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s ey - cribes hows this telec
provider is making its name by taking on one of the
industry’s most challenging projects.

_Globecomm Systems

Natlon

hen war tormn Afghanbtan began
searching for an organization
O construct its government com-

munications network in 2004—a system critical
to the country’s first national elections in 33
years—it bypassed multi-national stalwarts

such as General Dynamics, MCI, and Alcatel
for a little-known company headquartered in
Hauppauge, NY—Globecomm systems.

Globecomm founder and CEO David Hershberg
knew the job was akin to an audition. If the
200-person company hit the high notes and
overcame the daunting obstacles in Afghanistan
(the non-existence of basic infrastructure, the
lack of trained local labor, and the delicate yet
essential relationships with provincial warlords),
it would win a prominent role in the growing
worldwide market for satellite communications.

“We knew it would be a battle,” Hershberg said.
“And we knew what was at stake. But we're
experts in our field, and building [P over satellite
networks falls right into our sweet spot. We were
confident we could do the job.”

Globecomm not only linked 40 government
offices in Kabul and 34 provincial capitals on
time and on a budget 40% below the next lowest
competitive bid, nine cities were up and running
ahead of schedule. And on September 18, 2005,
Afghanistan held its historic parliamentary and
provincial council elections.
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Red to black

But when the bubble burst in early 2000,
Globecomm found itself overextended and with
an annual deficit of nearly $20 million. “Everyone
was euphoric about the Internet, and everyone
thought it would be a huge business,” Hershberg
said. “The idea was to build up our business with
investments in Internet infrastructure and the
satellire space segment and then go public. But
when the bubble burst, we couldn’t do that.”

To get the company back into the black, the
chief executive bought out costly long-term
leases and began focusing on winning good
contracts, especially in the government and
military sectors where satellite communications
are in high demand. According to Hershberg,
Globecomm went from 10% of its business
being with the government to more than 40%.

And with the experience it gained from its early
foray into providing Intemnet services to develop-
ing countries, Globecomm was well positioned
when the World Bank called for bids to create

a government communications network in
Afghanistan. The company had been scouting for
opportunities in the country since the war ended
in 2002, and it was well aware of the unique chal-
lenges any projects in the region would pose

Going local
Globecomm was able make the low bid the
World Bank and the Afghanistan Ministry of
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