITCH serves as a dats
concentrator, 1in a network sense, collecting remote data from the
multitude of hand-held remote terminels =znd transmitting this
data to the utility's host computer where data operations prepsre

various records, reports and bills.

The ROADRUNNERs are hand-held battery powered, environmentally
sealed computers, which are used by each meter reader to capture
the data for each meter on his or her route. Prior to the
commencement of the day's reading =activities, a route plan is
downlosded from the DATASWITCH to the ROADRUNNER which is ana-
logeus to a book containing log sheets with sccount information,

meter number and blanks to be filled in by the meter reader at

1)

a

L]

h  reading. Through kevstroke entry on the RUOADRUNNER, these

o
o
OQ
:r"

yre guickly end sccurately completed. The RUOADRUNNER

&
cks the entered data for compliance with pre-~sstablished

rx

boundary limits. Data entered, which is out of limit, generates
g "flag" to the meter reader, indicative of an "improper read", @
malfunctioning meter, or wmeter tampering. At the conclusion of
the dav's work, the ROADRUNNER is again coupled to the DATASWITCH
to wupload the captured route dats for subseguent processing and,
cnce complete, to receive new route information, downloaded from
the DATASWITCH, which will comprise the met reader's next day’

WOT K. The connection between the ROADRUNNER  &and the
o
[



DATASWITCH may be accomplished at the utilities office using a
cradle console or wvia telephone lines For purposes of product
line distinction, Datamatic, Inc. generally defines a system
utilizing 1in excess of thirty-five hand-held remote terminals as
a Msjor Market System, while those using less than thirty-five
hand~-held terminals fall into the firm's RouteStar product line.
& more important technical distinction between these two product
lines 1s software; the Major Market requires custom software
written to a specification Jjointly prepared by Datamatic, Inc.
and the customer, whereas, the RouteStar wutilizes a generic
software/hardware package and may be installed by the customer
with little vendor support. In general Major Market accounts are
uytility companies having 50,000 or more meters.

Z2.1.1.1 Maior Market System: A typical Majcr Market System

b

(v
will consist of a sizable number of remote hand-held terminals,
one or more data concentrators {(the Dsatamatic, Inc. DATASWITCH}

low

foment

and various communications and modem eguipment necessary to @
the transfer of dsta from the data concentrators teo an existing

mainframe host computer wused for data processing, analysis and

customer billing. Since Datamatic, Inc.'s first installation of
a Major Market System, in 1981, the company has exhibited a
steady history of technological developments, resulting in
fzzster, more powerful and 1in general, more robust systems with
numerous  options and enhancements. Todasv's Datamatic, Inc.
hand-held terminals, for example, have the capability to sllow
transmission of data collected ogver the course of a full day, to

a
the data concentrstor from the comfort of the meter reader's hams

sfter he hasg completed his rouvte. Another notable enhancement is

3

the hand~-held terminal's ability to sutomsticslly read complex

2

arnd voluminous data files from industrial and load survey time of

se/load profile meters through the wuse of a hand-hald
electro-optical probe which is inserted by the meter reader into

a receptacle on the meter unit.

An  important characteristic of ezch Major Market System is the

"tailor wmade"” applications software which configures the system

3



around customer specific and/or unicue applications, ss well as

allowing the efficient transfer of the «collected data to the

existing mainframe heost computer. The mainframe host creates
individual accounts, bills, internal reports, departmental

analysis and record archival.

2.1.1.2 RouteStar System: Datamatic, Inc.'s RouteStar System

was designed to fill the needs of small to mid-size utility
customers, This market segment typically has limited funding

available for capital items and may not have internal computer
software and/or deta processing design experience. RouteStar
meets the needs of these customers by offering a complete
hardware/softwasre package with sufficient instructicn materials
tc allew the custaomer to successfully implement and operate the
gsyetem with little interaction with Datamatic, Inc. The system
will not be "tailered" sround specific applicstions reguirements
of the customers, as are the larger Major Market Systems:
however, given the small number of remote terminal cperstors per
system anc the sameness of the operations of customers this size,
this becomes an attribute of the FRouteStar product line as

cpposed to a hindrance.

Datematic, Inc. has strategically developed a ReouteStar product
family tree with three branches: the RouteStar 1000, the
RouteStsr 2000, and the FRowuteStar 3000. Each RouteStar series
offers the customer an excellent, but yet different cost-per-
farmance advantage. In 8ll <cases, @& RouteStar Svyetem will
gpecified number of hand-held remote terminsls, &

a
crasdle cornsole or consol

es containing rencte terminal battery
recharged circuitry and data transfer circuitry, and a dats
concentrator or Datamatic DATASWITCH, normally an IBM PC (o7

] Through the use of the VYoff the shelfv fi1l

ot

equivalent

0

1

transfer software peacksges, the data concentrator transfers sll
0,

A

o
collected data to the host computer where billing, accountine
functions ocour. {See Figure 2. An

reporting and archival

3]

option allowing remote, telephone line communications between

hand-held terminals is available for the BouteStar 3000 series.

10
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2.2.0 Tved Markets: With few able exceptions,
Datamatic, Inc.'s internal sales and engineering expertise has
been focused into three easily defined verticel market segments.
These are the electricity, natural gss and water utility indus-
tries. In certain cases, one customer may represent an overlap
of these industries by virtue of its participsation in two or more
of these product saresgs. As a result of Datamstic, Inc.’'s slmost
exclusive attaschment to these three markel segments, the firm has
developed several distinctive competencies with regard to its

marketing abilities and accumula

thege

ted emgineering

4

market segments.

New Market Opportunities

2.2.1

Z2.2.1.1 Inc. has
level

af

Datamstic, ditionally
however,

arnd

of focus on its served market,

igroring industry trende both within

has realized from

Read

mature

business. The company

markets, which

with

three Electronic Meter
well,

decline
nt

Inc.

ing

will eventually time

in future sales volume and margins. Th

i

DN

-ty

O
3]

attention
and

has concentrated much

disti

men

ot e
3

's nctive compeltencies analyvzing

cpportunities whose profiles matcoh

distinctive

of

competency

~ oM

tens combined man

markets

the
business oo
Dataematic,
are strongest
ed

processing orient

11

its inception

using an inevitabl

1

expertise within

core
that the
it has served so
e
herefore,

Datam

man
ning
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rging m

ie its marketing
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PC type systems and machine oriented systems. This combination
of distinctive compeltencies has caused the company to undertake
serious product dovelopment and/or technology acguisition

efforts in sreas described, but not limited to the following:

A. Distribution Automation Systems
B, SCADA or Swupervised Control and Dats Acquisition
System

C. Automstic Remote Meter Reading Systems

0. Energy Msrnagement Control Systems
Datamatic, Inc., in fact, beliesves that ite future success within
its served market segments will result from its successful ex-

loitation of its TEAM product line - Total Energy Asset Manasge-

ment, which skillfully combines the four system functians listed

above into one integrated svstem,

2.2.1.2. 0Other Msrkets: As stated, Datamatic, Inc.'s product is

3

a turnkey golution to the cost effective need for data capture

and processing by the utility industries. The combined electri-
cal, gas and water industries usage of dats capture and proces-
sing systems represents less than one percent of the total remote
deta capture and processing maerket. The following table (2.2}

dw

de

i

S

nrovides a summary, by industry segment, of the total wor i

data capture and processing markel.

tic, Inc.'s strengths as a2 systems integrater have been

a
targeted on the wutility vertical market, thus allewing the com-

Dany to capitalize through s foocus oriernted compelbtitive
pany , J E
strategy. By geining & thorough understanding of the specialized

& e
needs and buying habits of this market segment. Datamatic has

effectively limited competition and meintsined wunusually high

2.

profitability. Now thst company is in a position to enjoy good

e

heglth and relstive stability, it 1is conducting a systematic

analvsis of the dsts capture needs of other industries, such as

transportation and oil field sand tnhe retail sales order entry
industries in efforts to identify additicnsl unserved vertical

12



markets, whose needs can be best addressed through Datamatic,
Ine.'s combination of experience and focused operstions. The
W

following two paragraphs describe non-utility EMR  Systems

previously designed and sold by Datamatic Inc.

2.2.1.2.1 Parking Lot Inventory: Datamatic, Inc. designed and

installed & Parking Lot Inventory System at the Dallas/Fort Worth
Internetional Airport. This system is used to track over 19,000
vehicles daily, parked on the airport grounds. Reports are
generated, which allow the efficient management of long term,
short term, =and high priocrity perking lots. Additionally, lot
inventory 1is taken nightly and each vehicle is entered by license
number and time/date stamped. This information is subseqguently
transferred from the hand-held ROUOADRUNNER to the system data base
and 1s availsble to all tellers wvia a CRT terminal. This
information has effectively reduced to zero lost revenues

o

resulting from "missing” parking tickets, under-charging for

3]
rt

iss
premium locations, and flags olen vehicles,

In most respects, this system 1s substantially similar to the

Datamstic, Inc. EMR =systems and utilizes the eame hardware com~

~h

tware has been customized for this spplication,

jay]
]

ponents. The so
such that, as an example, route informaticn is defined in terms

of lots, r1ows and spaces, as oppoesed to addresses, acoount names

and meter numbers. ihe principle of operstion, however, is the
same. The Dallae/Fort Worth Internaticnal Alrport parking
; ter

authority indicates thst the system paid for itself in s msat
L

of months through reduction of los

2.2.1.2.2 Fugitive Gas [missions Tracking: Datamati
tract, a svestem known as GASTRAC for the
Msrathon 011 Compsny, which 1s being used at all Marathon U.S5.

fineries. The GASTRAC Svstem uses the hand-held RUADRUNNER to

measure hydrocarbon emissions, in terms of PPM, emanating from
valves, pumps, compressors and other system components within the
refinery. The sensing 1is accomplished by use of a special gsas

sernsor wand which is attsched to the ROADRUNXER.



A datsbase 1is wmaintasined and the collected dats is reduced to
various reports from which maintenance schedules are derived ss

well as EPA compliance documentation.

Marathon indiceted to Detametic, Inc. that the system paid for
itself guite quickly by: 1) a reduction in EPA compliance costs
and eassociated fines, and 2) improved preventive msintenance,

reduction of refinery down time. The customer has

3
jsa)
w0
it
fomed
o
bt e
-
[}
|23
=3
o

also gained benefit from the system through its creative and
unigue inventory control applications of the system which are
toetally apart from 2its originally intended use, and thusg, are

menifest as an additional bonus.

3.0 Sales ~ Product Emphasis:
3.1 FY Endinmg 1988: Beginning September, 1987, and for the

bailance of the fiscal vear, Dstamstic, Inc. will concentrate its

sales efforts on the following product lines:

1. Msjor Market Hand-Held EMR
2. RouteStar

20101 Maior Market Hand-Held EHMR: It ieg enticipated that

}m.
o
4
m
-~
Y
o
o
o
It

several new features, enhancements, and options wil

to asid in the differentiation of Datamatic, Inc's Major Market

mpetition, Datam

4

EMR  product from that of its ¢
f

[14)
et
bt
[
o
o
D
]
bt
€]
bt
@]
i}

tc design, wmanufacture and of

&
enhancements are resultant from the following four

1. Market demand in the form of orde

f
633

Z. Market research
5. Competition

4. Stratecgiec planning demands

The following optiens have been approved for introduction in FY



1. PowerFProbe: The PowerProbe cption allows the automatic

collection of data by the RUOADRUNNER terminal from solid state

Q.

time of wuse an load profile recording wmeters by means of g
probe~like device which 1is inserted into the meter by the meter
gader. Through @an electro-optical interface, date is trans-
ferred in a bi~directional fashion between the ROADRUNNER and
terminal. Market research indicates thast the PowerProbe will be
a criticel facter in Datamatic, Inc.'s efforts to penetrate the
installed base of rcompetitor systems and for the upgrade of
Detamatic's installed base. Some PowerProbe centered hand-held

:

systems may be sold ss "stand-alone sales", ss well, although in

general, research indicates these will be isclated instances.
Datamatic, Inc.'s engineering department has completed the
hardware/software designs to support solid state meters
manufactured by the following manufacturers: General Electric,
Process System, Robinton., Scientific Columbus, Landis and Gyr,

and Damestic Automation.

Datamatic, Inc. has plans to complete a hardware/software
interface to support the Westinghouse line of solid state meters
as well. Westinghouse representatives indicate that they command

A

in excess of 25% of the solid state 10U and recording meter
market and is arguably the number 1 or 2 supplier of this
equipment, world-wide. ihe resson  that Latamﬂtic, Imc.'s
intreduction of & lMestinghouse compstible probe ls

g
manufacturers 1s  that to support Westinghouse meters reguires s
£

unicgue electro-opticel  hardware interface. fs Westinchouse is
the only meter manufscturer using this approasch ss cppoused to the
GE  "optocom", patented approsch, which the seven other major
meter manufacturers are wusing, Datamatic., Inc. has waited for

quantification of the potential market for the Westinghouse units
xpe

prior to the commitment af gngineering & ndituy .
Additionally, atamatic, Inc. will develop an interface to solid
state meters manufactured by the Sangamo divisien of

Schliumberger, who commands a 25% market share.,

et
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The following table provides an estimate of the market share held

by the eight major solid state meter manufacturers:

General Electric 25% Process Systems 6%
Westinghaouse 25% Robintor 3%
Sangamo 25% Domestic Automaltion 2%
Landis & Gyr 7% Scientific Columbus %

Z. On-5%ite Remote: The on-site remcte option allows meter

readers to automatically read standsrd polyphase residentisal
meters which are termed to be insccessible to the meter reader,
due to their physicsl location. This caoncept masy be used in

conjunction with gas and electricity meters.

Through market research, Datamatic, Inc. has lesrned that this
option will provide additional product differentiation and may be

?

critical to Datamatic, Inc.'s future successful penetration of

¥
j4y)

acecounts currently held by competitors, in so r g total system
sales are concerned. Additionally, it appears that substantial
business exists for the sale of eguipment necessary toe support
this option to wtility customers who may have existing EMR
systems. Further market Tesearch and competitor analysis will
determine Detamstic, Inc.'s strategic positioning of this option,
It is anticipeted that demcnstrsble hardware/software will be
available to the marketing department for customer presentation
in May 1988, and that production will begin in August of 1988.

This weaption requires an in-house hardware/software development

gffort.
3. Bar Code Wand: A hand-held bar code reading wand will
be introduced in 1988, which will allow verification of meter

1 de located inside

dentification through an  internal URC bar c

-
through the glass. Preliminary market

the meter and visible t
research indicates that this feature will thave sadditionsl
differentiating impact on Datamatic, Inc.'s Major Market
Syatems. Little, if any, stand alorne opportunities are expected

from this opticn.



the bar vcode reading option is essentislly software intensive.
Numerous bar code wands are svailable to Detamatic, Inc. at costs

consistent with selling price/margin expectation.

3.1.2. RouteStar: Datamatic, Inc.'s RouteStar product has
been positioned to serve the neesds of municipalities, private
water companies, and small gas and electric companies. The
nature of the product 1is such that little or no custom
engineering 1is required to complete a system sale and there are

no options currently planned.

The RouteStar product line has been structured to offer the
customer a choice of three generic systems: RouteStar 1000,
RouteStar 2000, end RouteSter 3000. The RouteSter 1000 System is
based sround ROADRUNNER 885 thand-hel

.

factory refurbished wunits. It is anticipated thsat Datamatic,

d terminals, which are

Inc. will be repurchssing various cuantities of these terminals
over the course of the next two to three vears as a result of its
installed base buy-back and wupgrade oprogrem. Thus, the sale
efforts in terms of promotions, discounts, etc. attached to the

RouteStar 1000 series will be driven by inventory considerations.,

0

3.2 FY Ending 1988 and Beyond: Datawmatic, Inc. anticipste

market conditions to change dramstically over the next two vears

as a vresult of the maturation of the market and corresponding

competitive forces, such as new entrants, buver bargaining power,

etc., which will force the marketplace to be cast dr
r

Datamatic, Inc., throwugh market resesrch and compebtitor analysis,
t

6]
ot
&

Y

s

#ill remzin sensi

o

and product-options, pricing and mixes will be adjiusted sccording
to the corporate strategic plan and fine tuned to market

variations.

Consistent wit the long-term plang of Detamatic, Inc. will be
the =@ecquisition or in-house development of SCADA and DAS product

offerings. The organizational structure and wmanagemesnt of

17



Datamatic, Inc.’'s sales and marketing departments have been
optimized to sllow the rapid integration of new products into the
sales and distribution channels. The selection of product lines
and time frames in which they are introduced are dependent upon:
1} market research, 2) customer demand, 3) window of opportunity,

M
and, 4) relationship in long-term corporate strategy.

Additionally, Datamatic, Inc. has been maintaining an in-house
development effort resulting in its AMR-TEAM (Total Energy Asset
Management) systems product line. The correct positioning of the
TEAM product relative to customer demand and incerporation within

the corporate strategic plan will be a function of determinations

made through angeoing markelt research. As of February 1988,
Catamatic, Inc. has completed Phase 11 of its AMR-TEAM market
research and the company anticipates the compilation of

sufficient data to base a "go-no go'" decision, with regard to the
TEAM project inm early May 1988B. In the event the program goes
forward, strategic plans, budgets, and program management systems

pg

will be completed by June 15, 1%88.
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4.0 Datamatic Distinctive Competencies: The following

corporate distinctive competencies have been identified.

4.1 Utility Market Technical Reguirements: Datamatic, Inc.

has acguired a high degree of understanding of the technicsl,
functional and aperational requirements of the utility
industries' wneed for EMR data capture systems resultant from the

installation of over sixty-five (65) large systems world-wide.

4.2 Utility Market Buving Habits: Datamatic hss acquired sa

high degree of understanding of the buying habits of the utility
industry vresultant from servicing this industry for over eight
{(8) vesrs.

4,3 Technical Competencies: Datamatic has built n

sk

erngineering and product development department which bhas szs
constituent design groups, both a large system data preocessing
orientation and a E.EL. machine level orientation. A key
distinctive competency, unique to the industry, is the high
degree of coupling between these groups thus providing Datamatic
a strong competitive edge in terms aof the organizstion's ability
to deaign and produce efficient, high level communications

software which allows for cost effective and relisble system

integratiaon, flne important manifestation of this attribute is
Datamatic's reputation for quick system instellation =after
receipt of order. Another key benefit is the low cost of
production {process advantage).

4.4 lmage and Customer Goodwill: Detamatic has the

reputation within the industry of providing cost competitive

systems of the highest quality and relisbility, faster than its

competitors, and without interruption of the customer’'s
operations, Traditiornally, Detamatic has bszen customer coriented
providing a high level of support, treining, service documenta-
tiaon and post ssle support.

19



4.5 Prpfessional Marketing Department: Datamatic 1is

building a professionally staffed and maenaged marketing
department. This department, described in detail in Section 1171,
3.0, herein, has three primary functions: i.e., 1) Sales

support, 2) Forecasting and strategic planning, and 3) Product

innovation. Therefore, this department is building excellent
market research, competitive analysis and new business

opportunity review systems as well. Coupled with the application
engineering component of the marketing depsrtment and in-house
sales staff training, a culture is being developed and instilled
into the sales department to seek out additional customer needs

and translate these into producable product and closed sales.

4.6 Corporate Culture: Datamstic’'a size and lean opera-
tions are ideally =sulted to the dynamic nature of the market-
place. Since the marketing, sales, and engineering departments
are closely coupled, the downstresm results of product shipped
are matched to merketplace demand with minimum lag time.
Departmental emphasis and oversll business strategy can be
changed quickly to track the overall external macro-economic

picture.
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5.0 Current Organizaetion: The following table depicts the

current orgsnizational structure of Datamstic effective February
26, 1588,

]
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The company is divided into five (5) functional units each of
which report to the executive body. A description of these five

units ss well as the executive body follow:

5.1 Sgles/Marketing: The sales and marketing department is

currently responsible for all sasles related activities including
direct selling, contract negotiations, promotionsl activities,
ssles support materials, proposal gensration, rfp response and
market research. This department is headed by M. Danny Shirley,

V.P. Sales/Marketing, who joined Datamastic in 198Z.

w0

ibhle for the

o

|

523
it

.2 Controller

so

The controller 1is resp

sreparation of internal financial documents and annual audited
fingncial statements. Internal reports include monthly interim
statements, weekly cash flows, weekly asged receivable statements
and aged pavable reports prior to scheduled payment. The con-

5

troller has been responsible for the two shareholders

t

personal
financisl statements, books of records, etc. A second major area

of responeibility is compliance vreporting, including corporate

b

tax eturn as well as the individual tax returns of the two
shareholders and their wunmarried children. In addition to the
shove arsas of responsibility, the controller is slso responsible
far all foreign financial reporting, the protection and mainten-
anoce of assets, working capital and ehort term investment
maintensnce, long term investment strategies and maintenance,
contract administration, project planning consultation,
budgeting, and regularly participatss in the process of

-veloping corpoarate polioy. This depaviment is headed by Mr.

Phillin J. Masters, Cantroller, who joined Datamatlic in 1986,

5.3 Customer Service: The Customer Service department is
responsible for all warranty and mesintenznce-contract related
repair  work. This department works closely with customers who
have or believe they have system malfunctiens or Dbroken
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equipment. This department maintsins a 24 hour service hot line
and is equipped to transfer software modifications, updates or
corrections directly to the customer's system via telephone and
modem cannection, Additionally, this department is responsible
for inventory cantrol, shipping snd receiving, warehouse
gctivities, building maintenance, janitorial services and the
management of supplier masintenance agreements and the routine
operations thereof. This department 1is. heasded by Mr. Ross
Trestor, Director of Customer Service, who joined Datamatic in

1981.

5.4 Engineering: The Engineering department is responsible

for the generation of & user specification which occurs at the
time of customer order. this process involves detailed
interaction with the customer at the customer's site where time
motion studies are conducted, internal process and reporting
systems are analyzed &nd existing computer and data processing
systems and eguipment are criticelly reviewed at the data
structure and file interface level. Once this user specification
is complete, the enginesering department is responsible for the
design  of software architecture which will fulfill the user
specification reguirements in terms of procduced product, as well
as the @actusl design and generation of software code which, in
essence, 1s the product produced by Detamstic., The Engineering

]

department is responsible

-

or all design and deve
commercially produced product, the maintenance of its pr
o

Seftwareﬁ guality contrasl and assursnce, internal to

installatior of
operations treining, and the publicetion of manuals and support
dooumentation. Additionally, the department works closely with
the customer service department to address the specific neesds and
problems af rustomer system  failure or maifu
department is headed by Mr. Dan Vermire, V.P. Engineering who

jolned Datamatic in 1984.

S
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5.5 R&AD/TEAM: This group 1is responsible for the design,
prototype construction, pre-production pilot builds and pre-sale
testing of new products which involve electranic engineering
hardware/scftware skills and disciplines. This department has
been traditionally staffed with consultants/contracters on an as
needed basis. The most recent project/product developed by this
group is the TEAM (Total Energy Assets Management) system. The
TEAM product development program is currently being lead by Hr.
Cene Starkey who has been working with Dastamatic since 1986,
Other new product development efforts such as Powerprobe and
ReMacs are being led by Dr. Elmer Smalling 111, who has been

working with Datametic, Inc. since 1987.

5.6 Executive Body: Datematic's exscutive body consists of

the firm's President & CEQ, and Executive Vice President who also

comprise the firm's board of directors

S5.6.1 President, Chief Executive Officer and Chairman of the
Board: This position has been held by Mr. Kenneth Kercher, since

the Corporation’s inception in 1978. This office is responsible

for overall corporate policy and communications with outside

menbers of the cemmunity, on behalf of the Corporstion.
Additionally, Sasles/Marketing and the office of the Controller
report directly to this office.

5.6.2 Executive Vice President and Director: This position
has been held by Mr. Lewis (. Canter since the Corporation’s
inception in 1978, This office ig rvesponsible for all technical
activities, product development, product production, installas-

tian, customer service and repsir, The Customer Se

&
Eriginsering, and R&D departments report directly to this office.

N
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11I. OPERATIONS

CVERVIEW

Since April of 1985, Datamatic, Inc. andfor its Chief Executive
Officer has commissioned the services of three independent manage-
ment consulting firms, beginning with e  Stanford Research
Institute (SRI) to evsluate the strengths, weskresses, distinc-
tive competencies, organizational structure, values, and behavior
systems of Dstamatic, Inc., in short, the cocrporate culture. In
addition, Datamatic's interfaces to the externsl macro-economic
world in  which the corporation functions and competes, have been

analyzed as well.

The objective of the wvarious studies is ‘twofold. Firstly,
Datamatic's wmanagement wished to posture the Corporation so as to
insure its stability, continued rowth, and long term good
health. The second objective is the development of a growth and
diversification program which will continually meet the corpora-

tion's missian and corollary objectives.

tion hess reached & point in its eveolution where its

exigting departmental and organizaticnel structures can no longer

support the demands of a gquickly changing marketplace and
therefore, certsin organizational and philoscphical changes will
be made consistent with the above findings sand the demands
imposed by the medium and long term objlectives described in the
executive ummary of this document. These fundamental changes

P

will be recognized when & comparison of the corporate structure

as depicted in the teble in Section 1

(88
@0
for

g
with that depicted in Tsble 2.1, Section 111.
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1.0 Corporate Migsion, Obisctives, and Culture:

1.0.1 Mission: Datamatic's mission is to maximize the market
value of its shares of common stock and its return on investment
of all ite rescurces entrusted to mansgement, thereby attaining a
better than 35% per annum compounded, growih in yearly revenues
through the creative and skillful management of innovation and
invention of technology in the information, communications and
control fields, consistent with the entreprenevurial values and
beliefs of its founders, directors, and shesreholders, which shall
become manifest to serve its constantly expanding base of custo-
mers through the provision of excellent products and service,
thereby inuring to the benefit and betterment of Datamatic’

employees, customers, sharehclders, cr

editors, supplilers, communi-

ty, the public and its governmant.
1.0.72 Objectives: Datamatic's ghort term, medium term, and
long range objectives follow:
1.0.2.1 Short Jerm FY 88: Gross sales revenues excesding 10.1
million dellars coupled with a minimum of three new product
introductions within its core business opportunity and the
systematic review of not less than six non-utility business
opportunities consistent with the firm's distinctive
competenclies.
1.0.2.2 Medium Term FY 1990: Gross sales revenues excseding 15
million dollars for iscal wvear ending 19%0 consisting of core
buginess sales, TEAM product system sales or  eguivalent
opportunity) rid ales within at least one yelt to be defined
non-utility releted business cpportunity.
1.0.2.3 Lormg  Yerm FY 1997: Gross sales revenues egxceeding &5
1lion dollars for vear ending 1992 consisting of core business
sales, TEAM product systems sales {(or equivalent opportunity) and
sagles within &t least four, non-related, vet to be defined
rion~-utility marketplaces.
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1.0.3 Culture: DATAMATIC IS BY DEFINITION A TECHNOLOTY
COMPANY IN  THAT TECHNOLOGY IS A KEY ELEMENT, IF NOT THE KEY
ELEMENY  IN  ITS BUSINESS STRATEGY. Therefore, a significant
portion of Dstamatic’'s human resgources sre engineers, program-
mers, and technicians. The work product designed by the

engineering staff and translated into company roduct has a
. ¥

relatively short product life cyecle as are indicative of
technology company products. Thus, the company is offering =
product today which did not exist five years ago and the products

which may well comprise the bulk of the firm's product offerihg

in five vears, may not vet be even in the concept stage. Ancther

-
component of Datamatic's overall character and culture is the

high degree of business risk asscciated with the act of producing

N

8 single product (turn key solution to utility EMR needs) sold to

a single set of customers {utility companies). Yet another

Fa

component of Datsmatic's culture is the fact thet is hass fasced

—

very rapid growth and that the threat of equsally rapid decline is

nresent should the company ever be caught off guard.
The c¢riticael components in Datametic's corporate culture are and

will remain:

o Effective and massive internal and externsl communications
o High sensitivity to changing market conditions
o Effective goal setting and plan mansgement

o Ghort reaction time to couple downstrsam rTesults with

market demands.
c Marketing and innovas n driven
o Well understood set of values, commitmsnt, and direciion

e
o Commitment to technical leadership
o Commitment to quality

grvice

3

g Commitment to excellsnt customer
o Highly motivated, well-trained quality personne
o Atmosphere of creativity and sense of sccamplishment

to goals

p.:

Total commitment

]
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1.0.4 Froduct Msrket Selection: The single, most critical,

corporate wide, decisions which will dictate the firm's future
degree of success is the selection of product market segments for
penetration. Datamatic’'s management will insure that the firm's
product-market choices do not suffer from either marketing or
engineering myopila. These choices will asffect the prevailing
culture of the firm depending upcn allocation of resources and
concentration of responsibility. Datesmatic will not allow such
decisicns to be made without the active participstion of all team

members.

1.0.5 Datamatic's Techneology-Source Continuum: In the second

quarter of 1988, Datamatic will make fundamental changes in the

corporate structure to =&sllow the company the benefits of being

marketing driven in terms of 9overall culture &nd innovation

orientation with regsrd to technology in terms of sirategic
1

emphasls. Table .0 depicts Deatamatic’'s history of strategic

oo

emphasis and prevailing culture since the firm's inception.

2.0 Corporate Structure: Under this plan, Datamatic will

be organized into the following nine functional departments,

under the direction of the general manager, as shown in Table 2.1

2.1 President and CED {Gereral Manager)
2.2 Sales

2.5 Marketing and Business Development
2.4 Production Enginesering

2.5 Sustaining Engineering

Z.6 Juality Assurance

2.7 Humsn Resources

2.8 Chief Financisel Officer

2.9 Service and post sale support

2.10 Facilities snd Support services

w

A detsiled description of the sbove ten functional department

fallows in terms of:



¢ Depsriment vision o Department philosophy

o Department responsibilities o Department operations

g Department accountability o Department budgets

o Department contribution o Department staffing re-

to corporate P & L guirements

g Department organization
2.1 President and CEQ: As of the second quarter of 158¢,
and into the near term fcoreseesble future, the office of General
B ger will be absorbed into the office of President and CEO.
2.1.1 Function: The function f the President will
necessarily cohange as Datamatic grows. The following areas of
prime concern and emphasis are related to time.
2.1.1.1 Short Term, Pericd Ending 1988: A) The key primary
task of this office during this time pericod is tec lead the
organization and integrete the viewpoints, functions and activi-

ties of the nine departmental group

5

reporting to t

B) As a corollary to A. above, Datamatic's P
important task will be to convey, interpret, expla
arnd incorporate inm gctions taken, the firm's new
reflects the firm's W defined set of corporate
values.

£ The Fresident will define and maintain the
balance of control throuogh centralization of
central at the departmentsal v osteff level.
Datsmatic's Fresident will be beold and decisive
must  be purposely vague and nondirective in
department below will have sufficient elbow roon
operate. Datamatic's Fresident will be simults
delegastor and a constructive meddler, a forcef
good listerner.

ia2
i

order

within

his office.

resident's most

correct hybrid

decisions and

minutse

he

ne

and
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iy The office of the President will begin to change its manage-

ment style. Curing the entreprenesurial phase of Datamatic’'s
business, the executive's tasks were far more doing than
managing. At this stage of the Corporstion’'s development,

failure to alter the wmwix of doing wvs. managing will lead to
problems which will stifle growth, reduce creativity and
departmental problem solving and cause the loss of valuable human

resQures.

£ Another important function of the firm's president will be to
develop & sense of being both a wmuddler and an opportunist;

management by wandering arcund, in effect. Such wandering will

facilitate gathering information from multiple channels;y to
obtain and process soft information, and to transmit the
corporate culture and provide lesdership informally.

F The President will encourage sction rather than further

study, =as the general rule. This 1g en important component of

the nei corporate culture since the rapid c¢change that
characterizes Datamatic's competitive business environment
reguires that the general management function be action
oriented. Same action, after proper preparation, 1s generally
better than the delay required to study the problem further.

The ollowing five 9policies comprise the general, short term

philecsophy of the President's office:

1. Many pipelines of informetion will be oppened. The
President will not vely sclely on formal information systems or

i}

informetion processed through the formal chain of command.

Z. The office will concentrate on g limited number of
issues. tnergies will not be diseipated ecross the many
time-consuming activities which  Thave an infinitesimal impact on

{2
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3., The office will identify the corridors of

comparative indifference. Once organized and competently

staffed, the organization will tuolerate only so much direction
from the top, therefore a good sense of how hard the office can

push, and how often, will be developed.

o

4, The office will provide ihe organization with

strong sense of direction coupled with open~ended short term

objectives. The emphasis will be on effective leadership, giving

direction without providing such precise or detailed instructions

that the crganization's creativity and initistive are stifled.

5. The office will strive to spot cpportunities and

i3
(e
+3

relaticonships in  the eam of operating preblems and decisions.

The President will be a planner and encourages planning by sub-

agrdinates velt he must be mindful that even if the plan is sound
and imaginative, the job is just beginning.
2.1.1.2 Medium Term and Bevond: The shift of emphasis on

bhehalf of the President at this point in the Corporation's
evaluation will be towards the ceremonial and relationships
between the Corporation's mission and the wvarious corporate

constituents.

2.1.1.2.1 General Marnager: In all likelihcod, Datametic will
hire, or promwote from within, a [General Mansger or Chief
Operaticons (Officer, by 1990. The President will serve as the
mentor  during the GM's period of preparation prio to his
appointment. In wsddition to the above qualitiss, the primary
trait to be developed is flexibility and tolsrance for ambiguity.
The nesd for adaptive changing behsvior 1is summed up by the
following observation:

"Mansgement  in  the  high-technology arez must sometimes espouse
erganizational disorder but at other times, most of the time,

sspouse  order. Disorder, slack and ambiguity are synonymous wity

innovation. Slacik provides roem  for the entrepreneurial func-

12
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successful, high technology firm, wust, in 8 sense, be managed

o]
3

. Mansgers must sometimes disorganize innovation., Thus, s

ambivalently. A steady commitment to corder and organization will
produce one color Medel T Fords. Continuocus reveolution will bar
incremental productivity geins. It's knowing when and where to
change from one stance to another, and having the power to make
the shift, that 1is the «core of the art of technology-based,

general management.”

~ Dr. Simon Rammo Chairman TRW Corp.

2.1.1.3 Major Barriers Ta Long Ters Busineass Success:

Dgtamatic, Inc. 1s sensitive to the truism that the growth of

technical companies frequently plateau and that o©nce this
floating cycle hegins, restoring growth is difficult. The
cgperative corollary to this truism is that unless the Gesneral

ik]

-
o
o
0
-+
=
1
cr
v]
[

Manzger grows and changes, growth wil

(]

The following teble, adapted from an article by Larry E. Greiner
entitled "Evolution and Revolution =es Organization's Crow,"

-y

Harvard Business Review, July-August, 1972, shows Datamatic's

past current and forecasted position with regard to the probable
ccourrence  of  rtesching such a plateau and the events most likely
to trigger this phenomenon:

* Projected

Detamatic Time Line Phagse-tvent
Phase One:
1978-1587 - Growth through creativity
1988 - Crisis of leadership
19881890 Phase Two:
1550% ~ Growth through direction
~ Crisis of Autonomu
1992+% Fhase Three:

Growth through delegstion
Crisis of Control
Phase Four:
Crowth thro
- Crisigs aof 1
Phase Five:
-~ Growth throuogh collaboration
-~ Crisis of 7

§

LI
e



Fhaze 0One

Identifiers: This model identifies the firset stage as
one of creativity and a2 time when little formal management is
needed because the operating team is small, highly motivated,
entrepreneurial, very hardworking and in close contact with each
other.

Crisis: The crisis that befalls at this stage is that
of leadership. As demands on the company become broader and
include production enginsering, financing, customer service,
marketing, sales, product development, the hicghly motivated
original team 1s supplemented with persannel having less intense
dedication and for wham the information communication systems are
inadequate ar i DDT“““la £, Confusion ensues. To eliminate
this confusion one strong leader must emerge.

Phase Two:

Identifiers: During the second phas of growth,
sustzined growth results from strong and directive lc dership. A
more formal menagement structure 1s put into place, communication
formalizes, and vet t%e CEQ makees or approves virtually all key
strategic and policy declisions.

Crisis: As the business grows, the CE0 becomes
stretched and cannot direct, personally, the diverse activities
aof the business. Lower-level  managers find their restricted

decision making a
is a leveling o
avthority or leave

pthority frustrating and cumberscme. The resuvlt
f growth as the lower-level managers demand more
the Company.

FPhazse Three:

fdentifiers: Phase Three aceurs when top management

concentrates  on  management by exception and on dealing with the

external envirornment. Decentrelizaetion occurs., with more suthori-

ty being delegated downward., Many times this occcurs when a new

CEQ  or mantgement team is  brought in te infuse "professional
} &

Crisis: The 8 struggle between
and decentralized  wsnzgesment now  ooours
have had a taste of sutsnomy: the fop mans
been  "burned™ by out-of-can itrol condition
the now spread out organization is now anxi
direct control over the Company. Another
ensure uniess technigues are adopted to
without heavy-handed control.



Phase Four:

Identifiers: When Phase Four occurs, procedures take
precedence  over problem solving and innovation is reduced to
z2ero. The organization has become too large and complex to be

managed through formal vertical programs and rigid systems.

Crisis: Ineffective coordination results in excessive
red tape and another growth plateau ensures unless the fifth and
enolution oriented phase of collaboration is esntered inte wherein
greater spontaneity in msnagement ctien through teams and the

a
skillful confrontation of interperscnal differences.

Datamatic's management team in  conjunction with the

1t
o

President and the firm's board of directors will he slert to

es. Incorporated into the

n

onset of these wvarious growth pha :
firm's culture will be the willingness to put inte effect the
changes that are necessary to meintein company growth and or-

ganizstional  heslth, even when these changes involve the un-

plessant task of replscing or reassigning key managers and staff,

2R
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2.2.0 Sales Department Organizational Structure: Dsatamatic
Inc. sales department's organizational structure ig shown in
Table 2.72. The department 1is headed by the Vice President,
Sales.
2.2.1 Szles Department Budget: FY 1988 § 659,000 *
Fy 1989 $ 750,000
FY 1998 $ B&3,750
FY 13591 $ 949,718
Fy 1992 $1,067,871
¥ Estimated due to impact of recrganization
The abeve figures presume sales support of all products shown on
the Datl?7 Proforma Income Statement contasined in Section VI
herein. Accordingly, the above budget represents the most
aggressive scenario and mey be scaled back accordingly in the
case of more moderate growth. The sbove budget is in addition to
commissions computed at 4% of total sales.
2.2.2 Sales Department Staffing Requirements:
Department Sales
Year Head Managers Fersonnel Admin, Secretarial
1288 1 7 1 Z
1989 1 2 10 1 2
19340 1 3 15 1 2z
1991 1 5 18 1 2
1992 1 5 18 1 Z
2.2.3 Department  Mission: The migsicn of the sszles depart-
ment is  fto colose crders having & dollar masgnitude at vears' end
consistent  with Datamatic Inc.'s sales objecitlives ss presented In
the firm's most optimistic proforma forecasts approved and azgreed
to by management,
2.2.3.1 forecast Approval: Forecasting st Datametic Inc. will
be a8 ioint effort between the CEQ, the markelting department and
the sales department. This process is described in detail in



Sgrtion 2.3.,1.2 he

approval over the forecasting process. Approved forecsessts will

reiny however, the firm's CE0Q0 has finsal

o

be proansigated from the CEO to the Sales department Vice
Fresident one month prior to fiscal year end. The Sales Vice
President will either commit to the achievement of the forecsst
or negotiate with the UEC if modifications to the proposed budget
are dsemed necessary. Once agreement is reached, the forecasted
sales fligures are released and departmental incentives, bonuses,

and future budget increases are bssed on performance sgainst the

established goals.

2.2.3.2 Departmental Incentive Compensation: The Vice
President of GSales compensation psackage is besed, in part on the
department year end performance against these goals.

2.2.4.0 Sales Plan: The 1988 Product/Masrket mix of Datamatic

Ine. provides three generic products to ftwo generic markets,

1. Major Market Road Runner Utility companies with 50,000

EMR Svstem or greater meters

' Utility companies with 50,000
or less meters

. Power Probe System Electrical utility companies

the sbove model is pre
0
o

Inc. sells, as a2

meter regding. There are, o

hardware/scftware which comprise differenct system configura-
tions. These are trested ss options at the point of sales entry;
specific software requirements are a functico of the user
apecification portion  of he order accepitance covole. ihe
following table shows 3 progressive expansion af the
oroduct/market mix  which, in fact, will be marketing driven and

ame projection
I J

f'}

which supports the optimistic proforma  in

escribed in Table Datl? contained in Sectiocn VII herein:

41



Year Product Market

1988 Msjor Market ReoadRunner Utility companies with greater
than 50,000 rz=ters

1988 ReouteStar Utility comgpanies with less than
50,000 meters

1988 Power Probe Electrical utility companies
without regerd to size

1989 Major Market RoadRunner Utility mpanies  with greater
than 50,0 metars

1989 RouteStar Utility companies with less than
50,000 meters

1989 Power Probe Electrical utility companies
without regard to size

19289 Team, Pilot 1 Major electrical wutilities and
rural electrical co-ops

19892 New product A Z Nom-utility related

1950 Major Market RosdRunner jtility comps with greater
than 50.000 ¢

1990 HRouteStar Utility companies with less than
50,000 meters

1890 Power Probe Electrical utility compenies
without regerd to size

1990 Team Pilet 1 Major eibctrlcal utilities and
rural electrical co-ops

1990 Team Svstem 1 Major electrical wutilities and
rural electrical co-ops

1990 New Product A 2 Non-utility related

1920 New Product B 2 Nan ut141t) related

1951 Major Markelt RoazdBunner Utility CD?QSHiSS with greater
than 50,000 =z=ters

1991 RouteStear Wt‘l"r companies with less than

50,000 meters

1991 Power FProbe Electriceal ptility companies
without regerd to size

1991 Team Pilot H Msjor electricael wtilities and
rural electrical co-aps

1591 TYeam Svstern 1 Major electrical wutilities and
rural electrical co-cps

1991 New Product A Z Nom-utility related

1991 New FProduct B 2 Non-utility related

1991 New Product € 2 Nom-utility related

1991 New Product D Z Nonm-utility related

1. It is assumed that the TEAM Syster market will be major

electrical wutility and rural electrical wtility companies and

rural electrical cc-ops. Detamatic 1s in the process of com-

pleting a wmajor market research analvsis effort to more precisely

N
S



2. Embodied into the corporaste strategic plan is a directive
steting that the company will lsunch one new non-utility related,
product line in 1%89, one new nen-utility product line in 1990,
and  two non-utility product lines in 1991. Expected revenues and
garnings are depicted in the Datl7 proforms contained in Section

Vii hesrein.

2.2.4.1 Product Lime Differentision: It is expected that each

product  line will have a sales manager. The sales manager will
be directly responsible for his subocrdinate sales staff's

achievement of sales guotas pursuasnt to forecast,

Z.7.4.2 Sales Strategy Overview: Fach product line will be
supported by a ssles plan which will include the following:

hased an research and market

b
a3
=

A trategic D]
feedback

8. Travel/per diem budgets

C. Schedule of trade shows/conference for sppearance

D. Direct sales plan

E. Reqguested sales material, .84, brochures,

newsletter

0

, video, promotionel plans, etc.

2.2.46.2.01 RoadRunner Sales Plan: To be completed by the sales
department April 2, 1988,

2.2.,4.2.2 BouteStar Sales Plan: ¢ be completad by the sales
department April 2, 1988,

2.2.4.2.3 Power Probe Sales Plamn: To be completed by the sales
department May 1, 1988.

2.2.4.2.4 TEAM  Sales Plan: To be completed by the sales
department August 1, 1988,



2.2.4.2.5

to Sectiaon

2.2.4.2.6

to Section

2924«&?2!!)[

to Section

2.2.4.2.8
to Section
2.2.5.0

a steering
Director o
Scheduled ©

2.2.6.0
15, 1988.

2.2.6.1

be mplete
2.2.6.72
ghailatyr T
2.2.6.03

bl

Eeoeountsa

2.6,

s
Lox

and Accounta

2.2.6.5
To be comp

Mew Product A Seles Plan: To be completed pursuant
V1 herein.

New Product B Sales Plan: To ke completed pursuant
VI herein.

New Product € Sales Plan: Jo be completed pursuant
V1 herein.

New Product D Sales Plan: To be completed pursuant
Y1 herein.

International Market Sales Plan; To be completed by

committee consisting of the firm's CEO, VP Sales,
f Intermaticnal Marketing and two cutside consultants.
ompletion date, April 2, 1988.

Organizaticnal Operation: e be completed by March
V.P. Ssles Responsibilities and Accountsability: To
d by HMarch 15, 19B8.

Sales Administrator Resgpensibilities and Account-
o be completed by March 15, 1988&.

Product Line Sgles Mansgers FReaponsibilities and
itv: To be completed by March 15, 1988.

Director o©f Internastional Markesting Responsibilities
ability; To be completed by March 15, 1588.

Sales Personnel HKesponsibilities and Accountabilitv:
eted by March 15, 1988.



2.2.6.6 Propossal Administrator Responsibilities and

Acecountability: To be completed by March 15, 1988,

3

20607 Secretarial Support Pool Responsibilities and

Accountability: To be complisted by March 15, 1988.

2.2.6.8 Sales/Marketing Boundsry: To be completed by March

2.2.6.9 Sasles/Production Engineering Boundary: To be

campleted by March 15, 1988,

2.2.6.10 Sales/Service And Retrofit Supporit Boundary: To be

completed by March 15, 1988,

2.2.6.11 Internal Departmental Communications and Information
Systems: firder oprocess, ccontract negotiations, order entry,
infermation flow, etc. Definition, flow snalysis and system

description. To be completed by March 21, 1%88.

2.2.6.12 Forecast Information: To be completed by March 15,

1988.

b
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2.3.0 Marketing and Business Development DOrganizational

Structure: This department 1is, in esssnce, a new functional
department wunder the 1988 internal reorganization plan. The
department's structure is shown in Table 2.3. The department 1is
headed by the Vice President, Marketing and Business Development.
It is expected that this position will be staffed at the time of
internal reorganizstion. The incumbent of this position shall
have at lesst 10 vyears of wmarketing, and general management
experience in high technology rtelated business and shall have
participsted, at the executive level, in the start up of at least

two commercially successful high technology ventures.
v ety

2.3.1 Marketing Business Development Depsrtment Budget:
Fy 1588 ¢ 420,945 >
FY 1989 $ 633,000
FY 1390 $ 596,300
FY 1991 $ 765,930
FY 1992 $ 842,523
* Estimated due to impact of reorganization and
shsorption of other departmental functions such es
TEAM and new product development,
2.3.72 Staffing Requirements:
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2.3.3 Marketing and Business Development Department

Mission: Datamatic's Marketing and business development depart~
ment's mission is to aide the CEQ in forecasting and stracegic
plarnning exercises leading to the prepsaration and implementation
of a plan to seek owut new potential markets congistent with
Detamatic’s requirements for fimsncial returns, and skillfully
manzge  the innovation of technology consistent with market needs
thereby eveloping novel products with strong competitive
advantage, and to complete all competitor and customer related
resesrch necessary for the depsriment’'s producticn of all sales

related tools and support in harmony with the sasles department.

2.3.4 Department Funcltions snd Fesponsibilities: Datamatic

Inc.'s marketing and business development department, herein
b

after referred to 2s the Marketing Department, has three primary
functicns and ssspciated responsibilities: 1) Sasles Support, 2

(€3]

Forecasting and Stretegic Planning, and 3, Product Innovation.

ik
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2.3.4.1.1 Media Coordinastion Department: The Media Coordination

Department is responsible for the following functions:

A Development of brochures, newsletters, flyers, new product
announcements, etc. Works closely with the Product Development
arnd Engineering Departments, wunder the direction of senior

re
mgrketing management, to develop first draft copy, consistent
with marketing, engineering and sales. interfaces with copy
writers, advertising agencies, production personnel, photo-

graphers and printers.

[o%

B. Mass mailing programs are covrdinated and managed. Response
rate of returns are monitored and after a statistical anslysis
as been completed, the results are entered and maintained in a

h
dats bhase.

C. Trade show selection is made under the direction of seniar
marketing management, with irput from the sales department,

research department, and the CED concerning strategy and image.
Cooperates with sales, research, engineering, customer support,
and other relevant departments, concerning the design of displays

s

of such displays

/

fond
]
Q:
o
-
@
3

and booths. Exescutes the design and fabrit

and  booths, wsing internal resources, or external subcontrsctors,

as appropriate. Coordinates shipping and set wup of display
materiale =ss well as employee accommodations and hospitality
suites, when required.

D. Generation

slides, heandouts,

Works directly with individuel salesmen and saleswomen, on an &s
needed bhasis, Accomplishes the desired merketing aids through
internsl TESQUTCES or external suheocontractors, such 25
photogrephers, printers, advertising sgencies, production houses,
graphics design studios and computer generated slide services,

W
o



£. Responsible at the direction of marketing senior mansgement
or the CEQ for the timely writing of press releases as a function
of sales advantsge, image and strategic execution. should
Datamatic, Inc. become a publicly traded company, additional PR
and investor relations recguests will be discharged at the

direction of the Controller or Vice President, finance.

2.3.4.1.2 Technical Support Services Department: This

department’'s primary responsibilities are to offer technical

tance to the sales staff necessary to achieve sales

jexd
54}
1]
5

\

departmental goals and objectives. The three principle functions
e 1) selling assisteance, Z) technical consulting support to

sales staff, and 3) planning fumnctions, including interface with

product development and engineering groups.

2.3.4.1.3 Selling Assistance:

a) Support wsales staff with technical analysis of prospect's
needs for system development, hardware selection and custom
development, software, and communications requirements.

b) System level design of optimized proposed sclution.

c) Participate in presentaticns to customers to: 1) ascertain
the customer's true needs, 2) help prospect for satellite needs,
and 3) assist in the final customer presentations.

i) Analyesis of technicel and systems level requirements for
irncaming Rfps and sassistance in preparing the response to such

Rfps.

2.3.,4.1.3 Technicel Support:

8 Maintein continuity with computer industry ‘itrends eand

technological state-of-the-art.



b Maintain proficiency with sll Datamatic, Inc. products and

SEervices.

c) Act as technical liaison between the sales and engineering

departments.

a) Participate in product development planning sessions.

b) Conduct periodical training sessions projected to sales staff

technolegy trends, new product

regarding such issues as emerging
developments, software revisions, product wupdates, and specisl
competitor anslysis intelligence requirements and general

techniques.

2.3.4.2 Forecasting/Strategic Planning: ihe forecasting and

strategic planning functions are the responsibility of the senior
marketing executive and are key to Datamstic, Inc.'s attainment

of its goals and objectives as embodied in its missicn statement.

A5 & technology company, one of Datamatic, inc.'s largest
challenges 1s 1its proper choice of which products and market
segments to  pursue. Often times, forecassting must be completed

before either products or markets exist. The product may not

&

exist because no one has vet exploited availsasble or emerging
T

technology to produce  it. fre arket cannot exist if the

potential customers are unaware of the producis's existence,

As with all technology baesed companies, the prerequisite

o
Datamatic, Inc.'s caontinued success, and in keeping with its past

heritage, is the coupling of gnginesering and markeling
consideraticns in  choosing which products, market segments or
niches to pursue. Therefore, Datamatic, Inc. will endesavor to

foster a culture that Ipoks to its marketing department to answer
n

the following guestions:



1. Where do new product idess and the perception of

rnew market niches arise?

2. LCan they be forecast?

3. What can Datamatic, Inc.'s management do to
stimulate these new ideas and how should they be
investigated?

4. How can management ensure that both the technical

and marketing viewpoints are adequately represented

B

when making these key decisions?

Datamatic, Inc.'s strategic planning is predicated on the results
of its forecasting. This forecesting is dependent on variocus
input received from 1ts subordinate resesrch department as well

as the product development or R&D depariment.

2.3.4.2.1 Mission: The mission of the wmerketing/strategic
planning function is the stimulation of innovation consistent
with the needs of the marketplace, distinctive competencies of
Datamatic, Inc., levels of risk and returns acceptsable to the

ashareholders and based on the results of systematic forecassting.

2.3.4.2.2.1 Product Imnovation Methodologve Within Datamatic,
Inc., product innovaltion will ococour through the following four
means:

1) Carefully planned and properly budgeted engineering projects

which build on the company's past experience and proprietary

technolcgy.



2} Product-market innovation will occur within the marketing
staff in csses where no fundamental technical breakthroughs are
required. The wmarketing department is encoursged to exploit

technology 8t the inspirstion of its staff who are devoted to the

marketplace and hence, understand its problems and needs,

3 Senior marketing mansgement in concert with Dstamatic, Inc.'s
CEO0 sanctions, from time to time, certain unspeciflied, unbudgeted
arnd somewhalt unorthodox "bootleagged" or Tpet" projects taking
place in engineering, product development and marketing technical
services. Datamatic, Iric. believes that some of the most ex-
citing new ideas way be conceived and cultivated by this means
and which, over time, wmay even change fundamental business

strategy.

4) Marketing and product develapment or engineering will
periodically engsge in reverse ngineering as  an innovative
STOCESS . Datamatic, Inc. will not engsge in espiocnage or the

stealing of secrets, as this 1s counter to its beliefs as stated
in its wmission statement, however, 1t does believe that when
ideas are derived from vcompetitors' products availasble in the

sverse engineering is simply one of fthe mechanisms

At Datamatic, Inc., innovation does rot necessarily have to ocour

as & resullt of esngineering or technoleogy. &n example of a sales

£

generated innovation 1s he linkage of continued future
meintenance revenues Lo Datamatic, Inc. with the customer's
continued right or license to use the Detamastic, Inc. Software in
his system. The term of this license ls coincidental with that
of the Datama Ine. Mainternance Agreement.

2.3.4.2.2.2 Risk Asgessment: Froduct introduction and praduct
development inherently have a high degree of risk. The marketing
department will work closely with senicer wmanzgement of the

engineering department and product development (R&D) department

hanges in technology which will affect

i
0
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to forecsasst and asssess
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Datamatic, Inc.'s business. S5ystematic forecasting procedures,

t
including 1) contextual mapping, 2) gap anslysis, 3) forecasting
by analogy, 4} ecenario writing, 5) specific attribute fore-
casting, 6) design of “relevancies” and planning network flow
charts, 7)) time-series forecasts, 8) Delphi procedure analysis of
"expert" opinions, and 9) brainstorming technigues, will be
managed and controlled through input received from the sub-
crdinate technical services and research departiments as well as
engineering and product development. The department will also
conduct market forecasting. Emphasis is placed on the feollowing
areas:

¥

1. FORECASTING CUSTOMER NEEDS: Datamstic, Inc.'s new tech-

nology has the potential to create customer needs and certainly
to bring forth latent ones. Since forscasts of products

icularly challenging,

Et el

requiring cheanges in users behavior are par
Detamatic, Inc.'s organized and systematic data base strengths

will routinely be put to task in this capacity.

Z. NEW MARKET CREATION: Since Datamatic, Inc. has the power to

create markets, aregs such as market education and buyer buving

habits will be addressed.

FORECASTIN OF COMP

71
et

[

ing department is sens

3 i
stetistical market forecasting
t

hased market places. Datar
traditionsl wmarket segmentatio

/decision maker profile analvyeils

market reseg
information te arrive at models which can be incorporsted into
averall strategy, and, 1in the form of price elasticitlies, as an

example.



4. LIFE CYCLE FORECASTING: Life cycle forecasting is conducted

through product bets site, rapid growth, maturity and decline

cycles. An example of executive level decisions predicated on
Datamatic, Inc.'s marketing research and forscasting work product

follows in Table 2.3.1.

Table 2.3.1

Stage of Product Life Corporate Wide Decisions

Preproduct * Allocation of Development Funds
* Acguisition of Technology
* Personnel Needs

* Distribution

Froduct Development * Product Design
* Amount of Development Effort
{Major Market FRoadRunner * Support Functional Strategies
1982-1983) * Market Testing, Beta Site and
Early Imtroduction
* Optimum Capacity
¥ Distribution and Sales Strate-
gies
* Pricing Strategies
Rapid Growth * Production/Engineering Services

Planning

{Major Market RcadRunner ¥ Fecilities Expansion
1984-1987) * Changes in Progcess frgsnization
or Structure
* Changes in Marketing Strategy
Maturity * Production Planning srid
Inventories
{Major Market HoadRunner * Special Promotion and Pricing
1988-1989)



Decline * Transfer of Facilities
* Maintenance Revenues ard

Customer Support

{(Major Market RoadRunner * Inventory Control of obso-

1989-7) * lescing software, parts and
spares

* Dumping product to

international and/or third

world countries where customer
needs and expectations fit the
rapid growth stage.

2.3.4.2.3 Market FResearch Department: The Datamatic, Inc.

research department reports to senior level marketing management
and allows for direct communication with the CED. The

department's responsibilities include:

1. Competitor analysis program operation. Datamatic, Inc.
maintains an ongoing competitor analysis program, whose mission
d

] to conduct & systematic analysis of current known

fmtn

perceived competitors, as well as potentisl competitors. This
applise  to Datamatic, Inc.'s core business s well as new
bueiness opportunities. In sccordance with Datamatic, Inc.'s

competitor arnalysis as described in the department's process and

procedure  handbook, the research department strives to be the
f

collection and reduction point for all intelligence information
relative to competitors and competitive depariments. A compeli-
tor profile analys ‘

is shall be conducted on each suspected
[iEs]

a i
competitive agent sufficient to effectively address the

areas: 1) future goals, 7) current strategy. 3) assumptions, and
4) capebiiities. A complete library of brochures, literature,
trade journal articles, news clippings, press relesses, stack

arnalysis, Dun & Bradstreet Reports, ete., will be maintained on

all competitors =end acents of competitive technologies. This



data will be reduced into the competitor profile analysis and be

maintained on a data base.

2. Industry trends will be monitored and surveyed through medis
analysis and trade show/conference attendsnce. Information on
all industry related technology, finance and human relations
trade shows, seminars and conferences will be maintained and

distributed via inter office mail, on a weekly basis.

3. Special needs originating from various departments will be

fulfilled, on reguest, and within pricoritized time constraints.

2030403 Product Innovation: Product innovation 1is the
fundamental building block on which Datametic, Inc.'s future
rests. As Datamatic, Inc.'s core business marketplace, in terms
of current product line and rcompetitive postures coantinuess to
mature, innovation becomes correspondingly more important and for
two Tessons: 1) a source of new products and services which may

be sold to the firm's existing base of customers, and 2 the
strategic advances of forcing competition into a defensive

catch-up posture and meintaining a pcegsiticn of first,

Datamatic, Inc.'s product market choices will not be mzade by
gethering the company's engineers, marketers, and sales staff
around a conference table and urging them to be creative. The

customers, 1f only figurstively, are brought into the process,

since customers are the obvicus socurce of information asbout their
Dw ever changing neesds. Since Datametic,inc.'s customers are
themselves technologiets in many cases, they repressnt &

sparticulsrly productive scurce of new ideas.

Datamatic, Ine.'s sales staff carries the primary responsibility
ta @ascertain the customers changing needs and Lo couple these
needs to the marketing, engineering. and product development

departments.

L5y
oo



Datamatic, Imc.'s customers vrepresent the major source of new
innovations given Datamatic, Inc.’s position on the technology
invention~innovation continuum. The marketing department is
charged with the systematic gsthering and processing of these
innovations and remeins as an instrumentzl force in overseeing

the timely development and design from concept to product.

2.3.4.3.,1 Mission: The mission of the product innovation
function of the wmarketing department 1s the management of the
product/service innovetion process, based oo the results of the

department’s forecssting and strategic planning.

2.5.4.3.2 Product Mansger: Datamatic, Inc. product mensgers are

subordinate to the seniocr marketing department executive. The
product manager heas broad responsibilities, including: 1}
development, 2} design engineering, 3) production or in the case
of software, software production, 4) marketing, and 5) selling.
Structurally, the product manager has no direct line authority
over any of these functions. He or she is, however, responsible
for the effective ccordination of these functions through the

matrix network.

2.3.5 Marketing Production Boundarv: stamatic, Inc. is in a
transitory phase of its vcorporate growth cvele, which requires
the refinement of the wmarketing-producticn boundary through
recrganlization. Whereas, Dstamatic, Inc.’s previous business
cpportunities allowed the firm to design and/or build to order,
the company’s recent and future introdection of varicus new
praoducts grid options reguires that gzles forecasts and
procuctions schedules be reconciled. In this fashion, a balarnce
may be crested between the making and keeping of delivery

promises  made to customers and controlling the firm's operating
; = i Y

costs.,

Within Datematic, Inc., production has in the past meant: 1) the
procurement of various dware components such as remote
d

har
terminals, modems, PCs, cables, etc., and Z} the design, debug



and implementaticn of software which in many senses is Datamatic,
Inc.'s internally manufactured product. With the recent
additions to the firm's product line and its study of and
advancements in other product lines, additicnal components must
be manufactured or produced and Datamstic, Inc. must manage this
process. In  the short term, the firm projects it will make use
of third party assembly. In the intermediate term, Datamatic,
Imc. may complete final assembly and testing steps internally and
in  the lang term, the company may acquire almost total internal

process capebility.

Z2.3.5.1 Order Entry: Datamatic, Inc. is in the process of

redesigning its order entry eystem to take advantage of its
internal data base and work station rnetwork. This effort is
the responsibility of the firm's CFO.

being wmwanaged by and i

g s
The redesigned corder entry seystem will allow the efficient
interface between the sszles, marketing, production, purchasing,
inventory control, materiasls handling, and cost eccounting
departments. Datamatic, Inc., expects to have the new order entry
system on line and fully operational by August, 1988.

Inventory Control: Datamatic Inc.,'s inventory control
3 J

ER]

Ly ]
Z2.3.5.

\

function is being redesigned by the firm's CF0. This function
will be data based managed and will allow for the more accurate

e,

cost accounting and cortrol of inventory. The key benefit to the

marketing department will be constantly wupdeted inventory
figures. When levels exceed certain threshcld amounts, the sales
arg marketing depariments will be pre-authorized to run

orte to reduce inventory. The

ity will b

r‘\)‘

i e reslized when Dstanmatic,
Inc. launches 1its system buv-back strategy and inventories of
used or refurbished equipment begin to increase. The inventory
control function will be managed by the financ nd accounting

a
department, with input-cutput boundary junctions t
) ! ¥

o ocperations,
sales, marketing, production  and purchasing. It is anticipated

60



that the inventory control function will be designed and fully

implemented by August 1988.

2.3.5.3 Short-Term Forecasting: The key link between

production, marketing, and sales is the reconciled short-term
sales forecast and short-term production build plan. As the
majority of Datamatic, Inc.'s sales are of 2 systems nature, the
system sold will typically be built to order. A short-term
forecest will be firm or frozen as a function of the following

factors:

A, IN  PROCESS DESIGN ENGINEERING AND/OR PRODUCTION TIME. The
longer the time required to complete software, build hardware,
and obtain deliveries from vendors, the longer will be production
lead times, and therefore, the longer must be the short-term

planning horizon for both sales and production.

B. PRODUCTION FLEXIBILITY AS A SYSTEMS INTEGRATOR., Detamatic,
Inc. wmay sell a variety of system configurations, which require
various and differing steps in design, inventorying semi-finished
components or modules, and scheduling perscnnel over the short
term to increase the response rate to unforeseen esvents, problems

or changes.

C. COMPETITOR'S ACTIONS AND CUSTOMERS' EXPECTATIONS. Datamatic.
Inc. has the reputation of fast turnsround and installation. Neuw
options and product lines must be considered and the competitive

disadvantages factored into design and production

i
6]
jexd
3
o]
O

advantage

O. SPECIFIC CONTRACT PROFIT MARGINS. If a specific contract has
a particularly wide margin or is of special strategic impertance,
ic, Imc. will typically consider schedule revamping to
e,

i
svoid losing an order, even at 1t}

penalties.

risk of production cost

@
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Datamatic, Inc.'s short-term sales forecssting typically cover
periocds from zero to three months, and are primarily used as a

basis on which to develop production and shipping schedules.

2.3.5.4 Intermediate~Term Forecasting: Intermediate~term

forecasting for periods between three to eighteen months are
periodically conducted and reviewed to facilitate the following

decisions:

a) work force planning
b) subcontractor scheduling

c) materials planning

St

inventory investment

2.3.5.5 Long-Term Ftorecesting: Long-term forecasting typically

is conducted end reviewed once a year or when new product develop-
ment is considered, or the =acqguisition of new techneclogies or
other business opportunities are considered. Long-term forecasts
highlight problems and opportunities which need to be addressed
regarding all business areas. Production capability is key to

he long-term strategy.

2.3.6 End of Period Syndrome: Although Datamatic, Inc. is

currently a privately held company, internal organizastional struc-~

tures and systems are being redesigned so thst the transformation
to & publicly held company could easily be msde, at management's
optio Should Datematic, Inc. become a publicly traded company,

it will attempt to minimize the nonlinesrity in shipments and/or

order taking activities which are typically seen as the end of an

accounting period spproaches. Datamatic, Inc.'s executive
management will be realistic in specifying backlog. When orders
are slow, the financial conseguences will be faced rather than

temporarily postponed by robbing from backlog. Discipline and

routine  will be built inte the production organization and

-

supporting groups within marketing such as order entry and
.J e} + v J

¢

applicetion engineering to achieve interim targets, by the day,

&2



week, and month, and not simply the revenue targets which may be

o
i

implied by the company's monthly and quarterly financial pl

2.3.7 Marketing Department functional Gosls and Objectives
2.2.7.1 Development of strong interaction at the marketing-
engineering and marketing-product development and marketing-~

production houndaries.

3.7.2 Succeasfully discharging the responsibility  of
intra-departmental coordination with regard to product-market
segment selection and implementation.
2.3.7.3 The successful forecasting of trends, undiscovered
technology, non-existent markets and competitors' future actions,

through systematic procedures.,

2.3.7.4 The aximization of the potential advantage Datamastic,
inc. may recelve from its existing customer base as a source of

J

innovation.

2.3.7.5 The stimulation of imaginative product design which

will gain the wmarketing and pricing advantages of custom or

63}

emi-custom products without their cost and time disadvantages.

2.53.7.6 to conduct careful analysis of the buving motivations
ang influences of targeted custamers and design education

programs to  induce customer behavior charnges consistent with

-
-

Datamatic, Inc.'s continuing product developmen

2.5.7.7 fo maintain presale and postsale communication of
technical information to customers,
Z2.3.7.8 The development and presentation of ewcellent customer

treining programs  which may also be used as an effective selling

/

ol to prospective customers.
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2.3.7.9 To serve at the command of the {£0, as & function of
overall corporste strategic plarning, in deciding when, how, and
to what extent new products should be revealed in view of
competitive posturing, image building, and possible ercsion of

present products.

2.3.7.10 To meximize Datamatic, Inc.'s ssles department's

selling advantage through the cost effective wuse of various

media.
2.3.7.11 To support the =aales staff through technical
consulting, training, application engineering and sales

presentations.

2.3.8 Current Business Posture {(February 1988):
Z2.3.8.1 svmmary of Past Strategies: Histsorically, Datamatic,
inc.'s customers have been price insensitive and have emphssized

performance and support as primery values. Therefore, Datamatic,
Inc. has emphasized the follewing functicnal strategies and

distinctive competencies:

Al A highly focused segment strategy which  has placed the
majority of the firm's marketing efforts to bear on the
electricity, gas and water segments of the data caspture and
processing market, and for the specific purpose o

customer account meters and the post rovessing ]

customer bills.

B. A sales strategy which has called for a highly trained and
sophisticated sales force and with emphssis on application
engineering, often times after a sales commitsent is made.

o
of
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C. A roduct strategy in which & @gysai:
¥ )

specific customer needs is tailored to & specific application.



D. A process strategy which gives high priority to flexibility
in order to adspt to new technology, new hardware, and changing

customer needs.

E. A financial strategy which reflects low fixed asset
intensity. Working «capital requirements have been high, due to
long receivable «collection periods, slow inventory turnover and
long in-process time, however, down payments and progress
payments from the customers hasve mitigated the requirements for

outside working capital.

F. A human resource and organizational stretegy which emphasizes
creativity, minimum structure, informaelity, maximum cross-
functional communication and complex incentives within the

compensation packsge,

2.3.8.2 Current Market Conditions:

2.3.8.2.1 Hand-Held Major Market: The following table shows an

analysis of the number of major market electric, gas, and
£

combinstion electric/gas wutilities {(having in excess o

metere), and the type of EMR System, (if anvi., by vendor and age.

oa
82}



MAJOR MARKET ROADRIUNKER
TAM|SMS ANALYSIS ~ FIR3T TIME USERS

§ H H i H H

i NO. OF 1 HNO. OF i OTAM %  SMS $ 1 TAM % | SMS §

| BCCOUNTS | METERS (M) | ACCOUNTS | ACCOUNTS | METERS | METERS
ITRON £4 36.1 32.8 39.3 30.1 31.7
DATAMATIC 32 20.5 16.4 19.6 17.1 18.0
PORTA PRINTER 31 19.9 15.9 19.0 16.6 17.5
ces 12 18.4 6.2 7.4 15.3 16.13
iBS 7 4.0 3.6 4.3 3.3 3.5
RADIX 6 4.9 3.1 3.69 4.1 4.3
OTHER 11 10.3 5.6 6.75 4.9 9.0
SERVED s , o rge Cnns o1 as Tans
MARKET SHARE L6 114.1 83.59% 100% 91.4% 1003
TOTAL AVAIL.

2 nNe 00% %

MARKET 7 1200 oy hew oo d00R
OPEN MARKET 32 . _.5:9_ __ . ___ . 16.4% 0 __ .. .8.6% 0 ___
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1887 1908 1885 1984 1583 1987 1881 1980 TOIALS

YOSy
{TRON £ i 8 3 5 3 i 1 i 5
& 8 5 } 7 i 0 0 3
C 1 3 8 4 D o o 0 18
1 & 14 21 10 5 2 i 1 &
RAD 1Y £ 2 1 0 ) 0 g o b 3
G 0 0 g 0 g 0 4 g i}
e 1 o i 0 1 o 0 0 3
T 3 } 1 0 3 ) 0 0 8
DATRMATIC £ # 3 by g 1 1 1 1 72
G i 0 i 0 4} 0 0 4] i
¢ 1 1 1 3 3 0 ] o g
T 7 7 4 12 4 i 1 i 32
PF.S, £ 3 3 3 4 by} i [y 0 14
G o 0 \ 2 0 \ 0 0 4
¢ 3 2 1 3 3 o 0 0 12
1 & 5 5 8 3 2 o 0 %
1.8.S 3 0 2 i 2 o ¢} Q 0 5
G o 0 1 0 o ) 0 ) i
¢ i 0 o 3} 0 Q 0 ¢ 1
1 i 2 2 2 0 ] 0 { 7
£.L.s £ pé 2 2 i G 1 0 ¢ g
& 0 9 0 0 D 0 o i) 0
r 0 [ 3 0 0 0 0 o 4
T 2 3 5 % 4] i ¢ O 12
OTHERS £ 0 1 § ) o i) 0 1 3
& 2 0 2 i o & 0 ¥ 5
L g i o by 2 6 " g 2
i A i 3 i b4 ¢ Y } g
Mazior Market Roadrunner SMS Analysis
vendor and Year 0Of Contract
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QPEN ACCQUNTS

IN RMAJOR UTILITIES

NAME

Salt Hiver Froject (Arizona)
KN Energy, Inc. {Colorado)
Connecticut Light & Power
Connecticut Light & Power
Connecticut Natural Gas

Central Illinois Public Service
Central Illinois Public Service
Indiamapolis Power & Light
Public Service Company of Indiana
Towa-I1llinois Gas & Electric
Tows~Illinois Gas & Electric
Icwa Gas Company

Kansas Gas & Electric

Kansss Power & Light

Kansas Power & Light

Louigville Gas & Electric (Kentucky)
Louisville Gas & EBlectric (Kentucky)
Western Kentucky Gas Company
Bangor-Hydro Electric
Commonwealth Electric Company
Bay State Gas Company
HMississippi Valley Gas Company
Missouri Public Service Company
Missouri Public Service Company
Laclede Gas Company {(Missouri)
Montana Power Company

Montana Powesr Company

Nebraska Public Power District
Sierra Pacific

Sierra Facific

Sierra FPacifice

Public Service Company of Nerth Carolina

Montana Dakota Utilities Company
Montana Daketa Utilities Company
Pennsylvania Gas & Water Company
United Cities Gas Company (Tennesssse)
El Paso Electiric

Southwestern Public Service Company (Texas)

Yest Texas Utilities Company
Mountain Fuel Supply Company (Utah)
Seattle City Light Company

F.UD. #1 of Snohomish County (Washington)

Toetal 32 Accounts

68

NUMBER OF METERS

391,142
246,000
941,839
156,452
126,128
306,162
156,083
355,000
546,412
177,973
225,808
135,150
242,666
285,236
1,000,718
302,061
233,771
140,234
94,552
236,837
90,000
80,000
140,713
59,539
506,000
240,429
103,018
105,000
200,000
60,000
40,000
190,000
120,000
178,803
113,796
140,000
205,903
348,489
175,683
434,392
289,174
180,000

10,305,163
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Review of the =above teables indicates thalt the marketplace is
roughly saturated. Approximately 16% of the target market has
not been penetrated; 4% of these sre projected to be holdouts and
12% =are laggards. Sales opportunities to the hslance of the
target marketplace may result due to the following reasons: 1)
old and fatiqued equipment, 2) unsatisfactory performance

benefits, and 3) induced behavior changes in customers.

2.3.8.2.2 RouteStar Product Line: The following table shows the

potentisl market for RouteStar type systems.

tility Tvype Size of Target Percent of Total
Jarget

Water 2,627 60%
Flectric 1,400 32%

Gas 300 8%

TOTALS Ly 327 100%

For  the purpcoses of definition, the targets are defined as having
between 3,000 and 75,000 meters. This correlates to cities

having a population of 100,000 to 250,000.

In August of 1886, Datamatic, Inc. commissioned a market research
study regarding RouteStar System sales potential. Through s
series of systematic and industry accepted procedures, the above
target number of 4,327 has been reduced to the following:
Expected to Buy Percent Potential Net Potentiasl
G~6 HMonths 30% 1,265 380

7-12 Months 20% 1,265 253
13-18 Months 15% 1,265 1940

1%-24 Months 20% 1,265 253

TOTAL L1476

€9



Based on the results of Datamatic, Inc.’'s market research, the
medium sized wutility marketplace was Jjudged to be guite fertile
and very competitive. Extrapolations from the survey report
reveal the potential 24 month target market of 1,076 medium sized
utilities seeking hand-held devices for EMR as described above.
Using an assumption of the annualized 15% market penetration, and
an average installation selling price of $25,000, Datamatic, Inc.
estsblished a yearly sales goal of $2,000,000 for FY 1986-87.

The following tsble depicts Datamatic, Inc.'s performance towsrds

the schievement of its FY 1987 RouteStar goals:

Uit Sales Dollars Unit Sales Dollars % Geoal
Projected Projected Actual Actual Realized
BO% $12 M 22 533,825 27.5%

The following table summarized Dstamstic, Inec.'s FY 1286-87

perfaormance in terms of RouteStar contract swards:

NUMBER OF HAND-HELD TERMINALS

1-3 4-5 7-10 11-15 16+ Total
Svetems Bid 34 18 10 7 9
Systems Won 11 5 1 3 Z 22
Systems Lost 15 9 6 3 6 39
Systems Open 8 4 5 1 1 17




2.3.9 Marketing Department Specific Goals and Objectives:
2.3.10 Maior Market Hand-Held Systems:

2.3.10.1 Revenue Cosls, FY 1987-85:

1) Basic system configuration
$6,681,448 Revenue Goal

2 PowerProbe System:
$250,000 Revenue Goal
TOTAL REVENUE GUAL $6,931,448
2.3.10.2 Marketing's Role: The Marketing department will

ES kS

support the sales department in its efforts to achieve the above

sales revenue goals.

2.3.10.3% Marketing Plan: The defined target marketplace for

hand-held data capture or EMR svstems 1is well szturated and
potential sales volumes for the upcoming years will be stagnant

when compared to previous vyears. Due to the high cost of exiting

on  the part of Datamatic, Inc.'s competition, Datamatic, Inc.
faces the unpleasant reality that competition for wupcoming
business will be guite intense. future growth among the
competition will only be schieved at the expense of octhers.

Given these realities, Datamatic, Inc.'s wmarketing plan will

support corporate wide strategies having the following key

[t}

ingredients:

13 Identify and exploit uncovered growth segments within

Datamatic, Inc.'s core business segment.



Y
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Create and exploit uncovered growth segments within
Datamatic's core business segment.

3) Emphasize product quality and innovative product improvement.
43 Systematically and consistently improve efficiency of
Datamatic, Inc.'s production, process, and sales/distribution

system,.

5) Force a significant percentage of existing competition to

exit by acgulsiticn or aggression.

&) Maintain installed hase of customers at all costs.

73 Attempt to incresse installed base of customers by servicing

accounts of competitors forced to exist.

8} Attempt to increase installed bese of customers by
aggressively marketing products and seervices to accounts of

surviving cempetition.

2.3.8.10.3.1Domestic Markelplsce Classification: Future Domestic
Major Market Hand-Held EMR business may be classified into three

eneral categories and three generic sales strategies have been
H

designed Lo suypport the respective copportunities. teSe are:

1} FIRST TIME USERS. There sare 32 potentisl targets who as of
August, 1987, have rot as vet purchased EMR svstem. The
estimated TAHM dollar amount walue of this marketplace is

A
O
o
2
o~
0 m
[on}
o

2 DATAMATIC, INC. INSTALLED BASE OF CUSTOMERS. These customers
may be targeted as prospects for new ecuipment. fhe estimated

value of this marketplace is $32,000,000.



3) REMAINING COMPETITOR'S  INSTALLED BASE OF CUSTOMERS. These
customers may be targeted as prospects for new equipment. The

sstimated value of this marketplace is $126,050,000.
Fach generic strategy has been designed to deliver an optimum set
of wvalues to customers and within the context of the following

sources of opportunities and constraints:

1. Market that exist

2. Markets which may be developed

3. Technology/price ratio which exizsts

4. Technology price/ratio which may be developed

5. The fineanciel constreints on Detamatic, Inc. and the

available opportunities to overcome them

6. The MECcro-economin environment, consisting of
external factors over which Datamatic, Inc. has no
control, which the customers zs well as Datamstic,
Inc. aperaste 1in

i
7. Competition, both existing and potential

2.5.8.10.4 Domestic Marketplace Data: fo be completed April
15, 1%886.
a. Datamatic, Inc. product position strategic summary
b. Datamatic, Inc. assumpltions aboui itself
c. Competitor stretegic summary, by product
d. Ssles - Y - vendor award gnalveis
1. Why Datamatic, Inc. received the business
2. Why Datamatic, Inc. did not receive the business
e, Profile analyvsis of ggch target customer

t
f. Account activity for each of the above (e.) accounts
g. External factors analysis

e Competitor profile anaslysis: by company not product

~J3
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2.3.8.10.5 forecasts:
a. Product-segment mix: Table 2.72.4.0, Section 111.
b. Revenue forecast: Section VII, Datl?, Datld, Dstlb,

Datlé, Datl?.

2.3.8.10.6 Business Stratecies by Segment Classification: To be

cempleted April 15, 19E88.

a. First time users
b. Datamatic, Inc.'s installed base

c. Competitor's installed base

2.3.8.10.7 RouteStar System: To be completed April 15, 1988.
3.4.2.1 Goals
3.4.2.2 Marketing Role
3.4.2.3 Marketing Plan
3.4.2.3.1 Market Segment Clzssifications
3.4.2.4  Datamatic, Inc. Marketplace Data
3.4.2.5 Forecasts
3.4.2.6 Business Strategies by Segment Classification
2.3.8.10.8 TEAM/AMR Product Line: To be completed June 15, 1988.
3.4.3.1 Goeals
3.4,3.2 Marketing Role

3.4.3.3% Marketing Flan

3040303010 Market Segment Ulessifications
3.4.3.4 Datametic, Inc. Marketplace Data
3.4.3.5 Forecasts
3.4.3.6 Business Strategies by Segment Classificetion
2.3.8.10.%9 International Marketing Plan: To be completed April

o
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2.4.0 Production Ergineerin Department Orgamizationsal
g p Q

Structure: The organizastional structure of the Production

Engireering Department 1is depicted in Table 2.4 and is headed by

the Vice President of Production Enginsering.

Z2.4.1 Production Engineering Departmental Budget:
Fy 1988 $ 363,000 =
Fy 1989 $ 484,000
Fy 1990 $ 508,200
FYy 1991 $ S33,610
Fy 1992 $ 560,291

¥ bstimated due to the impact of the 19288 internsl

recrganization and the re-alliocation of wvariocus
functions, responsibilities and resource management
centers.
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2.4.3 Production Engineering

Departmen

b The Production

roduct

applications

Engineering and Development

provide engineering support
the

of

Datamatic Sales Department during the or

a wuser specificaetion, thereafter

ture commensurate with an operationsal specif

tools which

the

project are

whose

ate planning

staff function 1is module desi

module integration, preparastion of appropris

systems test with
of

deve

completed an emphasis on ¢
reduction
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2.4.4.1 Condition as of February, 1988:
expansiaon hss outpaced the abilities of its
structure. Therefore, much of this s
proposed structure under the 1988 internsal
These changes are meant to 1.} reduce
future system sales, 2. improve the long
maintainability of existing software int
products, 3.) improve the internal manasgement
improving werk product  throughput, 4.0 to
11 levels of engineering, and 5.) to co

existing knowledge base and istinctive
firm's marketing department,
2.4.4.,2 Prereguisites:

A. Emphasize guality at all levels

B. Keep good, long term enplhveeq

C. foster routine interaction

markeiing departments

Datamatic's rapid
xisting engineering
deals with the
zation plan.
far

and

unle the

competenc

department

ies

>

with the sales and
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D. Reqguire and maintaln high standards for
documentation.

E. Apply comsistent, professional project control and
scheduling methods.

F. Stimulate & cooperstive atmosphere based on the
department’'s role in the Dstamatic team.

G. &Encourage creativity and new ideas from all levels,.

2.4.8.03 Emphasis on Quality: The engineering staff will be

encouraged to produce work of the highest caliber. Rewards will
be provided for producing good product. The emphasis of early
testing and rewarding people based on the qusality of their work,
as opposed to work output per period time, will produce 3 more
cest effective product when viewed over the entire product life

cycle.

A peor preogram is rewritten every time it is sold to & customer.
This program will be disliked by the customer, the prograsmmers,

trainers, and instellers. Evervorne who uses poor so

A good program is reused 1in areas that the initial designers

never imagined.

2.4.4.3.1 Compunication for Quality: o develop and produce

excellent products, the company must work as g team,

h P

With regard to a new product such as Power Probe., which must be

designed, developed, produce end tested prior to commercigli-
zation of the 9product, sctive communication with many customers
iz S5Step  One. After the product is socld., Datamatic sales
personnel must call on the account to gain feedback from people

who actually wuse the product. Project mansgers, engineers and
programmers will visit customers from time to time, to experience
the resl world in which the product is used. Datamatic’s mar-
keting department will perform post sale surveys and interviews
for purposes of documenting perceived attributes and deficiencies

of products.



2.4.4.3.2 Quslity Assurance Department: A&n independent quality

assurance group, as further described in Section IV, 2.6 herein,
will report directly to the CEO for the first eighteer. months
after the 1988 internal reorganization. This department will be
charted to allow only fully functional and tested products out

the door.

A Director of Quality Assurance will be hired at the time of the
1968 internal reorganization who has had at least six years ex-
perience with the design and implementation of guality standards
and hands-on perfoarmance/regressive testing and Z years experi-
ence managing a software QC group within a 2% million dollar &

vesr or larger reorganization.

Software gquality assurance is an exciting and tiresome business.
Proper testing reguires highly skilled and motivated software
2rQineers. Unfortunately the nature of guality sssurance is such

e
that the better oprogrammers and scoftware engineers are not

e}

challenged by this type of work. Datamatic's Quslity Assurance

/

Department will therefore rotate in, programmers and software

ngineers from the Production and Sustaining Engineering Depart-
ments. Every Datamatic programmer and enginesr will serve 2
mi

nimum of three months in this department per two consecutive
veare of employment within the f s spprosch will inure to
the benefit of &ll departments sas
engineers transport their guality assyrance insights and
irncoerporate these into their work product.

2.4.4.04 Department Orcganization: The project design  and

-

development porticn of the department will be organized using g

opraject matrix appreach, As a particular system design program
or development project is accepted by the department, s project
mansger 1s assigned by the department head. The Project Manager

t and schedule, and

will anelyze the oproject, develop a task lis
t

te design sassignments to the various availsble engineers/



programmers within the matrix and as a functien of their cali-
bration in terms of likelihood to complete certsin tvpes of tasks

within parameters of a given category.

2.0.4,1 Frogrammin Environment: In the third quarter of 1988
¥

Datamatic will begin the phased implementation of a languesge such
ss  Turbo (1.5, Microsoft €, Lattice C or perhsps { operating
within a UNIX Berkeley 5.1 license residing on a central system
with work stations networked throughout the department. The
existing stand alone PC equipment will be upgraded via these work
stations or at a minimum, & network of PC/ATS, each with an
identical set of software tools and floppy disk drive tvpes will

be installed.

2.4.6.2 Job and Cest Accounting: The major accounting elements

for each systems development or design progrem are: 8.} number
of engineer hours {computed at personnel rate plus department
burden), b.) capital eguipment requirements, if any, c.) system
components, d.) piece part costs, e.) engineering services, f.)
subcontract services. Budgets will be established for: a.)
software tools such as compilers, programming libraries, assem-
blies, linkers, etc, b.)} computer equipment, electronic test

squipment and ¢.) library softwere mzintenance.
Y 14 B

ey

Standard rate grades will be established for accounting purpose
Budget codes are assigned to all projects and costs are accrued,

fter a program has been developed, or a

et s

n the normal fashion,
system installed, the cost of SPRs and new releasses will be added

to the basge cost.

Froject vcost reviews will monitor develcopment costs closely to
determine how profitable software contributions to product are,
and to insure that program maintenance cosis never exceed

development costs.
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2.4.4.3 Specificaltions: Datamatic programs will reguire =&

number of specification documents. The five major specifications

2.4.4.3.1 User Specification: The user specification 1is

typically prepared during the order cycle. This specification
provides a detsiled functionsl descripticen of what the svstem
does, how 1t operates, and detailed operations of all features.
The customer "signs off"™ on this specification prior to the
commencement of work. In the cease of a packaged product, mar-

keting will review and sign off on the spec.

2.4.6.3.2 Operationsl Specification: After the user specifica-~

tion is completed, the Project Manager prepares an operationsl
specification. This specification describes the technicsl
details of how the program will work. The completion of this
document is criticasl path to the preparstion of task list
generation and scheduling. This document will be reviewed and

approved by the design team prior to implementation.

2.4.4.3.3 Technical QOverview: The technical overview describes

the waricus parts or modules of & large program. A complete

description of how the program is assembled, i.e., how to compile

and  link, where the various pieces are located and what the
various major parts or modules of the program do.
2.4.4.3.4 Test  Specification: A test specification outline 1is

v

:sign process begins

Y
")
0
ul
®
3
P
o
“n
£
oy
m
e
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[

prepared by the Projsct th

[
-
[
[}
4
=
n

i
and 1w constantly updsted cf detail, by the design
engineer or programmer as he completes his design work. The test
specification describes the preferred method of test and precise

detailed testimg specifications. The Quality Assurance depart-

(el

ment will review all test specifications and "sign off" on them

pricr to release.



2.4.4.3.5 Operation Description: The operational descriptien

provides detail as to the ‘technical fectors vcomprising the
program. This document is, in effect, an after-the-fact
expansion of the operation specification which was prepared at
the outset of the design prograsm. This document is essential for

the future continuity of the program.

20405 Fosition Descriptions, Furctiogns, Responsibilities and

Accountsbilities:

2.4.5.1 Vice President, Production Engineering: To be

completed April 2, 1988.

2.4.5.2 Project Manaeger: To be completed April 2, 1988,

2.4.5.3 Installation Manager: To be completed April 2, 1988,
2.4.5.4 Sector Mansger (S-E): To be completed April 2, 1988,
2.4.5.5 Sector Manager (LSI): To be completed April 2, 1988,
2.4.5.6 Progremmer: To be completed April 7, 1988,

204,507 Software Engineer: To be completed April 2, 1988.
2.4.5.8 Engineering Alde: To be completed April 2, 1988,
Z2.4.5.9 Production Engineering Department Secretary: fo be
completed April 2, 1988,

2.4.6 Production Fngineering To Sustaining Engineering
Boundarys; To be completed April 2, 1988.

2.7 Froduction Engineering to Quality Assurance Boundary:

To be completed April 2, 1988,
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2.4.8 Production Engineering To Marketing Boundary:

-

Described in Section IV, 2.3.

Z2.4.9 Production Engineering To Finance Boundary: To be

completed April 2z, 1988,

2.4.10 Production Engineering to Customer Service Boundary:

To be completed April 2, 1988,

Z2.4,11 Internal Departmental Communications and Informatian

Systems: To be completed April 2, 1988.



Sustaining
Enginesring

Project Suppa
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Rroject Supp
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Documeant
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Enginsering
Syatems
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Table 2.5
Sustaining Engineering Department
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. 5.0 Sustaining Engineering Department Organizationagl

ructure: The crganization structure of the Sustaining

i

ngineering Department 1is depicted in Table 2.5 and is headed by

£
Sustaining Engineering Mansger.

2.5.1 Sustaining Engineering Budget:
Fy 1988 $ 97,600 *
Fy 1989 $ 122,000
FY 1990 $ 128,100
Fy 1991 $ 124,505
Fy 1992 $ 141,230
* Estimated due to the impact of the 1988 internal
reorganization and the re-sllocaticn of wvarious
functions, responsibilities and resource management
centers,
2.5.2 Sustaining Engineering Staffing Reguirements:
Systems & Document Project Support
Year Department Head Control Specialists Specialists
1988 1 1 2
1989 1 1 2
1990 1 1 3
1991 1 1 3
1892 1 1 3
2.5.3 Sustaining Engineering Department Mission: The mission
aef  the Sustsining Engineering Department is to develop innovabive

and cost effective process technology which will serve to achisve
sdditional incrementsl reduction in the cost of softwsre produce~
tion through the cost effective implementation and management of
Datametic's software development envirocnment and the mainternance
ef all source code, preject documentation, software tools thereby
insuring product component wmodularity with direct, real time

access to Datamatic field personmnel and customers.



2.5.4 Department Upersticnal Plan: Jo be completed April 2,
1988,

2.5.5 Position Descriptions: To be complsted April 2, 1988.
2.5.5.1 Sustaining Engineering Manager: To be completed April
2, 1988,

2.5.5.72 Document Control and Engineering Support Specialists:

Tc be completed April 2, 1988,

2 5.3 Project Support Specialists: To be completed April 2,

o 5.
988.
.5,

O

Py e

susetaining Frngineering to Quelity Assurance Boundary:

To be completed April 2, 1988.

2.5.7 Sustaining Engineering Marketing PRoundary: To be

completed April 2, 1988,

2,5.8 Sustaining Engineering Service Boundary: Ta be

completed April 2, 1988,

2.5.9 Sustaining Emgineering Finsnce Boundary: o be
completed April 2, 1988.

Z2.5.10 internal Department Communicstions and Information Sys-
tems: To be completed April 2, 1988.
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2.8

Directorof &
Quality
Assurance

[Tesi Enginger

Table 2.6
Quality Assurance Depariment
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2.6.0 Quaslity Assuvrance Depariment Organizational Structure:

The worgenizationsl structure of the (uality Assurance Department
is shown in Table 2.6 and is headed by the Director of Quality

Assurance,

2.6.1 fuality Assurance Departmental Budget:
Fy 1988 $ 70,200 *
FYy 1989 $ 117,000
Fy 1990 $ 122,850
Fy 1991 $ 128,993
FY 1992 $ 135,442
# Estimated due to impact of the 1988 internal
BCIrQga ation and the re-allocation of variocus
functions responsibilties and resource management

centers,

2.6.2 Quality Assurance Staffing Requirements:

Departmant Software Svstems Herdware
Year Director Test Engineer Test Engineer Test Engineers
1988 1 1 0 0
1989 1 1 o 0
1990 1 1 g O
1991 1 2 i 1
1932 1 2 1 1
2.6, 5 Quality Assurance Department's Missiorn: The mission of
Datamatic’'s Quality Assurance Department is to constantly infuse

into the company's corporazte culture the attitude that Quality

Assurance is the responsibility of all departments, both indivi-

dually and collectively and that high guality produ7t5 with zero
defects contribute directly to the Clorporastion financiel

success through reduced installation and maintenance costs and

-

ales thereby creating an atmosphere wherein good

ot
;5
-3
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0]
0
[
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product design 1is the rule, coupled with the Quality Assurance
Department’s exheustlive testing of all erngineering and production
work product which eliminates field failures, customer complaints
and excessive warranty repair work so as to provide Datamatic
with enother strong competitive asdvantage through its image as a

supplier of excellent products and services.

2.6.4 Departmental Plan:

2.6.4.1 Design Process: The Quality Assurance Department will

work closely with &all product development, R & D and project
design groups. At Datamatic, Inc. high quelity products are the
result of good product design, process desiagn and work force
management, not inspection. All design groups will operste under
the asssumption thsat high quality does not equate with high cost,

but poor quality is very expensive.

2.6.4,2 Standards: Quality 1is the responsibility of sll parts
of the worgsnizetion, particularly development, production, pur-

chasing and wmarketing; however, responsibility starts with the

CED. Quality standsrds will be generated and Formerly codified
for design and production methodoleocgy, purchasing, material
handling, installstion, application engineering and werranty/-

maintenance repair.

;_.«

2.6.4.3 Objective: The objective of Datamatic's quality

sgsurance 135 to eliminste the causes of defects rather than
simply reducing their number te a3 tolerable level., This is

important given Datamatic's software intensive business stratsgy

since the production engiﬁeering and  sustaining engineering
departments are charte to reduce process costs through greater

modularity of oftware. Building blocks of code maintained in
the software libraries must be as bug-free as possible or inor-

dinate amounts of time and money will be spent in efforts to
correct problems which did net become manifest until the time of

aystem installation at the customer's site.

W
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Z2.6.5.

Position

Descriptions, Ffunctions, Responsibilities and

Accountsbilities: To be completed April 2, 1%88.

2.6.5.1 Director of Quality Assurance: To be completed by
April 2, 1988.

2.6.5.2 Test Engineer: To be completed April 2, 1988,

2.6.5.3 luality Assursnce to Production Engineer Boundary: To

be completed April

2.6.5.4

Z, 1988.

To be completed April 2,

Z.6.5.5

Quality Assurance to Sustaining Engineering Boundary:
1588,
Quality Assurance to Purchasing Boundary: To be
2, 1988.

completed April 2,

Assurance to Service Boundary:

2.6.5.6 Quality
April 2, 1988,
2.6.5.7 Quality

Assurance tog Marketing Boundary: Te be

completed April 2,

Internal

]

9 ;

X

fount

-

¢

Departmental Communications

o be caompleted April 2,

1288.
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2.7.0 Human Resource Depsvtment Orqganizationsl Structure:

The worganizational structure of the Human Resource Department is
shown in Table 2.7.
2.7.1 Human Resource Departmental Budget:
Fy 1988 $ 18,000
FYy 1989 $ 36,000
FY 1990 $ 37,800
Fy 1991 $ 39,690
Fy 1992 $ 41,675
2.7.2 Human Resource Staffing Reguirements:
Year Director of Human Rescu
1988 1
1989 1
1990 1
1991 1
1992 1
2.7.3 Human Resource Depertment Mission: The mission of
Datamatic’'s Human Rescurce Department is to contribute to the
corporate cultuyr those values and programe necessaery to achieve
& lower than industry standard turncver raie by the creation of

and individusgl
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en  environment whereln team effort, cres
contribution contribute direcily to the firm's business success
thereby motivating each emplovee to perform to the uimost and
sing limits of their sbilities thus est
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n
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constantly inc

s reputation as en excellent emplcover who astiracts and
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2.7.4.1 Design of 8 company-wide compensation and acdvancement

prograem which will reward key managers and key technicel contri-

butors based on a "dusl ladder” approach: Jo be completed April
21, 1%988.

2.7.4.72 Definition and implementation of employment policy: To

be completed April 21, 1988.

2.7.4,3 Definition and implementation of incentive compensation

grograms including 1.) ESCP, 2.) Company-wide profit sharing, 3.)

N

Group bonus or profit sharing, 4.) Individual bonus program, 5.)

Discretionary awards, 6.) Technical achievement awards, 7.) Sales

Department compensaltion and 8.) Executive and key management in-

centive progrems based on  departmentsl performance: To be

completed April 21, 1988,

2.7.4.4 Definition and management of bene

completed April 21, 1988.

h
ot

its program:  To be

2.7.4.5 Definition and management of employver development

crograms:  lto be campleted April 21, 1988,

Z2.7.4.6 Cempletion and idmplementaticon of company emplovment

practices, procedures and policies: To be completed April 21,

1988,

.7 L7 Manaa £ f a3 inlimarv 2 d Tievanoe roacedures e

2.7.4.7 Management o isciplinmary and grievance procedures:

To be completed April 21, 1988.

2.7.4.8 Conformence to reguistory stsndards: To be completed

April 21, 1988,

2.7.5 Position descriptions, responsibilities @and sccount-
To be completed April 21, 1988.

0O
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2.7.5.1 Director of Human Rescurces: To be completed April 21,

2.7.6 Pepartmental Plan: To be completed April 21, 1988,

7.7 Departmental communications, i.e., company NEWSpEper:

fo be completed April 21, 1988.

2.7.8 Internal Departmental communications and information
systems: To be completed April 21, 1988.

(o}
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2.8 & 2.10 Querview: It is anticipsted that the office of the
Chief Finsnciel Officer will also serve as the Manager of

Fy
hat

racilities and Support Services through the period ending
1990, This structure will be monitored and changed prior to t
time should operations dictate such change. For purposes of this
plan, subsecticns of function 2.10 are contained in function 2.8

including budgets, staffing requirements and responsibilities,

2.8.0.1 Combined department organizstiorael structure: The

finance and G&A depsriment organizational structure is depicted
in Table Z.8. The facilities and support services organizational
structure is depicted in Table 2.10; however, the position of
director is removed and the subordinate functions report directly

to the CFO.

Z.B.1 Finance and G & A Budget:
FY 1988 $ 584,000 =
Fy 1989 $ 641,000
FY 19%0 $ 673,050
FY 1991 $ 706,703
Fy 1992 $ 742,038
* Estimated due to the impact of the 1988 internsl
recrganization. The above figures include
building, maintenance, utility and all costs
associated with G & A.
2.8.2 Combined Department Staffing Reguirements:

w0
-}
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2.8.3 The wission of the Finance and G & A Department is: To

be completed April 2, 1988.

2.8.4 Operations Plan: To be completed April 2, 1988.

2.8.5 Positicon Descriptions, Functions, Responsibilities and
Accountabilities: To be completed April 2, 1988,

2.8.6 Internal Systems: To be completed April 21, 1988.
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2.9.0 Service and Retrofit Support Organizational Structure:

The orgsnizational structure of the Service and Retrofit Support
Uepartment 1is shown in Table 2.9 and is headed by the Director of

Servicve and Retrofit Support.

2.9.1 Service and Retrofit Support Deparirment Budget:
Fy 1988 $ 62,000 *
FY 1989 $ 94,000
Fy 1990 $ . 700
Fy 1991 $ 103,835
Fy 1992 $ 108,817
* Fstimated due to impact of 1988 internal

regrgeanizaticn.

2.9.2 Service and Retrofit Support Staffing Reguirements:
Year Director In-Heouse Service Tech Field Service Engineer

1988 1 1

1989 1 1

1990 1 1 1

1991 1 1 1

1992 1 1 1

2,93 Service =snd Hetrofit Support Degariment Missicn: Ton be
completed April 2, 1988
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V. COMPETITIVE ADVANTAGES

1.0 Business Advantages: Historically, Datematic has been

primarily s value-added reseller and systems integrator. This
provides the firm with several competitive advantages not enjoved
by 1its' competitors. The company is able fo access the latest
state~of-the-art  hardware without the high cost and risk of
internsl development with regard to standard commodity items such
as terminals and PCs. Furthermore, Datamatic faces few, if any,
exit  barriers with regard to the discontinuation of existing

hardware.

Datamatic has established 2 reputation with its installed base of
customers for innovative products, timely delivery, competent
installation and cquick system start-up. The Company's tradi-
tional customer base of utilities and municipalities tend to he
quite conservative in  their vendor selection c¢riteria. This

actor SELVES as a powerful entry barrier to potentisal
start-ups. Finally, the Company’'s software design reflects the
experience and industry insights gsined over the last eight
YEBLS. Software design 1s an important distinguishing factaor

between Datamatic and its' competitors.

Z2.0 Technical advantages: To be completed April 21, 1%88.
2.1 Krnowledge base and learning curve of design: To he
completed April 21, 1988.

2.2 To be completed April 21, 1988,

7.3 Copyrights: To be completed April 21, 1988,

2. Desigrn  procedures and tocls: To be completed April 21,

[
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3.0 Frocess advantages: To be completed April 21, 1988,

3,1 trngineering production philosophy: To be completed

April 21, 1988.

3.2 Enogineering production organization: To be completed

by April 21, 1%88.




Vi GROWTH ASPIRATIONS

1.0 Overview: Datamatic hias positioned itself for
continued growth based on its' revised corporate structure and
the requirements for growth which sre fundamental elements of the

Corporation's mission and corollary objectives.

-~

.1 Growth PFlan: The Company will grow by harvesting its

core business and developing new products which it will sell to
existing customers. IN ADDI?IGN, THE COMPANY IS5 COMMITTED TO
INTRODUCING FOUR  NON-UTILITY ELATED, ELECTRONIC DATA CAPTURE
SYSTEM PRODUCT LINES, OVER THE NEXT FOUR YEARS.

1.1.1 Departmental Fmphasis for Growih: The primary

responsibilities for growth through new market identification and
product development eand/or technology acguisition will be given

to the Marketing and Business Develcoment Department.
g P f

1.2 Methodology: Table 1.2 describss the Datamatic Inc.

product development cycle as described below.

£ A rmew product

8]

7.1 New Product Steering Committ

=

1
development steering committee will meet twice monthly to review
f om  the Marketing, Sales and Engineering Departments,

fr
mmittee shall consist of the CEQ, and representatives from

the Marketing, Sales, Productian Ernginsering, ustdlnlng

FN
Lo

oy

ge w

=

Engineering and Service Departments. This Commi zquire

5::
sresented, per

two complete new product/market reports to  be

manth.

1.2.1.1 New Product/Msrket Report: The reguirements and form
i 1

/

of the New Product/Market Report follow:

1.2.1.1.1 FBescurce Planning:

a. Financial Resources




3
»

4)

Cepital required to design system prototype and
fabricate demonstrable wunits for preproduction
evaluation, test marketing and financial
lending/underwriting sources.

Capital required to design tooling of any
custom electro-mechanical components prior to
praduction, as well as that reguired to com-
plete the scquisition of materiasls, manufsc-
turing costs snd initial advertising and
marketing costs.

Capital reguired to finmance ongoing orders and

operaticns assuming the test marketing points

Leng~-term vcapital reguired to finance growth

gxpansion,

Administrative Planning

1)

o N %
N

W)
R

[958
S

Capitel Structure
Organizational Structure
Resource Manasgement
Planned Crowith Marnsgement

Objectives and Strate

3
el

Definition of Policy

Structure and Management of Project

wi

Manufascturing

§ i

£

New Product Manufacture Commitments

Build Cost-Effective Froduct

[¥g]

Frovide Engirneering, ATE ., Qr., arnd  Service
Analysis, which is germane to the mesnufacturing
cyole

Constant MBOR and Means to Increase the (Cost

Effectivensgss pf the Product

Field Service

1)

Customarse

Providing tducational



Development of Instasllation and/or Operations

Develop Depot Level field Service Organization
Develop Field Service Return Procedures

Develop Portable Servirce Testers where

Maintenance of Field Service Function
Maintain after the Sale Customer Satisfaction

Develop Product Upgrade Program

Getting the Product out of the factory and into

the hands of sales reps, retail autlets and

Administration and traffic control

2)
Manuals
3)
4)
5)
applicable
£}
7)
8)
Distribution
1)
customers
2)
3)

5ales tools and litersture to and through the

distribution channels
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Customer ebility and motivation to use or sell
units

Customer ability and motivation to instell unit
Customer ability and motivation to implement

units snd train end users

o

Customer ability and motivastion to service and

maintain units

&
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gles conceplt and sales plan

o

rder taking

Automated data handling system for arder taking

and customer relations maintenance
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Fromotion of larger salecs ree
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Development of regional sales are

Growth of sales people
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System Design and Engineering

1) Circuit design and analysis

2) Cost considerations

3} System emulation

4} Preproduction systems for test marketing

5) Production systenm

6} Mechanical design

7) Tool design and acquisition

8) Manufacturability of total systems design

) Development of CPM and MBOR-PERT for overall

program

Prototvpe Development

1) Demonstrable system prototypes for trade shows,

customer presentations, and financial source

presentations.
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em rototypes for advertising material
J =

reparation.
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3) Analysis of functiocnality, vrepeatability and
failure history.

4) The increasing of managements, as well as 2ll
employees, confidence level of the program’s

viability.
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Summary of the Plan

1. The nproposed project, product, and business
opportunity.
Who and what are they?

2. Marvrket opportunmity

3. Business plan objectives



o

The Praoduct

1. The product or system or service; a description

thereof
2. Potential

Market Research and Evaluation

1. Customers

2. Uompetition

3. Production (if any exists) comparison charts
4. Estimated market eveluation

Marketing Plan

1. Cverall marketing strategy
Z., Pricing
3. Service and Warranty Policy

. Advertising and Promotion

4
Design and Development Plans

1. Development status and tasks
2

. Development costs

Manufacturing and Operating Plan

1. Geographical location
2. Facilities and improvements
3. Strategy and plans

Mansgement Team

1. Organization
Z. Mansgement Responsibilities
D

. Supporting professiongl services

1. Marketing assumpticons
Z. Development assumpiio
3. Manufacturing assumptions

4. Competitive sssumpliions



K. The Financial Plsan

1. Proposed financing

L. Contingency Flanning

1. Asset Liguidation
Z. Sale of product rights to established firms
5. lLegal and sccounting considerations

M. Appendices

1. Product festures

Z. Management vida

3. Leader vida

&, Product ssles forecast
5. Financial stastements

6 . References

1.5 Expected PResults: The Marketing and Business Develop-

ment Depsrtment SHALL BE EXPECTED to develop and exploit new
product/market wmixes as required to meet the [orporation’'s mis-
sion through sales revenues as forecasted in Table Datl7 con-

tained in Section VII herein.

Latl? mandates the following:

¢

Xs] ]

o tpticns, enhancements N
o ms

vbility EMR  business
shere through 1%%92.

o QO

ew product targeted to
intain and expand market

¢ TEAM product or subset thereof aveileble for pilot
sale in 1989

o TEAM system salee will begin in 1990,

o Cne non-~utility relsted product line {Product &)
introduced in 1989 producing s minimum of 3.4 million
dollars of revenues in its' first vear of introduc-
tion.,

o One nanmutility related product line {Froduct }

introduced in Q?G producing a minimum of 3.4 mllll
dollars of revenues in its® first yvear of introdu
tion.
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o Two non-utility relsted product lines {Products { &
D} introductions in 19%1 each producing a minimum of
3.4 million dollars of revenues in their first year
of introduction.

111



{ Assembly )
Process |

Tooling
Reqd.

Toaling
Ordered

Release
\ Document

- .
Analysis

Business
Forecast

Market

Anslysis

{ Product |
Conception

Hesouree
Require-
ments

User

Renderings w»»% Specifica-

Project
funding

Cash Flow
Analysis

Praduct

tions

Release
BOM

f " Technical
Cverview
Document

Operational
Specificas
tons

[ Operationaly

‘ . Shiip / e ™~ M

Hardware Mechanical \ A g Design 0
- p Package o SPeCifica. e 19 !
Design Design . Design "\ / ., Gong  J . Revx;/—“

Yes

Toaling
Setup

Toaling
Recvd.

Materist
Detvd,

Design ‘
m--m--—& Change

Made

| Saftware ‘
Design

Matedat

Docurnent {
{ Available |

. Complete

Cost 4 Schedide
Anatysig T " Gonwot

Product Development Cycle
Datamatic Inc.



Vilt, FINANCIALS

0 Proforma: The forecasted proformas contained in this

1.
section are described below:

1.1 Batl3: Assumes aptimistic expansion of HRoadRunner
Systems
Assumes mast likely expansion of FHRouteStar
Systems
Assumes No TEAM sales
Assumes No non-utility related new products

1.2 Datla: Assumes most likely cantinuation of RoadRunner
Systems
Assumes most  likely expansion of FRouteStar
Systems
Assumes No TEAM Sales
Assumes No non-~utility related new products

1.3 Datlb: Assumes pessimistic outlook for FERoadRunner
Systems
Assumes pessimistic growth for RouteStar
Svstems
Assumes No TEAM szles
Assumes No non-utility relsted new products

1.4 Datlé: Assumes pessimistic cutloock for RoadRunner
Systems
Assumes pessimistic growth for RouteStar
Systems
Asgumes No TEAM =sales
Aasaumes successful non~ptility related new
product strategy

1.5 Datl7: Assumes pesasimistic outlook for RosdRunner
Systems
Assumes pessimistic growth for RouteStar
Systems
Assumes optimistic TEAM sales
Assumes successful non-utility related new
product strategy
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LASH FLOW XTATEMENT 8/3./886 8731787 Q21788 8/3%L783 8731780 8/31/8: BA317%2
AFTER Tax [RCOME/ {LOSS) 564,882 716,687 2,784,440 1,603,221 1,817,281 1,783,151 1,855, 447

DEPRECIATION £75,028 816,684 685,771 744, 588 734, 588
DEFERRED FPEDERAL IWCOME TAXES €77,7632 506,440 325,428 325,438 325,438

CREE 1,817,272 s, 038,821 3,815,649 2,873,243 2,677,517
EDD ROUACES OF CASH (6.):
1,806,058 340, 237 BR%, 161 2,3%8&,0%& 4,553,249 &, 654, 181 T, EET, TR
¢ 2,000,000 o G ¢ ¢
18, 709 226,021 202,238 225,448 100, 4% 116,798
LESE
{3, 500,000
{9C, 878) (100, 009)
{106,741)
(1,200,887 (268,132} (481,025} 1,557, 0068 (€33, 808:
{i,71%,926; 0 (774,623 (22%, 296} (244,827 (764,322}
BALANCE 340,237 399,161 2,298,078 4,553,748 5,654,181 3,267,786 B, 085, 848




. 3 iy i [ <
Y [N K Q@3 l § tet
¥ Mt I ) Pow
~ [ ~ i } .
ey o XY e i [IEEN
= oy 2 D i [
FeY 5 N 20 t to@
X - - - i t S
- - oy ey i PR
et g H ¥
t i
PR P o~ .
AR et S SR o S AN < &= B 4 S o B o B <} P ton (]
@ D N [T A T N A
~ ~ 0 e ¥ WO W § o~y 1 vt
o .“ . -~ ~ ~ [ ~ -
~ 1t o Qx G o ey o [ ER ]
I W W ] < RN ~ 3 e
o~ D Lt RYeY 5 3w N PO S B
7 ~ -~ ~ [ R S Y
P “r (el & e A 1)
4 PR ~ ~ o~
33 § 1 3
fEo} X e o~ —~
Dot OO O ™ D LS B > R R e T s T v U I [ B 3
) B [ R B @ e [ B SR S BT S
fe) BV o [ > uy €y U O vt ef [ % 0y
I “ s < e A - .-~ [N ~ ~ ~
~ e S e N Y eSS o5 e e I Y i
4 TR+ Mo ey A o R ¥ [EEN] w
il L) DI R ) o DS Y] ed g N £ e
~ . - N . et [ N
© P 1 < ey 4 b uy
- - ~d ~ 1
{ t
- o o~
ORI I | 13 w0 < pow o
Pr o2 3 % [IYS
an WG “f 5 o3 t L
0 N .- N ~ ~ - i ~
~. b i N o3 g Mro O ¥ &
ot L W oG uy o8 D t [y
ity Wy R O e R R T D
.. ~ ~ ~ < > . g H ~
o oy 3 O o < H [ RNl
s - — 3 i
13 3 i
IR IR < T o S o T« v] R A R~ B R R S S SR Yo 1 oS <5 <
O o« O W 4 Lo Cxr Oon H > i Wy By aa o5
fe ey o Oomw “r [EVIt GO w W == i v WD e
e - ~ IS ~ - ~ - . - ~ - ~ 1 ~ “ ~ - - ~
~ D e (SRR oy ) D PR N SRR o B o o -t e
I e A Oous W W s [N I ) [ g toooy £ g et ~ 0
™ Fa BT N O < i et 0 £y 1 uwy Ty e 5 e
. . - . . o~ e L ~ - R ~ RS
w & o2 < 5 -1 [ [ <) et i
Py o — - ~
§ i
—~ — - o~ . — -
& e O @D~ o SIS T R R S © < i o o
o s o o~ o e Il < < =8 o o3 <
™~ [N 4] o £~ “ 3 ™ w0 e~ ve] w Y o~
@ ~ o~ ~ ~ - - ~ - ~ N - < -
~ o et ) e £~ ™ o =g wy 1 < r~ <y
- o ™~ 3 NSy o4 ~p (5 w0 @ @ © o)
3 PO ot 5 Wy N ) T~ o o0 vt o e
~ N o N - — e P - - - ~
< ) et o~ =~ o <t
N o Bl g [=V I 53 3 > o jed i uy o S N
< 03 &% 0 oo Y - o v wy o - RN $y
o =N e & =3 o g s ©~ 4 @ o W Il < 0N [
W0 [ ~ “ « ~ N ~ - - “ ~ v e ~ ~ o~ -
~ oM i w3 Lol O 3 et et i~ ME et O > L N [
£4 i M ™ i v o o e} $ < [ [ A TN ot NN )
b 5 S 3 fes] 3} W P o 51 o <o v r R bt
i3 . ~ ~ - - < - L N AN A -
N % w3 v o~ o4 o~ ¢ o o3
] — P — NI
5o
& A
B -
L B I e B
[ A4
F e Ly %
£ ~4 Ol P4
3 ™ i
fou o
£ fe &
moom O &
W e X
PO R oW
Yoo &z £ 6
S A 5 &3
£ 3 2 =
2o o 2
A U oz i
S G “ o
AT oY L i
Hos ¢ &) [ fa
orom 2 jou (s £
£ Ex i 3 id Gy I s
= S Loa 3 o 2 €3 fa
oM Dy 2D 3 — (e} © O
[ A E v i . 2 G [} S
PR e N = ~ "ﬁ %3 o \m 3 o (9} S
3008 s O id A N 15 QK
= mm ® ol NN ,“L W in i 213
D] - by {3 W L IS Fa A Y
L. 4 @ £t 2 W £4 = i) ¢
o3 2o 3 P b fad o o o
I ¢ £ 5 o3 £ woo = &
SV X R i od n o s P
D by LA & B o ) by O fad (5]
PR A VR £ 0N B (SR £ @
& B OE o = 19
2 S 2 S I ] O il e
RN At {3 w4 @
) X <t [
£y o1 & 4 O] i)




1783

3

873

Datls

&/33/87

25-Feb-88

WE Y@ M ed A e [ I Qe < &) o t
RIS SR o B v R AN & PR ] paid € o3 t
£y AR <3 (e N 2 =3 3 - Y < i
- ~ ~ - ~ ~ “ 3 ~ ~ - i
R R I S P o3 ot P
G A SO Y TR PO W 3 - I
LRI S S S T BT [ Wy " =
O o t ~ - ;
-2 FEEC R B -t 3
b i o g 8
H 3 8
e T T T S P —~ PN e o
oo MmO 3y oy W (S H “5 it [N RN A} o3 R 7N < 3 i (%3 [\e3 w0
PSRN T TIPS T o S~ M S S IR £ Uy o o [N o o “w
B T e I Y S < R V- b o M 83 [ 1 ®© oy u o
T { “ - -~ o~ ~ ~ o« 3 - - ~ -
AR A TR TS « T T T N - S . ) ) o s SIS ~5 WO ;I W ' N 61
w3 g o O™ T i o w O <5 g e uy <z uy o
L I T e 12 TR Vo SRS S ev N R 3 fel ™ <3 fe) (K=} L e ~ NG 833 (5]
B R AN A A H - . . ~ o N o .
I oW o wd e e
o~
i
A T S U —~ - P . o~
SR IR = S < R o T w S o B o S S [ L B LR} <« w43 0 ey A N FIA IR T )
ELIE Y T = TR YD Y o R 35 S o SR s B o B o Y H L 3 < C3oan ez} Nox D b i o ™ H e
LR R % B A e T - T S 3 PR o 3 i) oS 153 o Oowr o~ 3 3 ™ v 1 <o
“ A a wam e a A e i ~ 3 ~ « - - . oA~ N - . "
M08 M W W N W TR O ur 3¢ R B <)) 29} @ 3w
L AT S AR & S X SR VI 2N oW 3o €S 3 I G S I o1 i w3
LA A R - T ¥ B R S 13 ™~ H @X 5% (O W Lo g H ved & uy v
B N o S H PO - . 4 s [ ~ ~ PO
[ N B o i - g
i el | i it
i H i #
e T SNV -~ e o~ s o~ -
€23 X3y £33 v N s £ oo . ¥ £ od
[ S Y TR & SR S ) [ ) o L] o o5 vy o @ <
ooy DWW O OO by Ly B -y ™ 3 Ian <5
R T “ - -t ~ . - ~ ~ o~ e . . N - -
L A0 SR T e S WA e B ) [Ty @ (o S o T () M o an
€™ M W@ oo PR B T < L B P vt 3 e o2
et W W e ~ o~ @t By G RN ™ 3 w3 o~ ~
L . f N - past PN ~ -y s ~ .
543 [ N} v ¢ i o~ w1
~ 1 H t
¥ & l i
- —~ ~ e e -~
H uy 1 (%) G (Y 0 o~ W O ] @O 1 @ et 3 £~
H i~ H [eVs o 4y 0 L IS o - t (63 H o~ O 3 28]
W [ o) wioog Wy N WY W [ T B ¢ o o~
3 - H - -~ ~ .~ ~ ~ £y ~ } - i - ~
w0 [ Wy o i > o < 23}
w4 W £~ oy =TI 1o S T SR | P P
- i 3 G uy | ¥ ¢ < [}
- 1 ~ ~ ~ bt i H ¢ - -
L0 B ) -1 i £ o [s8)
-~ i H 1 e
H i t
1 o~ 3 »N L S I 5] vt O 4 o 3 wd ~r 3 I &
o PG ow ed o o [ S SV IN Sy f o g
o 3 Fns SRS R I ¢ oY fand f o3 3 R 9] § psl &
~ 3 ~ ~ ~ -~ ~ - ~ H ~ 3 - ~ ~
3 oy o 3w o ~r w3y w ot w4
N 3 O oo D <« wy i 4 i WY N o3 8
Lo AN S ) W v o ~ o F RN - T SR ) g3 £~ 8
~ 3 - ~ ~ 3 i - i H
(S et 3 b 8
>l 3 H 3
3 3 i 3
EER Pt WYL W Oy «® (e [ i 2
i~ oW BT oF B Y oid o~ |2 i o
oW b o [ BB » Y o oo <3
i « ~ ~ - ~ ~ ~ “ H ~ i ~
{ fo) i ™~ [ S T T ~¢ 1 t oy } g
E > i & et W N a3 fab H 1 1 ™~ 3 ¥4
¢ [l [ N e oy -t [ B o 3 5
& ~ 1 ~ ~ ~ £ i 3
t 5 H 3t r~ t k] 3
o~y et £ H H
t i t H H
fe]
&% O -
-~ w
L& —~ e 2 o
- e [ o I -~ 0
> o~ 2 03 »3 I¢] [ <\
st o O oW 175 -~ yd 933 (97
) v I o 3 %!
s 0} 13 o e -
R & e N e 3 5l ~ -
woow 2 >~ O . 03 A had
Bl S D [243 19 © (2] P B - =
o £} X = ~r B 0 i - o
I U it - O} I I <4 > Ly
2 »N 5 —~ NG 5 N 3 w =2
I b ~ & 18 0} N AN 4 - 2
[T S 3 w0 i) 4 [T 3 I
[ % I =t 4 - &) £ A Qo
L & G &t i &) 49 B =
7 2ol B . £ ooz A i
W OR 0y % o = Z ¥ O e AN B 1
<@ = oa = ot fet s ] O O 2>
S I S S ¢ e e Ly £ By 1o w3
o 2 fa ] O e A I 11 B £ gy % e
hed 0 ¥ o 51 [/A SN = I [ TR S I} A%
[ Y A £ * a3} 253 o W L O oy
W B ooy O & D g 7 A A ] 3
i 2R S I B w1 £ Ly 7 3 ¥y % SN A R AV t £
4 o % w0 FoR i fow a O
L [ TS I 7% S LR S S Z% 0
i P o T & T o9 [5 T VS e O
£
i
£

173



Datls

1/81

873

&/31/8%

31/88

'
7

&

1,086,268

1,134,088

2,078,787

464,487

Q2
(=]

455

kool
€D
G
~
-3
o
™~

£95,771

i

9

T&

e

WCOM

T

BAL

<y
<y
<
B3N
vy

3

—

-t

TIONS

CPERA

BY

)

e

2T

2

[«

3%

>N
-~

@

-
o)
£
o
~—
=

~

s




LR 2 A SR SC R U T VR B N 19 [ B L] RSSO B 7 <1 [ < o3
~F Cxoow> Cx o 2) b o £ ar o £ AE 3 0 it iy -
™ A MrooiM Wy Y oy Eael ax S ar o b g 3 <3 N o
o ~ [ T R ~ . . ~ - “ a3 “ ~ .
. -4 D B X R R . I R W LOCIRE RN S ) ®r <
b 5 A S S o S B [ [ a4 LR PN~ ) ot @
3 i ] I - T oy g et P < o
g m, ~ - ~ - -~ 5 - - bt ~ - hatd ~ H ~ -~
ax WO @ w1} an = o N o u kY
[ ~ ~ A TR 4
3 N
o~ o~ B o -
N R~ N w R o B v N o S o S« N o+ S R [l - S & T o S & B v S - AN B 3 oy o
P (O LR T & N R & O T S T o o ¥y N O or G} u 5
m‘. ot W Y D (e M e 3 H g Wwroow WOy #Y D M (D N PO W <
, ~ - PO S - “ o~ - A o~ m oA i N S .
> ot L T SR S S R < R ) ooy N eh AT N e Y WD PR (el o)
e MroN N MY e o o™ i 2y [ o N U WYy e o i vy o™ 23
™ L] Ect I B R A R T o o ooN €O vl UF WY v Ny Oy b N+ -
™~ ~ “ ~ - ~ ~ 3 ~ « o~ ~ - ~ e - § ~ ~
2 = 5 O EY o < W o~ DN fa et e ] )
~ RS RIS
\M(w -~ o~ o~ —~— P -, - P
i3 LN AL T 4 B o N s S R A S G o It T T ) IR SO S < T <V T o SR o R MO 4 B S S 3 [ 3 e i) <
Y G OO L e S B ) AR [ ] LTSRS < T S S B o3
) oW <O [ R D ERRC ) o R - O &5
3 ~ ~ ~ ~ ~ - N - ~ ~ ~ ~ - ~ i - Py -
. ¢ Lst IR G AN ] “r £ W0 oy s [ vy ]
o @ g W R - B e & Wy w oy o 0 IS
N O Ul My [ (O A IS [SRnYe] N oo o> o
S - ~ - -~ ~ . > -~ Sl 3 ~ 9
53] w5 Y ™ W I N e [ vy
§ e - - FR e
¢ H
LCE TPOR T o SRR oo ST e WY o SR - S s SR S SR G S Y Y t o LU S 5 | T 0N 3 § B
wF Ay (o) < r A ¢ R 47 WY H t feX]
=1 RTCI- ¢} < L I H oo e SR 3 { v
©0 [ -~ W ow o~ [ [ < 1 N "
~ [ [ Q™ O [ N T T ¢ )
Eand oW o M o H [ N AN H i [ IR N P}
©3 w3y 3 ™M™ o ™oy Lo R S SR St <] [ Y -~
™~ ~ - ~ 3 “ ~ ~w ~ “ e
o s o o« 3 o3 4 e iU [
3 ~ — ~f e g
i 3 i
[ B N ) O W t w2 LSS IR AN S ] o0~ 3 b e s < )
o 0 KF oW e e [ L i PR ) N
0 [ DG W ™ [TV o oW} i Ot ©
o0 [ [ . .~ [ i ~ “ o~ ~ N
~. S et £y K et 5 L ] B TS H [ Y IS RN o <
- o 0 <o WY FR Y < & O e L 1 ooy T Wy bl Y
il ot Wy «r Oy W 3 iy e R LI S § } <3 LD e ot N e
. ~ ~ 3 - - Bealeed - ot 1 - PRSI o ~—
fex] ¥'=3 ~ 3 O P ot H i s i
it et ~ 3 H ~
§ § i
0 e O YO t <o o oy OO o@D O < i [ <3 £~ < o
[CRRY oY SR < e 3 < G e] I o o
& oY 0 ey o~ ¢ g vty [§Y @D o i i%93 (551 Y o
0 M - . ot N - 0~ “ - < i . < - T
~ ¥y e o [ T o oo o~ @ Wy e oy © o
4 "W o SO TR Bt <] g et 5 @ ST B i - 3y
) e -t ) <N [ by N W (& =t S~
~ -~ - ~ % ~ il - ~ ~ H ~ ~ -
2y 1 ~t ™~ H el <k i g v
: N ~ -
B i
M o b ©  m vt [+ R i~ Y €3 e o
;| 53 Wt W &N N -1 [ R By oy o 4 @y 5y
% Ll Ll b O LA S+ fas LA (e (S o oy oy
.. - ~ “ . N « « 1 - " v o= ~ ~ - -
S @ o SN W > st etf W et f o o5 o o
£ -t o e~ o st b 9D, o 253 3 3~ & o o1 S ot "
Z e ot o3 o b uy O~ > ¥ Wi} O E o e o3 s e
£t S « ~ - ~ ~ = ~ -~ PN — -
% = s Lt I B o s &3 oy o)
£ H - N = "
£ 2 3 3
PR 3
4 fy
IS I
) o
® . I
G
w0 1)
Res
£ D
B
A
£ 2 ]
ot A 5 2
+ =L o]
Z = o 5
|2 % §:3
SO 1 & o
WG o] 1
P @
mv mw X ] P
SR [ - ST SEEF AN 5 13 & 5
A ' s s " z c
= > fe] (o] uy av e w3 - O e e
. KX 2] e g i . o £ &
[ ol i3 U O oM 2 7] o Lt G 9]
QX e Q L B S A b G @w o oix o
oo @& T~ ) & I wo 20 £
I 0 @ G [ SN & oz gl &
Lo ot v R G 1 U 1 £ [ f, B
& % 1 [ Y S 11 <r AW £
w53 NG P > £ Wy ww X%
e Gdove ISR S B i s S
PRI L B bl Ld £ {3 o) OF [ L3 ad
s 80t R S A1 = i 2w BUf
[ AT S 1Y
[S I N SR I
bR S 2y
W 5!
E eI RS iy




/31792

b
;

820

A
=,

{76

Datls
00}

3

-

[£339

&/31/8%8

4,638}

{

8/3./88

/97

5/3

3

NS

RN

&y

IN.

END AL

TSSIONS

1

ZALES (7.0}

3 O 1
SERERAL

<

e R e S SR SRR YS Py b @ a0 o v < e t
N G e g R S Y~ 53 @ w o 3w {
VN N s WO uwr i A { o IS “wy oW ¥ D
“ o~ N~ e n s i -t < - ~ [N ¢ N
Hiad <o [ 24y QI - t ¥y § o3 (221 Rv prel L t et £
I A I S oo o NS < . oo W
R IR ST SR e S 3 o~ - o3 i @ H o I
R H T N . ~ oy i N - ~
[ I e - i ¢ K
[ o P -
3 i H
S R o T B o et Ny S o WM < ed g o3
s 03 O 0 o £~ o) P Y+ €55 - & 1 Ia8
[T IS R « N ) £ e o~ uy O o3 w H v
AN e . N N ~ [N ~ ~ o~ ~ ~ ~
PR - IR L BN 5 e [ I Nt W W §n o
I A B R = P [ 80 A < x5 e TP Y @
PSS S S o RS O I & @ O i @ e SO S ]
B 4 f N " . ~r DAV H N "
oo e s £ X «
H hat Rt ¢ R hd
i t t
e T S — — —~ e s~ — -
€D O D § owm PR~ PR R e PR A TR o .~ o 1 < o8 o i o i
QDG 0y G [ Y S Y [T © N B s Wb
3 omo o~ [ -] [29) &g~ uy ™ B 3 L RS |
A s w A v i ~ - PN “ [ - - ~ ~ &
R A o <t A 1 =] i P SNV < [P RS v o v [ t 1249) £
I - IR U LY [EENS N B3 O <r AR " I & p W g
™M et e e [ o WD A W ed e -t ] ™ 4w
Dt o ¥ - . - - N ~ - -~ O
b4 - UG o~ i e H ™ #
[ - g X
} i H 3
T T S, -~ - o~ e e P —
[ = B R S e B ] Sy w W O o) P T A T < S B S RPN 43 &)
L3 O G DS ] oW v ug @ L 2 A T o S SR SN S SR <o) o o
LR~ S - R « T =] o~ F <o P2} @ o Oy 3 e o5 g
S ~ 3 -~ o~ - ~ A ~ - ~ “
Cowr N s AD o o U “r L = TRy S B &) Wy ol 55y
S IR G w3 e oy w <z Lo R = TS S B “ v w
N I B OIS Y wo 2 W ™ 3N o~ ™ “
Dt ~ 1 ~ ~ ~ i R ~ N -
™M [ 4 $ «x =i (3
[l | ’ § t -~
3 i t £
P T o~ o~ o~ e —~
[ R GERe E » 2E e« T <« tou E X I S ) X LA S IR & S ] t 3 M o3 2
QD O D Do o Foo LS A R AU X ST B o B~ o oo Wy
Q0 QOO ™ @ R ST SN 5 ISR NS B~ VI BERS SE TE ) P
.~ . N w ~ 1 ~ N~ e e s - .~ =~ s s ~ ~ -
s B e > B S <) (4 i s w5y 3 SRR NN ¢ £ v i [} feds o~
WY oWy A R o i 3 e O e f2v3 Lo SRS I o B 5 f o i [ Iy i
F B e e e e Voo 1 e W€y e o 5 N P R oty S
e H ~ 1 -~ ~ ~ d ~ i .. ~ 3 -
I ot 1 oo R
[ i 1 ~
t 1 i i }
— - . —~
A B [ R e ¢ 4 oy o4 e - £
R RN e < s P I Y Byt o
o™t ™Nowr W @ & e~ & “ ] VI
~ i ~ A~ A . N - N N - 1 ~
~f o Uy 6y s < [T Y et b s
@t s TS S ES) Y (A B o f e
2 WO e N r~ o [ B [E2 T S o
~ 1 .~ bt el 3 ¥ - ~ t
) { o~ 3 [ | H
~ ot 3 H +
¢ i 3 ¥ ¥
- o~ - o~ ~~
t o 1 4 Wy 3w oy o o3 Pl H Oy i bt
to ioow N W@ 844 o L i - i m
o o [aa BERRN I S ] Wy o4 o Ot N
- 1 ~ ~ A~ ~ - ~ N ~ 4 “
[ @ e o 4 B Wi i [ B A
3 W et e «w o e [ Tr § oo 8
RS B o N R 0 -t [ B [ S
~ N ~ - i 1 - 3
&3 o vl i 3 3 i
Ind bt H i H #
H ¢ t H i
U3
Ui —~
[55] O -~ W
3 = ¥ oy W
i - 24 il 9]
= ~ U o3 B
3] ol ¥ 3 hat
£ b - £3 3 ~ "
o~ [9] -~ o] o il S 01
1% 0 . “ e - i .- 5
= @ 4 % Q & % o~
¥ ~ f ¢ ] 2 Q ‘
—~ 3 fo) Q
L pen j3%3 W\“ {3 Z
- e oy 3 & WUy 4
< gt 9 = & A S I kS
> £t o3 o) Gl e ~ e
o~ & & by Loz [ERY] i & I3
~ 4 XX W & oE O Xow o owom 0 £
. 3 L A -t [ SRS T W R Y s 39
o3 Y R g Fa i o} £ bad 5]
£ +3 O I~ J A S S T i <& a0 f
o2 < Lo 3 [ SR S ) B S B ) o) [+ fay
Z £ £y Z SR~ I B A &) ] fa &
3 bl 233 onio@ A IR S AR S 4 & $ai ot
3 & - L w2 PSR S (s S (RN s B § <4 £
g % T R R Z
fed [ % R Eroond “ Z Q
e IS Y DL et ki Z $ad
i &
£ s
AN 0y
£ %



S

S35

§

Datlé

5/31/88
2,772,158

7

-

7

.

16,69

22

B/3L/B

8/31/768
464,487

52
€

¥y

N
o

o

&

W

=
o

B1%,58¢4

675,028

va
o

@
3
[
P

i

C&,&42)

~—

i
s
vl
"y
(Y
oy

o

541

>

2,000, 000

<

RENT

K CUR

E

@
)
«
i
=
@

AS

i
CAEER

-
&

iNIN

T
RCEE

&

€A

4

Py

221,103

Ca, 0GG)

5
-

3]

€2
£

8l
PRS

100

{

oy

sl

20 o e

o m




IR,

Y3

Y
TIT,

AT AMA

™
i3

43

1

K

RO

i

PROVORME

i
B¢

B/31/81

Ly

4,661

B/3179C

&

/3178

8/31/8%

31, 18%2

AKUGUST

THRO

322

<

~Feb-B8

2]
=

2

I,B841

563

4

o

53

244

p2

£

o

MG

000, 00

s

561,843

7,000

&

2
oy

o

N
3

<

¢

<

»l
29
it

b
i
N

CEMENT

BE

3y

I

~5
~

e
G
~
uwy
o
oo
S
i

(2]

o3
S
Lo
<

]

2

e
LR

SX

TOTAL

3
’

2%

=

{252,8

;

L+

[

3k

TH

AR

2

Pl

®G

nan

Tty
P ENU VI

€

{1,850, 008)

s 000}

£
3y

B

£
s,

ACEMES

=
ot
¢)
b
i

X

BEFL

[l

JC

o
et

Ldda, i

IR

1
i
)

N

AND:
LLASED

N

o




2% fnn
B/317%3

&/ 317801

Datl?

8731780

FEL/E%

3

8731788

LA BRI > B ) [ 0y 35 1 "y 8] B B et < 3 i t s t
N Y Qs PR g P =33 5 8 H i et t
|y W N Qs 8 o 3 ) 51 G0 IR i i [ £
N R RN [ ~ - “ ~ - i 1 - .
P S S I T By e Wi 3 o8 2 WAD H i oy IR} i
R A X N3 “r A0 t 3 P PN
LY A ~ N SN o) W ¢ i o [
[ Wi e .1 - oot < { : . - [
b Ui W £ P N IS
-~ ~ 4 ¢ IR - LR
i § 3 B i
T T e S UV - o~ o~ . ~
T R v R B o S S SV O [ S Y W o W w W @ et 3O oy o
R R = TR 'S S S toe 4w o3 @ <D bW N - 1
B2 IR TR SRR - BT SN < R SRV Y H £~ i ~ LY LY T O H [es] H N [e2% i
~ - ~ - ~ ~ ~ - - ~ H “ ot - « . - ~ - i ~ 3 - - -
DO W W O s ™ o [T B Wy - w o o [T S o o1
&P M DM Ay D™ B % £33 W g <t et i Wy 3 [+3Y -t S
h g I Y U R et e - fo § < (B & oF e 3 bl H N s uy
D A A A ~ g . N - MR i 3 - “ .
o1 253 H [e93 et 3 ¥ (3% N o4
~ b e 3 P o #
t H i 8
o et e e e -~ —~ e . P
Lo B R = B S T & TS T~ TR G e i XB 3 s et Y L 33 ~ WG 3 N b4 3 <o 3 o4 &
FEA T T v B T o e TR o SR S TG S o i o 3 0 <oy o FASE N T oo o~ PR (¥4 H eyl 8
N M 4D DM o U E I & T B« Lo Wy FSC I & TS T ! [ L S
L i ~ 3 “ ~ 0~ -~ “- . o~ w “ ot ~ - 3 “ 3
Lot TR S Y RSO Y SR SR - JENE SVRN ¢ N = [ IR S Uy g 0N G ™ R TS # SR
AT A SN o R & RS SV SV S [ [ WM 5 oD U 3¢} it LT B
QI O W WF et e e e [E VS ] © L 4 @ S f M
e N e e e e v i N - " ~ -~ ~— - “ ot ~
H <5 § 53 i 3 &y [} t 5
o~ ] >~ i
H H 3 t i
[ T S S TS Y o [ S T W w3 o o~ i v ny [ R
D0 TR T T A T 5 T v 4 e [ PR} o3 o~ 5 ©a o A H (3N
L B & S TS T oY H [ o [T e i3 s} 1 g < o~ [
- - ~ ~ - -~ } ~ i ~ - ~ ~ ~ ~ - -~ ~ 1 ~
£ W N s e W [ I ] PR o S g o o3 ped [ X IS
DX N o ™ PR o TR o oA = N Dot 1 4 fos
LA S § o~ 1 o~ U3 DD e [e&) (& Y feol ™3 4§
e ne s e e e e H - e ~ ~ oy ~ ~ . < “
t ™ o vl ] o o
i et H a——
£ ¥
e e T N o~ — P o
B O D QD O O D £ O t oy W OO Q ~ w0 O (s3] i 3 N 3o E
LIRS & I o S o SR b ST TR o SE's: SR 10 H o~ H o3 B T B AT (£33 N D Ll H el P 3 Y E
Lo Rt S TR T s S 5 VS S v S t oW R 2R S S o 0 oWy Wy g §N O [
~ - ~ - ~ - - ~ ~ - t ~ - ~ ~ B ~ ~ ~ - ~ ~ ~ 3 -~ - 3 - E
R T = T =S S RS VR SN tows “ e @ ™ <it —~ DR B R
R AR T R 4 S SN Vo S Y o G vy 1 a3 i oy Ea s o33 EaYEEE O A R ) e 3 O T~ E
A T L I I PR S S SR R s S o D~ ey PN e i
Rttt et i ~ “ ~ ~ ~ ~ 3 ~ .~
IR 2 [ g
[ 3 “
1 i 3 E
i ot i m F S & < ) <t oy i T~
[ S B 4 @ N < o8 [
P [ o oW U W uy fad PoRD
i ~ H ~ ~ - ~ ~ ~ “ ~ i ~
i ot H N o 3w M Wy - e 1 e
[ S ) S W ™ < WY S
3 Le 3 e LR A ] fand o Es3 i o~
H - 3 . - o [
[ o} 3 ot i
3 w3 § i
3 H 3 ]
—~ —~ —
§ o [ $y 0wy oy W 3 3 N8
i o~ ¢ ow RV R TR =] o~ 3 oWk
oy [ e D 3 N 3 o8
t - i ~ ~ EN ~ ~ ~ N H 3 ~ 8
t 3 & k) G 3 > e ¥ 3 - 8
oot o LS I AL X3 [l t 3w 8
£ e FI & e wy -t ¥ Powr
t ~ t ~ e - i } #
o H rt r t H i
t o~ -~ t H i
H H i i #
—~
o
&% 14D —
bl W
o Y z
o 5 [} &
jod _~ Bt = ]
[ I I Uy st ]
P} - < Y
T e ~ £ o} 5
W~ Q- 2 P o [ I [
wow M= < & — fad 4 L3 =
o O W« e} &1 . B S 7Y . .
= 53 ~ 4 ~r = 2 Q0 &t L .
e ¥4 - O =1 ~ o B &) A 2 ‘
0oz £} Zz o~ b 3 fad fa} [ sy
o ~ Ly o~ &) ) o ) [ Q ~
8 B oo 4 £ P 0 [ Z 0 A L e
L oW 5 s i3 2 2z % &} % S i i i
(SR A o o I i1 [ & 0o vy e
M < oy i3 <L £ o & o wr £
ol B i (i o R [ = 5] e
S 7, & @ 4] K L o 3 o > o
LG ou R ¥ < a: o prd £ o i
BN Q . 2. v Lo s [
D S I 1 2 i3 =W IS i Ty
N \m £ £~ b i} sl £t N
[ I B> - Ao i {3 o] [ 0o i
I A A »3 2 & AR @ 4
= E o 8 oz a 1 P &
L e T 3 pass - o2
L2 N A A [& [Z 3




Datl7

3 @ o oG o & N
-k 8 W'y O o ™y i ¥
o~ i o W 238 age s < o ¥
i i . v . . N - . [
e i ot “ W g ot vy i e 1
v i s a2 i3 EN o @ I
5 M o P 2 Ea L - &4 i
. M - ~— ~ ~ ~ had <« 4 §
@ t o8 oy ot % 3 &
= £ et o3 3 8
H 3 8
e Loy £ ~ O o3 i [
5 W [ I o4 Cs [
w4 [y oW (S L% ) @ o
< IS - ~ - ~ - ~ 3 ~
o, £ w Q& i35 g 0 3 £ e
~4 © [ Y i pxil < - i 1 Y
" 153 ) o r~ [ 8 oo
e ~ - ~ ~ - el i N
o0 o Y [ L P
[
H H
o~ @ @ @ - D i~ A S o
a0 D I o W Cr uy kS
<2 o EAI [} o @ <& ped ™
I ~ - . ~ “ “ - ~ ~
e o G ox o) g i N s
o I " ooy P ~ D oy @ O
“r el o~ ~ & < Ll ot ™~
~. ~ ~ “ ~ - ~ 3 -
& < 8} age — it o~ [
"~ e ¥
¥
3¢l s 4 (3 vt 3 o u ™M L
™ o L A (41 39 o o™ @ g
“ L € o 4 =~ o < ™~ @
s ~ ~ o~ - “ - < - -
-~ <z Xy g o i~ o ™~ o
- 5 wroeN o = < o w0 N
o Bt e o 0 o O <5 ot & 1
S - - ~ ~ ~ N
©0 ™ I 2] ot w8
~ 4
i
= et i - T ur [ o) ks w0 o~
u ™~ b w0 Cx 00 o« s LA
223 2 ™~ < [ o) - O - [ov it [ne e E
[ ~ N - -~ ~ ~ . ~ - -~
o ™ w3 owr 3 o™ o i [ ] o o ok
b ™~ D N3 o o O o~ O A w0 oy
NG bael w3 o O [ [N o~ o (SR
¢ . ; ~ . v~ ~ ~ ~ 2
2 i [ 2 b o8
§ R 3 8
§ i #
oy
=~ <« O et o~ 0 >N R T b [ e
& @ Ay o1 o P R ) Bl (&
&= w oA “© o~ [ AR g :
@ . ~ o~ . < - A v S e
- ) Wy o [&) o oW o oy
i 4 -0 o~ ~ = N OO o
M..J £~ oo oy % ed oW
® o~ 1
o8 R o™ & YN u3 [
= N B w3 DA ] N 13l
S <r <xooE~ ™ < WO e o i
x5 ~ ~ ~ w ~ - ~ ~ ~ N
. ~5 W1 o~ i~ [ee) ~r N N ] L
et Vg PN s o er@ - 3
3 <3 ] Lze) L) eh 0y WG fd ™
A “ - — new -
<& P4 i ~
t ot
3 1
1]
i)
%
&£
fd
. 1
23 Z 3 13
Ui 2 @ U
& L2 &) L4 W ow
I Z, Pt — PR v Y
— ) =4 DR S R ) [}
v o hw LU V< S 51 W
w Z 3 £ M W Ui @
Q 4 « a3 [A TN £
£ =~ i 2 N g .
4 -~ =4 Lt [o] woux 0 Y
A ~. P [ & B A 8]
2 o] COony b U X et
3 X S 5 o0 fo 4t -
I o} 2 g [ £ r
Y O Coa o 0 a &z I
£ & oot 0 fad 4 Lo el
7 L [STR S R & |2 O ]
. [ TV ) o~ [ )
= > wo > s i} ¥t
Q e [Z VR ol L] »3 3
% Bt LB o5 Do <
L. i@ Q@ [o I ] v
pe 15
e Lei i
oy o « 3
b P A, <y
(&) 3 3 &




