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BUSINESS PLAN

7/28/99

PocketPass.Com

PocketPass is an Internet financial transaction system that offers a simple quick way to convert hard cash into Web-spendable cybercurrency. It is totally anonymous and can be used without being tied to a credit card or bank account, thus making it ideal for online auction payments, teenager purchases and an absolute necessity for the estimated 25% of adult Americans without credit cards.

What's more, PocketPass solves privacy and security concerns inherent in revealing credit card and bank account information online -- concerns that have kept an estimated 20% of web users from making e-commerce purchases.

In addition to Web purchases, PocketPass can be used for a number of very important brick-and-mortar transactions which will speed its market acceptance.

Finally, PocketPass offers an extremely easy to use and cost-effective micropayment system, a market estimated at more than $100 billion in the next ten years.

Brief History of Company

Pocketpass.Com is a start-up with no operating history. The founders are looking for $500,000 in start-up financing to launch its product..

Analysis of the Market and the Competition

The Market

The rapid growth of e-commerce has exceeded the market's wildest expectations and has grown at a faster pace than predicted by research firms. A July 20, 1999 Equity Research Note by US Bancorp/Piper Jaffray estimated that e-commerce would exceed $1 trillion by 2002. Other equity and private research firms have developed similar numbers. However, given the unpredictable nature of this market so far, PocketPass.Com believes these are "best guesstimates" and nothing more than rough guidelines.

In addition to the existing e-commerce market, within the next 10 years, Internet micropayments (consisting of purchase transactions ranging from $0.01 to approximately $1.00) will exceed $100 billion, according to renowned Web strategist Jakob Nielsen of the Nielsen Norman Group.  In addition, there are millions of web users without credit cards or those who have concerns about the security of web credit card transactions.

While eventually comprising a $100 billion market by 2009, the precise size of the near-term micropayments market is difficult to pin down precisely. It is also difficult to break out which segments of the $1 trillion e-commerce market will be suitable for PocketPass, and for that reason, our business plan and financial projections are based on obtaining a very small market share of the estimated $200 billion in transactions from the following online markets:
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Premium Business Content (U.S)
0.6%


$30B(1)

$40B(1)
Online Advertising


0.6%


$2B(2)

$10B(2)
Online Direct Marketing

0.6%


$1B(3)

$5.3B(3)

Premium Consumer Content
N/A


UNKNOWN
Pre-paid Phone Cards (U.S.)

2.0%


$10B(4)

$no est.(4)
E-Commerce Purchases(a) (U.S)
0.05


$20B(5)

$80B(5)


E-Commerce Purchases(a) (Europe)
N/A


$no est.(4)
$31B(6)


American Teenagers

N/A


$58M(7)
$1.2B(7)
Money Orders


N/A


UNKNOWN

E-Gambling (U.S., Europe)

N/A


$1.0B(6)
$10.2B(6)
(1 )Simba

(2) Forrester

(3) Direct Marketing Association

(4)  International Telecard Association

(5) Forrester

(6) DataMonitor Europe

(7) Jupiter. U.S. Teens spent $141 billion in 1998, but little was online because credit cards are required. Number-one purchase was music.

`(a) Consumer purchases, not B2B
POCKETPASS PROJECTED REVENUES

Based upon achieving only the fractional percentages of transactions handled by PocketPass.Com in only five of the ten potential markets by December 2000 (see the table above) PocketPass.Com would have gross revenues of $16.6 milion for the first 12-month period and $160 million for the second 12-month period of operation.
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FIVE YEAR PROJECTIONS
YEAR 1
YEAR 2
YEAR 3
YEAR 4
YEAR 5








GROSS REVENUES
$16,633,288
$160,872,515
$225,221,521
$315,310,130
$441,434,182

TOTAL COST OF GOODS SOLD
$7,630,333
$47,186,225
$56,623,470
$67,948,164
$81,537,797








GROSS PROFIT
$9,002,955
$113,686,290
$168,598,051
$247,361,966
$359,896,385








TOTAL OPERATING EXPENSES
$5,526,758
$37,313,019
$44,775,623
$53,730,748
$64,476,897








NET PROFIT BEFORE TAXES
$3,476,197
$76,373,271
$123,822,428
$193,631,218
$295,419,488

It is clear that even a non-dominant player in this space will easily achieve revenues in excess of $5 billion per year

WHO NEEDS POCKETPASS?

· Internet content providers as well as publishers of legacy media such as newspapers, magazines, musical scores, cartoons, and reference books vitally need micropayments for the on-demand, hassle-free sale of individual articles or segments rather than requiring subscriptions or purchase of a whole, more expensive work by users.

· Teenagers without credit cards and who don't want mom and dad monitoring their every purchase with wallet systems.

· People who need anonymous payments. Purchases with the PocketPass would be totally anonymous form of payment for those who might want to order embarrassing products: a home HIV test, adult diapers, condoms but don't want them going on their credit card and/or are too embarrassed to face the cashier at the drug store. The same could be true for pregnancy tests, condoms  etc.

Similarly, micropayment systems are vital to expand the markets for:

· Web-based programmers who could cheaply charge for software utilities, Java applets, and per-play fees for online games.

· Online entertainment and service providers for video and audio streams and photos.

· Premium access to Web sites offering small per-minute charges for access to a faster server or higher-bandwidth.

· Content delivered to hand-held and palm-top devices where banner ads are not practical.

THE NEED IS EVEN GREATER TODAY

Content providers at every level desperately need a workable micropayment system now that the advertising model for content revenues is steadily collapsing. Banner advertising viewership and click-through rates are dropping (now about 0.5%as opposed to more than 1.0% just two years ago. Further, the emergence of advertising blocker software which keeps banner ads from being viewed is a lethal threat on online content revenues.

The Competition

The attached Competition Analysis grid (page 5) shows that of the nine companies compared, eight operate  wallet-based systems and the ninth. Trivnet, maintains a wallet-like system billed through ISPs.

The companies with whom PocketPass.Com competes are so profoundly similar, that the competitive analysis with PocketPass is most efficiently conducted by examining the common mechanisms. 

Wallets: The Fatal Flaw

"The number one issue isn't moving the money. It's not security either. The issue is how do we make it easy -- so easy that tens of millions of people can use these cash products?" -- CyberCash , ExecVP Bruce Wilson and chairman of the Electronic Funds Transfer Association.

For a consumer to acquire an Internet "wallet" requires that they open an account with a wallet company and then transfer funds into it, usually from a credit card, but sometimes as a wire transfer from an existing bank account. Since there is no universal wallet, the success of such systems requires consumers to gamble that the company from whom they buy a wallet will be accepted by the broadest range of vendors.  But fewer than 2,000 online vendors and content providers accept any micropayment system at all which means that the nine micropayment companies currently in existence each average fewer than 200 web sites apiece which accept their payments.

Mechanism:
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Qpass
Millicent
DigiCash
CyberCoin
NetBill
eCash
DoughNET
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Still in Business?

Start-up
Yes
alpha stage
no
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Start-up


Wallet strategies are doomed to failure and unlikely to attain universally accepted status because they are complicated, unwieldy, require consumers to divulge personal information, install complicated software on their PCs and disenfranchise the growing international market in which credit card penetration lags far behind the U.S. Further, wallet systems are a headache for vendors, complicated to install and maintain and are inefficient vehicles where administrative costs eat up a vast percentage of the total charge for content.

Significantly, one early wallet company, DigiCash, has gone out of business and another, the CyberCoin service of CyberCash is being phased out, both as a result of the inherent and fatal flaws in wallet-based systems.

Further, wallet systems are a headache to manage because of the complexity of security required when live credit card and banking information is passed over the web. And finally, the systems are expensive technical nightmares for content providers, the majority of whom do not have the technical prowess to grapple with wallet systems. On top of this, vendors such as Qpass charge content providers $25,000 to $50,000 to start up and then take  up to 30% of each transaction.  While start-up costs vary, wallet-based micropayment companies take 15% to 30% of the revenue.

PocketPass.Com's Advantages
Pre-paid cards offer the ultimate in hassle-free consumer simplicity and convenience because they are ubiquitous -- available at the checkout counters in every grocery, drug, gas station and convenience store, even vending machines.  They are a familiar product, which costs pennies to manufacture, and are available to every segment of the population including those without credit cards.  

The flexibility of the PocketPass will help drive early stage sales (before there is a critical mass of online acceptance) since consumers can always use them for discounted long distance.

HOW DOES POCKETPASS WORK?

PocketPass will be sold in standard denominations of $10, $20, $50 and $100.  Using a common database server operated by PocketPass.com, the pre-paid card could be used for long-distance in the conventional manner.  For Internet transactions, the user will enter the PocketPass serial number as the payment method.

To use the PocketPass, a person wanting to buy an article on books.com, for example, would only need to enter the serial number from the pre-paid card as the payment method.  The card number and amount available would be checked in the PocketPass.com database server and the debit made to the card. The user would have access to the content and the content provider (who registers automatically online for free) would get his micropayment minus our cut -- a sliding scale depending on the amount but in no case less than 10%.

After approval, the card account would be debited and the merchant/content provider’s account credited.  The card can be re-charged by a cash payment, check, or credit card.

A secure cookie system can further automate the convenience for users without compromising security or ease of maintenance for vendors.

DECREASED SECURITY CONCERNS

Security concerns and expenses are also vastly decreased with PocketPass since the amount at risk is a fixed, usually small ($10 or $20) amount. Larger denomination cards can be equipped with a password inkjet printed inside an opaque shrink-wrap.

Roll-Out Strategy
PocketPass.Com, in alliance with FiberNet, will simultaneously roll out two branded products: the PocketPass and the FiberNet telecard.

The PocketPass will be a full-value instrument and a multiple threat vehicle, good for: phone (local and  long-distance), Internet access, merchandise purchases, individual-to-individual transactions such as those in auctions and other personal exchanges.

The FiberNet telecard will be a standard, pre-paid telecard with a traditional three-tiered pricing system. The FiberNet telecard will be used both as a promotional market share builder and an entry into outlets which desire a traditionally structured card and which will not, initially, want to carry the PocketPass.

Why Start With E-Commerce?

The micropayment market is an emerging one whereas purchasing merchandise over the Internet (especially in auctions) has become established and offers more immediate income. 

In addition, while content providers are desperate for an easy workable micropayment plan and would accept the margins as we have described them in the original proposal, launching an interim product could create a perception that might damage our brand and impede the launch of the ultimate full-value product

The full-valued PocketPass will have the same immediate alternate phone use which assures people that they will always be able to use their cash in the launch period when it’s not widely accepted by Web merchants and content providers. PocketPass will build market share through aggressive long-distance rate pricing. For example, a $20 card (sold to the retail outlet for $19.00) will offer $0.08 per minute long-distance AND if the purchaser logs on to our web site and registers with us, the long distance rate will drop to $0.06 per minute. This method allows us to build a user base to which we can sell directly, thus increasing our margins.

How Does The FiberNet Telecard Work?
The ubiquity of the standard telecard and the marketing channels it provides cannot be ignored. In addition, PocketPass.Com wants to be the clearing house for and create a market in "Net Ready" telecards. This activity is made possible by our unique relationship with Fibernet -- through PocketPass.Com's co-founder Denoff who is also Chairman and CEO of FiberNet.

While our first sales priority will always be to place the full-value PocketPass in retail outlets, counter space considerations, competition and other factors mean there will be many outlets who will not want the PocketPass but who want to continue offering a traditional telecard.

The widespread retail network currently offering pre-paid telecards is also vital to our ultimate success because it offers a physical point of presence that makes it possible to transform anonymous hard currency into electronic cash without the use of credit cards or bank accounts.

Therefore, in order to build market presence and acquire customers in those areas, PocketPass.Com will offer a standard telecard (called for the sake of this discussion the FiberNet telecard) which we will market at just slightly over our costs: 5% as opposed to an average of 35%. That additional margin can be used by the retailer as a much higher margin, or the retailer can take part of the mark-up and pass some of the savings along to the purchaser. Significantly, this will nearly double the retailer's margin and thus offer a huge incentive to carry our telecard over the competitors. Thus it becomes a profit generating marketing device which quickly builds market share.

In addition, the huge anticipated increases in the amount of long-distance time sold will make for better quantity discounts on the long-distance purchased.

But the traditionally priced telecard has margin problems for both content providers and purchasers. Because of mark-ups, a content provider may get only 50% of the price charged. In addition, there are hundreds of telecard companies offering a bweildering variety of plans. One card may offer long distance at the equivalent of $0.45 per minute, another at $0.10 and many others in between. Thus, a content provider would be forced to accept a widely varying range of payments.

While content providers -- desperate as they are for a workable micropayment system --  might accept the variable payment system (with grumbling of course), consumers will not. To solve this, PocketPass.Com has created the Network Equivalent Time Unit (NET Unit), which is completely transparent to the consumer and allows a consistent payment scheme for content providers. 

Here's how NET Units work: When a telecard company contracts with PocketPass.Com to make their card net ready, they register the serial numbers of all their cards and the number of units/time they are charging.

Next, when a content or merchandise web site signs up with PocketPass.Com, they enter the price (cents, dollars etc.) they want to charge for a document or an item. That monetary price is stated on the site.

If a user wants to make a purchase with a NET-ready telecard, they enter their card number. The PocketPass clearing system then automatically converts the price into standard (Net Equivalent Time Units that correspond to the pricing structure of their telecard. All the potential customer sees is a read out of how many units they have on the card and how many units the content or merchandise costs. They can then decide to purchase the content or not.

Obviously, the gold standard will be the PocketPass which has more NET Units per dollar than all the others because the pricing structure makes it full value (almost).

For sure, NET-ready pre-paid phone cards (including the FiberNet promotional card) will be most suitable for content and micropayments...but using this system allows us to have a clearing house operation that could charge perhaps 1.5% to 2.0% of each of the transactions we clear. Plus PocketPass.Com can charge the merchant a rate lower than that of credit cards to make it an attractive payment option.

The promotional FiberNet telecard will also prominently offer: "10 FREE minutes" if the purchaser logs onto our web site and provides the information we need to market a PocketPass full-value card directly to them.

Because PocketPass.Com expects to make its profits from Internet transactions and long distance, we can cut our margins to a minimum and undercut the margins of traditional cards which make all their profits from phone service. Our strategy will probably cause a great deal of turmoil and price cutting in the industry which will, in turn, generate a great deal of publicity. If the program is extremely successful, it could drive smaller telecard competitors to seek alliances with us, thus facilitating the prospects for a roll-up operation. Obviously those alliances and potential roll-up provide increasing outlets for the full-value PocketPasses at the retail level.

Business and Marketing Strategy

PocketPass.Com intends to quickly gain market acceptance for its product by following a parallel strategy of major account sales to existing outlets of pre-paid telephone cards such as Southland (Seven-Eleven), Safeway and other retail outlets. At the same time, PocketPass.Com will build web site acceptance for its product by offering it to Web site operators with a generous discount structure. Web site operators who sell a PocketPass will make, on average, 40% of the face value.

This system will work in a manner similar to the various age verification services pioneered by adult web sites which reward the web site through which the original sale is made. PocketPass, however, is far better because it also rewards individual sites for actual payment for on-demand content purchases as well. 

The initial marketing and sales campaign will stress the dual use of the card: in the introductory phases of the campaign, communication will stress the freedom to use for long distance as well as for Internet content purchases, thus removing  consumers' fears that they will invest in a product that has no real use.

In addition to initial sales and marketing strategy, PocketPass will enthusiastically pursue strategic relationships with companies which can benefit from its functionality. Those include major content sites such as The New York Times or Internet.Com, investment sites such as TheStreet.Com, and (with our merchandise card, see below) auction sites such as eBay which need an easy online consumer-to-consumer payment system. The advantages are also apparent for Portal sites and even for a major closed site such as America Online.

Sales/Marketing Channels

Retail, convenience, food, drug stores, gas stations and other telecard outlets: Higher face values than normal telecards plus the marketing advantage of "Internet Ready" should give PocketPass an edge. For its full-value PocketPass, the company will focus on retail point of purchase sites which already have sophisticated electronic data transfer systems in place including: gas stations, check cashing facilities, chain convenience, drug and grocery stores. Of those potential outlets, the company will first target those that do not currently offer any sort of money order or electronic funds transfer system such as that offered by Western Union through Safeway and other outlets. Legitimate multi-level marketing organizations such as Amway would also be prime sales sources.

ISPs: Users can order cards, have them charged to their ISP account and have them delivered in the mail with the monthly bill. Anonymity is assured since the cards are shrink wrapped so that the account numbers cannot be observed.

Advertising and direct marketing Agencies: PocketPass will provide for agency commissions when used in advertising or direct marketing. The PocketPass could also be used as an effective direct marketing device to drive customers to a web site. PocketPass.Com could design a special discount or free-time coupon card for an e-tailer or content provider redeemable only on their site. Because of the inexpensive nature of the PocketPass, the cards can be reproduced by the tens or hundreds of thousands and mailed as inserts with bills, invoices, traditional direct mail pieces,  "tipped in" to magazines or handed out in stores, at meetings etc.

Convergence Internet Product Companies: Web-capable cell phones, palm computers and similar devices will steadily gain market share and present a challenge for premium content providers because the limited displays of these devices devastate the usefulness of banner advertising making micropayments the only way to pay for the content.

Traditional Media: Cable television and print content companies can mail PocketPasses (actually the account numbers can be printed on an existing bill or they can enclose a card of sticker) good for a limited preview of premium content on their Web sites.

Online Entertainment Producers: Record companies, video producers as well as their bricks and mortar retail outlets can sell cards designed to buy online video and music.

We will automate and simplify the software for the content provider with a step-by-step, fill-in-the-blanks HTML interface on our server that would automatically generate the customized cgi scripts that could then be uploaded to the content provider's 

server. 

FUTURE LINE EXTENSIONS AND OTHER OPPORTUNITIES
VoIP Billing

Significantly, the development of this system would offer a compelling billing model for (and give us a leg up) in the new and growing field of Internet telephone, also known as Voice Over IP (VoIP). The PocketPass card is also completely anonymous for those who pay cash. Those who take advantage of the credit card "recharge" of the account will have almost total anonymity since merchants who accept the PocketPass card have no online connection between the card number and their credit card account.

Smart Card Marketing

In reality, PocketPass is a fairly "dumb" pre-paid card, but the marketing channels that the company will open up for its sale, and the network of Web sites which offer its micropayment system will offer a prime channel for moving smart cards into the American market.

Telecard Roll-Up

The $10 billion pre-paid phone card market is one with hundreds of players and no clearly defined market leader. The PocketPass.Com "Internet Ready" phone card would offer immense competitive advantages to establishing leadership in this market. PocketPass.Com may also be able to gain market share for its micropayment customers very quickly by acquiring existing telecard companies.

The Online Money Order - Online Auction Solution

With only a slight variation, the PocketPass could also serve the online function as a traditional money order for sending cash to individuals. The sender would purchase a PocketPass and then log onto the PocketPass.Com server and send a secure message to the cash recipient who would include the card serial number as well as a password. The cash in that PocketPass would be frozen as soon as the message was sent. The recipient could then activate the PocketPass with the number and password and access the money. If the recipient chose not to use the card for Internet purchases, they could (for a small commission -- perhaps 1% or 2% of the total) log on to PocketPass.Com server, open a consumer account then transfer the money to their credit cards or bank account.

If the service proved popular, PocketPass.Com could set up a series of card redemption centers with its retailers allowing the cards to be redeemed for cash, thus allowing PocketPass to compete with traditional money orders.  The ability to transfer PocketPass cash from one individual to another would vastly facilitate transactions in the exploding online auction field.

Full Resumes of Key Management

Lewis Perdue

Founder, Co-Chairman

Wine Society of the World  (January 1998 - Current) 
Chief Technology Officer of this e-commerce site (http://www.winesociety.com) specializing in old, rare and hard-to fine wines. The site offers more rare wines for sale than any other Web site in the world and was developed at a fraction of the cost of comparable Web sites. Wine Society is a wholly owned subsidiary of Latshaw Enterprises, (OTCBB: LAEN).

TheStreet.Com (July 1998 - Current) 
Columnist and regular contributor covering e-commerce and wine.

Internet.Com (June 1999 - Current) 
"VC Watch" Columnist and regular contributor covering early stage Internet companies.
IdeaWorx Founder (July 1997 - Current) 
IdeaWorx is a Web content, development and consulting firm. It has developed and owns Wine Investment News, an online by-subscription, premium content investment site (http://www.wineinvestmentnews.com);  The Herring Inspector (co-founded with Bill Kendrick), a premium investment service allowing immediate, online comparisons of SEC filings with their amendments (http://www.herringinspector.com), ThrillerBooks.Com (under development - http://www.thrillerbooks.com), and SelfHealthy.Com (under development - http://www.selfhealthy.com). IdeaWorx clients include Allerderm Laboratories, Consolidated Capital of North America, Mills Valuation and Travel West Coast.

Author  (Ongoing) 
Author of 16 published books, five non-fiction (including two on technology) and 11 novels. Novel number 12 is slated for January 2000 hard-cover publication by St. Martin's Press. Latest non-fiction book, The Wrath of Grapes, (Avon) went on sale last month.
SmartWired, Inc., Founder, Chairman & CEO, (February 1996 - July 1997) 
SmartWired is an integrated print and Web information company serving wine consumers and the wine trade.

The company’s principal Web site (http://smartwine.com) was bootstrapped from existing print operations and became the world’s most frequently visited online wine site within six months. In addition, within a year the company became the second-largest wine information company in the world despite raising less than one-third of needed capital. Company consistently achieved projected income goals while incurring substantially lower-than-projected expenses.

This 28-person, $2 million company achieved its quick success through energetic management of expenses, tight coupling between print and Web operations, the creation of an extensive network of support Web domains and a user-centered Web strategy that places convenience and ease of use over plug-ins and other technological flash.

The company was sold to New World Wine Company (OTCBB: CORK). Since then many of Perdue's business models for the Web – viewed skeptically in the early days -- have been proven successful and are now widely used by many of the top online companies. Some of these include: multiple interlocking domains, a personalization technology superior to collaborative filtering called knowledge-based preference selection, integration of new and traditional media to enhance the growth of both, multiple server load sharing and others.

Wine Business Publications, Founder, Publisher, (February 1991- February 1996). 

Wine Business Publications was incorporated into SmartWired in February, 1996. Launched two publications (Wine Business Insider, 1991; Wine Business Monthly, 1994) brought each to profitability and market dominance within 14 months with less investment than projected.

Renaissance Communications, Founder (1986 - 1990)
Renaissance was a marketing and communications consulting firm specializing in telecommunications technology companies ranging from NEC to start-up and early stage companies such as Kalpana (now part of Cisco) and Lynx Real-Time Systems. Company sold in 1990. As a consultant, I helped launch Kalpana and Lynx, serving as their head of marketing from launch until after their first round of funding. Other clients included Dencom Systems, Strategic Mapping, Inc., Racore, Kaiser Investors, Univation.

Manning, Selvage & Lee, Managing Director (1985-1986)
Managed the Silicon Valley, Northern California and Pacific Northwest region for this large multinational communications consulting firm. Clients included mostly technology clients such as voice messaging company Genesis, 3M storage media division, Fujitsu, Telebit. Other clients included GE Credit, Upjohn Pharmacueticals, Proctor & Gamble.

Simon Public Relations (1984-1985)
Served as IT manager, in-house systems integrator and Account Supervisor for this technology marketing company. Among other technology clients, I developed and executed marketing and product introduction plans for eight divisions of Hewlett-Packard (including work stations, plotters, and instrumentation). 

Later managed the Silicon Valley, Northern California office. Other clients included Vitesse Semiconductors, Zilog, Softsel, AST.

Wines West (1984-1985)
Founder, CEO and Chairman, of this Los Angeles wine importer and distributor. 

Author/Screenwriter (1982-1984)
Wrote six  books, one non-fiction on technology and five novels. Two novels became bestsellers (The Delphi Betrayal, Queensgate Reckoning) and one (.357 Vigilante) was optioned by New World Pictures which contracted with me and a screenwriting partner to produce the screenplay.

University of California, Los Angeles (1979-1982)
Taught journalism on regular faculty and served as advisor to UCLA Daily Bruin. 

Dow Jones (1977-1979)
Founder of the Washington D.C. office of a chain of daily newspapers, the Ottaway Newspapers, owned by Dow Jones. Covered the White House, Capitol Hill, Supreme Court. 

U.S. Senator Thad Cochran (1974-1976)
News Secretary. First two books published, one novel, one non-fiction.

Mississippi Governor William Waller (1973-1974)
Director of the state department of Travel & Tourism, speechwriter and general political tool for state's first non-racist governor.

Ithaca Journal (1970-1973)
While a student at Cornell, I was also a full-time reporter, Ithaca (N.Y.) Journal, a Gannett Newspaper. 

Education
· B.S. , 1972, ( with distinction) Cornell University, communications, biophysics.

· A.S., 1970, (Summa cum laude), Corning College, biology.

Douglas Denoff

Founder, Co-Chairman

Fibernet.com

Dencom Systems, Inc.

CHAIRMAN  AND CEO

Mr. Denoff founded Dencom Systems, Inc. in 1981 and FIBERNET in 1992.  He has extensive experience in the telecommunications industry, both from a strategic level and a technical one.

Dencom Systems Inc. has been one of the leading providers of Digital Telephone systems in the western United States.  Dencom provides its customers with 1-hour emergency response 24 hours a day.  As part of the consulting approach to managing its customers needs, Dencom was often called upon to recommend long distance providers.  His customer’s dissatisfaction with available providers and the desire to provide a single point of contact for all services led Mr. Denoff to form FIBERNET in 1992.

FIBERNET is a nationwide carrier certified to provide long-distance service in most states.  It is also certified as a Competitive Local Exchange Carrier in California, with plans for other states as the market matures.  FIBERNET sells unified telecommunications service including PCS and paging services in selected markets.  All services are integrated into one easy-to-read bill.

Both companies will be merged under the FIBERNET corporate banner in 1999 as part of FIBERNET’s nationwide expansion.

Mr. Denoff believes strongly in highly functional computer software has developed the unique billing and management reports offered by FIBERNET and has designed nationwide networks and call centers for FIBERNET’s customers.  The Company plans to utilize the Internet to give its staff and customers access to account management, service and billing information using simple web interfaces.

The companies under his direction have been successful by focusing on a high level of attention to service and support; relieving the customer of the need to become a telecommunications expert. Mr. Denoff has been successful at finding unique market niches and growing a company around that market’s needs.

Mr. Denoff and FIBERNET are members of the Telecommunications Resellers Association (TRA), Caltel, ACTA and Comptel.

Prior to his career in telecommunications, Mr. Denoff was a producer of film and television programs.  He produced a two-hour motion picture for ABC television in 1980 and served as the associate producer of the classic television program, "Hawaii Five-O" from 1977-1979.

Mr. Denoff was born in New York City, currently resides in Santa Monica, California and plans to re-establish full time residence in New York City this year.  He attended UCLA with emphasis in English.  He enjoys cycling, sailing and collects classic cars.  He is a commercial pilot rated in single and multi- engine aircraft, including jets, and helicopters.  He received an Emmy award for flying the news helicopter which videotaped the beating of truck driver Reginald Denny at the start of the 1994 Los Angeles Riots.

Joshua Cohen

Chief Database Programmer

Mr. Cohen has a strong understanding of database programming and considerable

experience in the development/design of many database systems.  He has a strong

ability to understand the needs set forth by a given problem or those conveyed by lay 

persons and design a database which will suit those needs accordingly.

1/1998-Current   Department of Energy (Polestar Inc.)  Programmer/Analyst

Creation of a Multi-Faceted software package based on an Access Database for Nuclear Production Facilities Teardown  and waste disposal cost/quantity estimation/scenario optimization 

Visual Basic Programming to implement PDA application of Access

Creation of Differential Equations for analysis of  multi-variant data

Creation of Custom Reports in Crystal Reports/Access to create an easy to understand(Layman’s) output of findings.

VBA development of easy-to-use(GUI) Export Routines for Primavera P3 critical path scheduling software.

Back end mathematics done in fortran/C++

1/1999-4/1999                Boeing Inc.                   Sacramento,CA.

Programmer/Analyst

Responsible for the completion of an Access database project for technical publications to support the AWACS. 

Created several reports for output of data collections using Crystal Reports,  Access Reporting,  and Interleaf 

Wrote SQL statements for formatting of data to meet report specifications.

Developed import/data conversion routines for insertion of existing data into database.

Developed dynamic SQL statements in VB to facilitate a 0,1, or N standard for data handling.

9/1998 – 1/1999     UC Davis                           Davis, CA.

Programmer/Analyst

Database development in Visual Basic and Access utilizing Oracle datasources.

Used SQL*Net and SQL*Plus to obtain data from Oracle servers.

Developed Financial Reporting system in Access/Crystal Rpts for Pediatrics department to allow for ease of budget analysis

Maintained 22 NT servers and several client workstations, including MAC/PC and 95/98 NT.

Taught classes in Access forms/reports design, database development/ data normalization, advanced relational database structure..

Ensured proper configuration of middleware drivers for access to campus data warehouse.

Worked in client service environment.

11/1997 – 1/1999             RMT Engineering              Sacramento, CA.

MIS

Responsible for Administration and Maintenance of Cougar Mountain` Accounting software, NT Servers,  and Customer Service Workstations

Developed bar-coding repair tracking/information system for high volume repair facility,  using an SQL based architecture which will facilitate migration to  a SQL server as growth requires.

Developed time-and-motion analysis reports.

Developed Cougar Mountain interface routines in visual basic to provide invoicing/warranty information to business office.  

Currently maintain software, web site, and systems as needed.

1997-1998                       Sierra College                           Rocklin, CA.

Instructional Support 

Designed and Installed 10-BaseT Switched network

Management of IP address blocks / DHCP servers

Construction and Maintenance of NT servers and Linux Web Servers

Design of web sites

Technical Support for Science Department Faculty

Implementation of CCD imaging equipment for Observational Astronomy

System Security

1996-1997                     Commonwealth Computers     Sacramento,CA

Networking Specialist/Solutions Developer

On-site Maintenance of customer networks/servers/database software

Network Security Analysis (Penetration Testing/Internal Security Audits)

Custom application development in C++ including Accounting/Inventory system for instrument sales and remote data transfer daemon for educational information transfer from remote facilities.

Summary Of Qualifications

LAN/WAN designer/analyst: TCP/IP,IPX/SPX, Apple Talk,  LAT,  Routing(Xyplex)/Encapsulation,  Frame Relay and CSU/DSU operation

Two-way Radio Communications specialist, including antenna/repeater design and location.  Wireless data systems design.

Experienced in MAC/NT/Unix network integration

Experienced Web Master

Experienced Visual Basic Programmer/VBA developer/SQL Development

Experienced with Windows NT©  Server 4.0 and Novell 4 administration

Unix Administrator

Experience using ODBC to retrieve data from a variety of data sources, including Oracle, SQL Server, DBase, MySQL

Community Activities

President of Sierra College Science Club 1997-1998

Active Member of American Red Cross, Sacramento Sierra Chapter

American Radio Relay League Member

Society For Cable Television Engineers(SCTE)

Volunteer Experience

Communications Specialist with the American Red Cross,  Install and Maintain 2 Way radio Communications Equipment. Emergency installation of phone service for Emergency Operations Center(45 Telephone Lines) on a rush basis (1 Day)  with no existing infrastructure.  Set up an inventory system for cellular telephones and pager check out.  Liaison to both cellular and landline carriers to establish phone service on an urgent basis.  Developed a Vehicle maintenance database to track usage and print reports to alert fleet manager to required maintenance.   Developed a volunteer tracking system which allows tracking of all Volunteers and performs skill matching based on volunteer applications.  Developed/implemented WAN solution to allow information exchange over 12 county area.

Education
1994-1998                     Sierra College                                 Rocklin, CA

Computer Science

Educated in Visual Basic, C++, HTML Design, Access/SQL development, Novell/Windows NT administration, Unix (BSD/SysV) administration.

Microsoft Training

Attended Microsoft SQL server 7.0 Training session 10/98
Bill Kendrick

Web Technology Architect
Currently Wine Society Webmaster and Software  Developer
Previous Technology Experience: 
 Sterba Online, Head Programmer (February 1996 - July 1998).  Sterba Online is a regional (Sonoma County, CA) directory of businesses and websites. Starting as simply a "Yahoo!" for the North Bay Area, it has grown to also contain an extensive and  interactive Events Calendar, chat room, message board, and Real Audio "Jukebox" containing over 40 hours of music and  interviews with local North Bay bands.

Sonoma County Administration Center, Information Service Department, Sr. Programmer/Analyst (October 1997 - June 1998). Bill designed a FrontPage-based website to replace existing print and online (WANG terminal) versions of the Sonoma  County Sheriff's policy and procedure manuals. Once the policies were online and secure on the Administration Center's Intranet, training began to bring the Sheriff's department up to speed on viewing and editing the documents.

 SmartWired, Inc., Head Programmer (March 1996 - July 1997). SmartWired was an integrated print and Web information company serving wine consumers and the wine trade. The company's principal Web site was bootstrapped from existing print operations and became the world's most frequently visited online wine site within six months. Adding site interactivity was a key part of Bill's job: creating many search engines, automated forms, a wine matching system, games, a chat room, a message board, the first live and online Internet auction, and more.

 Education: 

B.S. (with distinction) Sonoma State University, Computer Science, May 1998.

Financial Statements & Projections

Attached
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