Positioning to Win Federal Business

Survey Results Summary
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2009 Government Contractor Study Methodology

e Five 45-minute, in-depth telephone interviews were conducted with key
corporate, business development, and marketing decision makers.

e An online survey of 228 decision makers and influencers from companies
serving the federal government was completed from February 24 — March
9, 20009.

e Survey invitations were extended to Washington Technology subscribers,
and Market Connections’ house lists.

MARKET CONNECTIONS, INC.



Respondent Profile
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Key Business Activities and Job Functio

Systems Integration
Systems/Software Development
Professional/Business Services

Network Integration

Consulting, Business Process
Management, Financial Services

Aerospace/Defense Integration
Communications Integration
VAR (Value Added Reseller)

OEM-Manufacturer Integration
Distribution/Aggregation

Other
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Key Business Activities

59%

52%
49%

£

0%

20% 40% 60%

Note: Multiple responses provided

W

Senior Executive/Corporate
Management

Business Development/Sales
Marketing Management
Program/Project Management

Technical Management

Systems Analyst/Programming
/Engineering Management

Teaming/Procurement/Alliance
Capture Management

Other

Source: 2009 Government Contractor Study

Job Functions

44%

3%

2%

2%
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Less than $1 M

$1Mto $9.9 M

$10 M to $99.9 M

$100 M to $999.9 M

More than $1 B

2008 US Revenue
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0%
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10%

20%

30%

40%

<500

500 to 999

1,000 to 4,999

5,000 to 9,999

10,000+
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2008 US Revenue and Organization Size

Number of Employees

1

0% 20% 40% 60%
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Business Climate
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2008 Win Rates

Re-compete Win Rates 520

40%

30%

20%

10%

0%
Less than 20% 21% - 40% 41% - 75% More than 75%

New Bid Win Rates
41%

40%

30%

20%

10%

0%

Less than 20% 21% - 40% 41% - 75% More than 75%
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2009 Revenue Growth Estimate

Estimated Growth for 2009 Revenues

40% -
31%

30%

20%

10%

0%

Decrease No 1-5% 6-10% 11-15% 16-20% More
Growth than 20%
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Bid Activity Increasing In 2009

B Lower Win Rates ® Higher Win Rates

Decrease .
11% Remain

the same

18%

Increase

Decrease

Remain the same

Increase ! ' ' ' ' '
71% 0% 20% 40% 60% 80% 100%
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Structure of Business Development Fun

Structure of Organizations with
Divisions/Business Units
Fully

decentralized
34%

Only back-
office
functions are
centralized
29%
Fully
centralized
37%

Federal Business Organization

Hybrid/
Combination
34%

By agency/
agency type
37%

By solution
area
29%
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Number of Business Development/
Sales Employees

None

0
1to5 0%

6to 10

11 to 15

16+

0% 20% 40% 60%
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Information Sharing and Mec‘t

Business Opportunities Over Next 12 Months

Top 10 Business Opportunities

Information Sharing 36%

Cybersecurity 36%
Healthcare IT

Legacy System Modernization
Enterprise Architecture

Continuity of Operations

Interoperable Capabilities

Training and Simulation

Cloud Computing/ Software as a
Service

21%

20%

Surveillance IT

0% 10% 20% 30% 40%
Note: Multiple responses provided 12
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Changes in Strategy/lnitiatMith e
Administration Top Challenge Over Next 12 Mo

“Clearly with the new
administration there’s new
strategy and new initiatives.
| think there’s going to be
new emphasis and new
interest in different things.”

“Another big challenge for
us will be rapidly adapting to
where the US Government
IS going, from a

Higher
Win Rates

-
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procurement perspective.”

Changes in agency strategy/initiatives
with the new administration

Top 10 Challenges

Achieving growth in a sluggish and
uncertain economy

Leveraging existing solutions into new
markets/agencies

Attracting/retaining talented employees

Loss of key agency relationships with
the attrition of current employees

Lack of bid/proposal support

Reducing costs of service delivery

Changes to the contracting
process/scrutiny of vendors

[ Aligning and adapting internal

capabilities to agency requirements]

Getting security clearance for staff

— BD/Sales
Personnel

58%
25%
24%
0% 20% 40% 60%

Note: Multiple responses provided 13
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Mixed Expectations for New Administration’s
Effect on Contract Opportunities in Next 12 Mon{h;s_:

“l would say for the next 12-18 months it’'s going to be a time of great confusion, figuring
out what works and what doesn’t from the last administration and getting changes made.”

® Higher Win Rates m | ower Win Rates

o
R
>

70% -
60% -
50% -

40% - 30%
i 24%
30% - 17%

20% -
10% -

0% . ; ;
More obstacles No effect More opportunities

%

14%
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More Civilian Contracts with Hiq#ier‘allg:i;m

Defense Contracts Expected to Decrease

Number of Contracts in 2009

m Civilian m Defense ® [ntelligence
_ 58%
60%
— Higher
40% Win Rates
20% Lower
0 — Win Rates
0%
More Less Same
$ Value of Contracts in 2009
59% E Civilian m Defense ® ntelligence
0 —~ 0,
60% 48% 43%
40% -
20% -
0% -

More Less Same
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Business Capture and Marketing
Best Practices

MARKET CONNECTIONS, INC.

16



Capture Management Ste|

Steps Taken in Capture Process '-O\I/?\letr Win
ates

Higher Win
Rates

Early opportunity assessment to
understand requirement

7% -

Decision gate reviews

Capture team development 63% -

Documented capture plan

Frequent review of capture plan and

- 55%
win strategy

17%

Share key elements of capture plan
with customer

Creation of proposal development 63% -
plan that includes roadmap

Ensure win themes/discriminators 67% 58%
are communicated

83%

Review proposal deliverables

Color team reviews 42%

73%

56%

Evaluate proposal lessons learned

81%

I
Steps for the capture process are listed 80
: %)
chronological order.

20% 40% 60% 80% 100%

Note: Multiple responses provided
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Bid/Proposal Budget as a Percentage of Re

Bid/Proposal Budget as
a % of Revenue

11%-20%
15%

More than 20%
13%

5%-10%
30%

Less than 5%
42%
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Majority Anticipate Bid/Proposal Budget InCreases;
Marketing Budget to Decrease for 1 in 5 Contractors

Anticipated Budget Changes Over Next 12 Months
®m Marketing Budget Changes m Bid/Proposal Budget Changes
59%

60% -

40% -

20% -

0% -

Increase Stay the same Decrease
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Company Websites, Tradeshows/Conferences, and
Direct Selling Used Most in 2008

Marketing Tools Used in 2008 Lower Win Higher Win
Rates Rates

Company Website A 0%/
Tradeshows and Conferences [N o
Direct Selling kv
White Papers [N 7 1 o/
Facilitating Peer-to-Peer A o
Public Relations [ - o
Community Service Y - 0, ] ]
Advertising - Print A - 1 o 39% 61%
Holding In-person Events A 52
E-mail Campaigns A /50
Advertising - Online N /1
Webinars D 36
Direct Mail Campaigns A
Blogs 0
Podcasts D 16%
Networking/Building Relationships l co
Radio 3%

0% 20% 40% 60% 80%  100%

Note: Multiple responses provided 20

67% 22%
52% 31%
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More Than Half of Conter‘l .

Direct Selling, Use of Company Websites, an
White Papers

Change in Use of Marketing Tools in 2009
® Increase ® Stay the same ® Decrease

Direct Selling

Company Website
White Papers
Facilitating Peer-to-Peer
Webinars

Email Campaigns

Holding In-person Events

0% 20% 40% 60% 80% 100%
— Higher _ Lower
Win Rates — Win Rates
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Plans Mixed for Use of I'ragesHow&o
and Print Advertising

Change in Use of Marketing Tools in 2009
H Increase m Stay the same ® Decrease

Public Relations

Blogs

Advertising - Online
Tradeshows and Conferences
Community Service

Podcasts

Advertising - Print

Direct Mail Campaigns

0% 20% 40% 60% 80% 100%

— Higher _  Lower
Win Rates — Win Rates
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Strategies for Continued Success
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Successful Contractors Share Plans to Improve
Capture Processes

New Partners/Expanded
. o . Targets
Developing New/Maintaining Existing
Relationships “Extend into more contract

) , , L vehicles and relationships.”
“Better relationships with existing and new

clients.”

Focusing Efforts Earlier More Rigorous Bid Selection

in BD Process
“Focus our best resources [on]
“Put more emphasis on the fewer, very large bids.”

early capture process.”

Coordinating/Collaborating

Internally and with Partners Reviewing and Improving

. .. Processes
Close coordination of Account,

Capture/BD and Solutions

. ” “Having an outside party evaluate our
Organizations.

processes to ensure we are effective
in all areas. ”

24
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Successful Contractors Share Plans to Position for
Success In the Next 3-5 Years

Maintaining/Building Client Relationships

“Continued in-person interaction with current and HEGLETE Eel ErEmelng

potential customers... “Market [our] technology strengths and

s ; . innovative, cost effective solutions.”
Client Satisfaction.
“Direct marketing to customers”

“Developing and executing a well designed
marketing plan for the federal space...”

Hiring/Retaining Qualified Personnel

“Recruiting and retaining knowledgeable

managers to market to targeted agencies.” Diversifying/Expanding Offerings
“...strategic hires.” “Move into new service areas... ”
“Diversification...”

25
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What Questions Do You Have?

MARKET CONNECTIONS, INC.
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Panel Discussion

R W

Lisa Dezzutti, President, Market Connections, Inc. Moderator

Bob Clerman, Corporate Vice President, Noblis

Lee Cooper, Vice President of Business Development, Raytheon

William C. Hoover, President & CEO, AMERICAN SYSTEMS

Tricia Iveson, Vice President of Business Development, Vistronix

Nick Wakeman, Editor-in-Chief, Washington Technology
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MARKET CONNECTIONS, INC.

Market Connections, Inc

14555 Avion Parkway, Suite 125

Chantilly, VA 20151
703.378.2025

www.marketconnectionsinc.com
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