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1.0 Executive Summary

Kazakhstan, also spelled Kazakstan, is officially the Republic of Kazakhstan, a country that stretches over a vast expanse of northern and central Eurasia. A small portion of its territory west of the Ural River is located in eastern-most Europe. It has borders with Russia, the People’s Republic of China, and the Central Asian countries Kyrgyzstan, Uzbekistan and Turkmenistan, and has a coastline on the Caspian Sea. Kazakhstan was a republic of the former Soviet Union and is now a member of the Commonwealth of Independent States. It is the ninth-largest country in the world by area, but its semi-deserts (steppe) make it only the 62nd country in population, with approximately 6 persons per km² (15 per sq. mi.). Population in 2007 is estimated at 14,653,998 down from 16,464,464 in 1989.

.

Latest GNI Estimate:
GNI per capita (PPP) was US$ 8,318 for 2006, according to the World Bank.

Kazakhstan Land Size (Area):
Kazakhstan has 2,724,900 sq km - Population Density is 6 persons per sq km.

Internet Usage and Population Statistics:
	YEAR
	Users
	Population
	% Pen.
	GDP p.c.*
	Usage Source

	2000
	70,000
	14,841,900
	0.5 %
	US$ n/a
	ITU

	2005
	400,000
	14,711,068
	2.7 %
	US$ 2,930
	ITU

	2007
	1,247,000
	14,653,998
	8.5 %
	US$ 2,930
	ITU


Note: Per Capita GDP in US dollars, source: United Nations Department of Economic and Social Affairs.
Introduction
Alma-Aty CyberRoute is taking advantage of an opportunity to become a highly distinguished and recognized industry leader in the Broadband Wireless communications industry. It is the goal of our company to become established as the leading distributor of wireless communications services.

In order to achieve this goal, Alma-Aty CyberRoute critical success factors will be to identify emerging trends and integrate them into Alma-Aty CyberRoute operations, respond quickly to technology changes/be there early, provide high-quality services, continue to invest time and money in marketing and advertising, continue to expand into specialty markets, and stay ahead of the "technology curve."

The Company
Dr. Bahman Zolfagharpour initially formed the CyberRoute Company as a sole proprietorship in September 1986 in The Netherlands.  He capitalized on the growing wireless communications industry to create a niche market for its services and accessories. Through its research and development, CyberRoute and partners maintained a technological lead in the marketplace and provided the best quality care for the consumer. Today, revenue sources include a variety of phones, and a full range of accessories and services.

Alma-Aty CyberRoute has been established in Kazakstan in 2010.  

Alma-Aty CyberRoute has a world-class management team with direct knowledge of the industry, extensive research experience, and unique administrative skills. Its team includes Dr. Mohammad Komeily, Vice president; Dr. Mohammad Naghavi president; and Dr. Bahman Zolfagharpour. Together, they have a combined total of over 80 years experience in the Broadband Wireless and retail industries. In the future, Alma-Aty CyberRoute expects to require a highly qualified CTO, CFO, HR manager, additional customer service personnel, additional sales reps, and a public relations manager. Technical and managerial services are going to be provided by CyberRoute Helas and CyberRoute Europe.
The Services
The company has a developed mix of services targeting both businesses and consumers. At today's breakneck pace of business, companies need more ways than ever to keep in touch, and the easier the better.

Alma-Aty CyberRoute innovative product and service offerings provide the best advantages to customers, including sleek and innovative Broadband Wireless phone models, text and numeric paging, data capability, no roaming or landline connection charges, and much more.

The Market
The ten-year outlook in the wireless communications service is excellent. The number of new Broadband Wireless subscribers in the United States increased dramatically from 1992 to 1998, and 1999 saw continuation of that growth. The number of new subscribers exceeded a total of 55.3 million at 
the end of 2003 that figure reaching 80 million. The company plans to focus on three target markets that will provide us with the greatest market penetration. This includes the specialty business users, the general business users, and the personal users. We intend to offer service packages that are priced appropriately for each segment and will offer the services that best suit each segment's needs.

Alma-Aty CyberRoute' ongoing marketing strategy involves the company maintaining and expanding a broad base of clients in target territories, establishing alliances with product and services companies so that it can deliver high quality products, and invoking its own organization to bring these together and implement total solutions for customers. The company will move from the traditional product-focused strategy to a total-focus on customer ownership.

Over 1 Billion Global Broadband Subscribers by 2013 States New Study

(M2 PressWIRE Via Acquire Media NewsEdge) Dublin - Research and Markets(http://www.researchandmarkets.com/research/f486cc/global_broadband_s) has announced the addition of the "Global Broadband Subs Approach 600 Million" report to their offering.

IMPROVE OPERATIONAL EFFICIENCIES Learn more, download free white paper. 

DELIVER OPTIMAL SERVICE QUALITY Learn more, download free white paper. 

Adopt a Unified Approach to Address Convergence of IT and OSS White paper Learn more, download free white paper. 

BT Global Services achieves 100 percent availability with business service management solution. Learn more, download free white paper. 

Profitability and OSS Support: A Return on Investment Analysis of IBM Tivoli Netcool Learn more, download free white paper. 

Operational Business Intelligence: Providing decision-makers with up-to-date visibility into operations 

Global broadband subscribers continue to grow at a dizzying pace. During calendar year 2009, an average of 8.8 million new broadband subscribers signed up for service each month. By year-end 2009, In-Stat is projecting that the worldwide total of broadband service subscribers will reach 585 million.

The report provides historical subscriber data for broadband services and forecasts worldwide broadband subscribers through 2013. In addition, it provides regional subscriber forecasts for cable modem service, DSL service, mobile wireless broadband service, fixed wireless broadband service, and FTTH households. It also provides worldwide subscriber forecasts for satellite broadband service, broadband over powerline service, and other access technologies.



Find Solutions for Enterprises, SMBs & Service Providers at the INTERNET TELEPHONY Conference and EXPO West, October 4-6, 2010. Los Angeles, CA.
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Report Summary Global broadband subscribers continue to grow at a dizzying pace. During calendar year 2009, an average of 8.8 million new broadband subscribers signed up for service each month. By year-end 2009, the author is projecting that the worldwide total of broadband service subscribers will reach 585 million.

The primary market driver responsible for the growth of broadband subscribers continues to be the desire to access the Internet with a high-speed connection. The growing popularity of bandwidth-intensive applications, such as watching online video, using IP-based telephony services, and downloading music files, is directly spurring demand for higher-speed Internet connections.

This report covers the market for worldwide broadband services. It examines leading market drivers for broadband services and discusses the most widely available broadband access technologies.

The report provides historical subscriber data for broadband services and forecasts worldwide broadband subscribers through 2013. In addition, it provides regional subscriber forecasts for cable modem service, DSL service, mobile wireless broadband service, fixed wireless broadband service, and FTTH households. It also provides worldwide subscriber forecasts for satellite broadband service, broadband over powerline service, and other access technologies.

HIGHLIGHTS - As of December 2009, there were 578 million worldwide broadband subscribers, an increase of 99 million over the year-end 2008 subscriber total.

- DSL, mobile wireless, and cable modem service are the leading access technologies, providing 89% of worldwide broadband connections.

What Questions Does This Report Answer? - How big is the worldwide base of broadband subscribers/end-users? - What is the breakdown of broadband subscribers/end-users by access technology (DSL, mobile wireless, cable modem, FTTH, etc.)? - What is the segmentation by geographic region? - How big is the US base of broadband subscribers/end-users? - Why is demand for broadband services growing? - How will the market grow in the near-future? Consumer enthusiasm for broadband service continues unabated, reports this latest report. During calendar year 2009, an average of 8.8 million new broadband subscribers worldwide signed up for service each month. By 2013, the author forecasts that the number of global broadband subscribers will surpass 1 billion.

"The growing popularity of bandwidth-intensive applications, such as watching online video, using IP-based telephony services, and downloading music files, is spurring global demand for broadband Internet connections," says Mike Paxton, In-Stat analyst.

Recent research found the following: - As of December 2009, there were 578 million worldwide broadband subscribers, an increase of 99 million over the year-end 2008 subscriber total.

Financial Considerations
It is estimated that Alma-Aty CyberRoute will earn approximately € 5.7 million based on € 20 million in sales of products and services by year 2010. Alma-Aty CyberRoute is currently seeking funding in the amount of € 100,000,000 for the purpose of building the Alma-Aty CyberRoute Network to cover the whole province with more than 1,348,500 inhabitants, opening up additional retail locations, hiring additional staff, and effectively advertising and promoting its services. The center for Network Management and Billing & Customer Care is going to be scaled for the whole population of Kazakhstan with  15.8 million inhabitants. The gestation gap is 18 months. During such period the complete provincial wireless broadband network would be operational. However from year 2 the operational costs can be paid from the revenue. The return of capital (Loan) starts from year 3.

1.1 Objectives

Business Objectives
• Company growth.  

• Become established as the leading distributor of wireless communications services.  

• Increase the number of retail outlets.

Financial Objectives
• Increase revenue

Marketing Objectives
• Increase marketing efforts.  

• Expand market area.  

• Expand marketing reach.  

• Brand recognition.  

• Increase telemarketing efforts.

1.2 Mission

Alma-Aty CyberRoute is committed to continue high levels of customer service and selling Broadband Wireless and two way radio service through progressive retail locations and outside sales representatives.

Alma-Aty CyberRoute is striving to become the nation's leading distributor of Broadband Wireless service and accessories. Alma-Aty CyberRoute' vision capitalizes on technologically superior products and services and is designed to enhance business and personal communication.

1.3 Keys to Success

Timing is critical in business. Alma-Aty CyberRoute is taking advantage of an opportunity to become a highly distinguished and recognized industry leader because of certain key advantages:

• The management team has a unique combination of business knowledge and experience in this market.  

• Alma-Aty CyberRoute has combined its expertise to offer services for every type of customer in this credit-sensitive industry.  

• Alma-Aty CyberRoute has established partnering relationships with leading companies in the industry and customers.

Alma-Aty CyberRoute critical success factors include funding, marketing, quality sales professionals, good management, aggressive branding, increasing reach, affiliating with the right partners, being specific to the needs of businesses and the public, competitive intelligence, appropriate use of technology, and remaining dynamic to keep pace with evolving wireless communications business strategies.

2.0 Company Summary

Alma-Aty CyberRoute is one of the Branches of CyberRoute,  leaders in the field of wireless communications and ICT value added services.

Alma-Aty CyberRoute is a distributor of several Tear 1 provider services. The company has been formed formed for the purpose of selling and distributing wireless communications services. Alma-Aty CyberRoute carries the latest in wireless technology from two of the major wireless companies in the industry.

The company's management philosophy is based on responsibility and mutual respect. Alma-Aty CyberRoute maintains an environment and structure that encourages productivity and respect for customers and fellow employees. Additionally, the environment encourages employees to have fun by allowing creative independence and providing challenges that are realistic and rewarding.

3.0 Services

The company has a developed mix of services targeting both businesses and consumers. At today's breakneck pace of business, companies need more ways than ever to keep in touch, and the easier the better.

Alma-Aty CyberRoute innovative product and service offerings provide the following advantages to customers.

• A full range of sleek, modern handsets to choose from.  

• Text and numeric paging.  

• Data capability.  

• A full range of features.  

• A national network.  

• No roaming or landline connection charges.  

• One-second rounding after the first minute.

4.0 Market Analysis Summary

Alma-Aty CyberRoute continues to conduct industry analysis to stay current on the nature and dynamics of the industry. This process helps management develop insight and devise sustainable business and marketing strategies to assure future success and avoid making decisions based on blind assumptions. Alma-Aty CyberRoute' business model was developed under two areas of knowledge: understanding the industry, and by having worked for and observed successful companies (and their business models) in the wireless communications services industry.

International Data Corporation (IDC) estimates that the number of small businesses engaged in e-commerce will increase 47.1% annually, from 400,000 at the end of 1998 to almost 15 million at the end of the year 2005, signaling the broad adoption of the Internet by these small enterprises. The widespread adoption of the Internet as a purchasing vehicle has created a wealth of opportunities for businesses that offer products and services to small businesses and consumers. Simultaneously, it has given both small businesses and consumers a wider variety of products from which to choose at competitive prices.

4.1 Market Segmentation

According to the Broadband Wireless Telecommunications Industry Association, industry investment grew to €46 billion in 1997, up over 41% from 1996. Dataquest estimates that the average annual revenue per subscriber for PCS was €576 in 1997, with total revenue for 1997 at €1.03 billion, over 3% of the combined total for Broadband Wireless and PCS.

On average, however, it is projected that PCS subscribers will account for 40-45% of subscribers and about half of total service revenues by 2005.

Table:  Market Analysis

	
	
	
	
	
	
	
	

	Market Analysis
	 
	 
	 
	 
	 
	 
	

	 
	 
	2010
	2011
	2012
	2013
	2014
	

	Potential Customers
	Growth
	 
	 
	 
	 
	 
	

	Specialty Business Users
	25%
	22000 
	27500 
	34375 
	42969 
	53711 
	

	General Business Users
	15%
	65000 
	74750 
	85963 
	98857 
	113685 
	

	Personnel Users- Alma-Aty CyberRoute Province Gov.
	20%
	59800 
	71760 
	86112 
	103334 
	124001 
	

	Total
	 
	146800 
	174010 
	206450 
	245160 
	291398 
	


4.2 Target Market Segment Strategy

Alma-Aty CyberRoute sources of revenue are derived from the sale of wireless communications services to businesses and consumers, the sale of accessories, and co-brands (revenue sharing). In comparison to other start-up companies of recent years, Alma-Aty CyberRoute has done very well.

4.3 Competition and Buying Patterns

Effective competitive strategies are built upon understanding what defines and determines if another company is a competitor. Alma-Aty CyberRoute does not believe that all Broadband Wireless and two-way radio service firms compete with it because many of these do not provide the array of services that it provides. The number of companies selling Broadband Wireless services continues to grow and each competes for a share of the market. This translates into escalating advertising costs especially with larger and established companies. This trend is expected to continue and intensify over the coming years.

Alma-Aty CyberRoute outline for competitive strategy includes monitoring competitors for innovative changes, devising responsive and timely strategies, contingency and implementation plans, devising marketing strategies, compare pricing by rivals, and remain always watchful of technology developments and innovation by service providers, and respond accordingly.

5.0 Marketing Strategy

Alma-Aty CyberRoute is going to develop its sales and marketing strategy by analyzing its own internal strengths and then analyzing current market conditions. This process help Alma-Aty CyberRoute create its marketing and sales strategy to leverage its competitive advantages with a unique marketing strategy, thus establishing it as the nation's leading wireless communications service provider for businesses and consumers.

The company will create momentum through critical mass and brand recognition. Alma-Aty CyberRoute will monitor the effectiveness of its marketing efforts in order to determine the advertising return on investment and the commerce generated from the various channels.

Alma-Aty CyberRoute ongoing marketing strategy involves the company maintaining and expanding a broad base of clients in target territories, establishing alliances with product and services companies so that it can deliver high-quality products, and invoking its own organization to bring these together and implement total solutions for customers. The company will move from the traditional product-focused strategy to a total-focus on customer ownership.

The overall marketing plan for Alma-Aty CyberRoute service is based on the following fundamentals:

• The segment of the market(s) planned to reach.  

• Distribution channels planned to be used to reach market segments: retail outlets, sales representatives, and telemarketing.  

• Share of the market expected to capture over a fixed period of time.

Our year 2011 marketing goals include the following:

• Capture 25% market share of businesses in Alma-Aty CyberRoute.  

• Capture 15% market share of consumers in Alma-Aty CyberRoute market areas.  

• Develop market share for Base stations and CPE and equipment.  

• Educate businesses and consumers about services provided.  

• Substantially increase sales over 2010 levels.  

• Position the company as the number one provider of ICT €solutions.  

• Make a major branding effort emphasizing Alma-Aty CyberRoute name and array of services.  

• Initiate new marketing program with a budget of €240,000.  

• Create new collateral marketing materials (brochures, radio ads, video).  

• Media placements including magazine, TV, radio, Internet, print, and banner advertising.  

• Expand product and service offerings.  

• Provide sales reps with free demo systems.

5.1 Competitive Edge

Activities contributing to company success include identifying emerging trends and integrate them into Alma-Aty CyberRoute operations, respond quickly to technology changes/be there early, provide high-quality services, continue to invest time and money in marketing and advertising, continue to expand into specialty markets, and stay ahead of the "technology curve."

Our future is highly dependent upon measuring resources we need in order to execute our plans and be competitive. Our method includes qualitative and/or quantitative measurements of competition and by estimating our own company growth, sales, and cash flows.

Our resources are also measured in terms of people, equipment, financial, and critique to see if the resources fit are adequate for the situation. Resources are available as needed to meet the technology curve. In general our strengths include business management, accounting and finance, knowledge of the wireless communications services industry, and experience in running successful businesses in the past.

Alma-Aty CyberRoute prides itself on its high-quality customer service. Although excellent customer service is expected, not all provide this. Alma-Aty CyberRoute is available at all times for customer orders and inquiries.

6.0 Financial Plan

The attached spreadsheet sections outline the financial plan for CyberRoute-Alma-Aty CyberRoute.

6.1 Projected Cash Flow

The attached spreadsheet table and chart shows the projected cash flow of CyberRoute- Alma-Aty CyberRoute.

7. Timescales

Presently CyberRoute has established an iDirect Satellite Hub Station in Lessive ((Belgium) and is able to deliver services to the clients without any delay. Satellite communications services of CyberRoute has been built during the last 10 years and is providing services to more than  1,300 corporations in Europe and The Middle East In order to complete the development of wireless Network, ready for final launch, an estimated elapsed period of 8 months will be required. 

In parallel, the business functions will be put in place .The business start up cycle is a similar period of elapsed time i.e. 6 months: it involves setting up offices, hiring staff, integrating a technical infrastructure in order to deliver and support the service, creating a marketing position, and the initial sales activities surrounding the launch of a product of this nature.

8. Investment required and timing of funds

In order to bring this business opportunity to fruition a total investment of  Euro 30m is required over a period of 18 months.  The initial draw down over the first quarter is approximately Euro 8,000,000 and the rest for the next three quarters. It is expected those eight months before this point the business will become revenue earning, as the service will be in delivery.  In total 600 Base Stations (BS) will be built to cover access whole of Alma-Aty CyberRoute Province. The location of these BSs would be in a location chosen to be near to potential subscribers.
9.    Investors Equity

The founders believe that Alma-Aty CyberRoute Broadband Wireless Network has the potential to be an extremely attractive proposition. It will be positioned as a telecoms services company in the several different market places: Business services, Financial information services, Recreational/leisure. In addition the founders believe from their research that the revenue and profit opportunities are very exciting and would therefore expect higher than average valuations. In addition Alma-Aty CyberRoute Broadband Wireless Network is B2B business, which is accepted as the next major wave of Internet interest. More important than its internet aspect, however, is the fact that it is a service which enhances and makes cheaper, the use of the telephone as a communications tool. As a result we believe that the company will attract good valuations supported by a sensible revenue and profit position. Investors will therefore be offered common stock of the company in return for the required funding and provision of infrastructure. Because of the business plan, there is the opportunity for franchise revenue from different countries, as well as for multiple IPO opportunities from different countries.

 10.
Investors Position in the company

The founders would wish the investor to take an active part in the company’s development. It would be seen as a distinct advantage if the Investors would participate at board level and possibly provide a Chairman with some standing. It is believed that this participation would greatly enhance the company’s opportunity to develop and to enhance its position upon flotation.

11.
Exit Strategy

The founders of the company believe that the correct exit strategy is an early flotation of the business. The markets have recently shown that cost reducing technology businesses with the right make up and a compelling story will achieve satisfactory results on flotation. At flotation, the company will already have achieved reasonable revenue figures, as well as actual or near profitability (depending on the timing. Alma-Aty CyberRoute Broadband Wireless Network should be a very attractive proposition to the market, as it should cover all of the requirements. It is a Telecom service and Internet business, it is Business to Business  (B2B) it is in several different market places including the financial services market place and it also is capable of showing a very rapid growth in turnover and profits. 

It is the intention of the founders to float the business at the appropriate time, which we believe is likely to be some 36 months after the business “ goes live “.

There is however one other scenario which could change the exit plans, and that is that one of the major players (or one of our distribution partners) in the market could well decide that Alma-Aty CyberRoute Broadband Wireless Network was a very attractive vehicle and would therefore look for a “ trade “ purchase. If the price were right then this too would be an acceptable exit.
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