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TWST: May we start with a general overview and an
overview of Megadata’s services and solutions?

Mr. Barry: Megadata offers airlines, airports and corporate
aviation, including fixed base operators (FBOs) and corporate flight
departments, software solutions that provide unique information, not
otherwise available, relating to critical decision areas.

We provide services to over 45 airports, including eight of
the top 10, to dozens of airlines, including seven of the top 10, and
to a wide audience of FBOs as well as corporate flight departments,
including some of the largest in the world.

We have a national and international database primarily
powered by a network of company-owned passive radars. Our PAS-
SUR radar network covers 43 of the top 50 US airports and over 110
airports throughout the world.

Today, aviation organizations have a major need for the
right information at the right time to make important decisions. The
situation in the aviation industry is analogous to what once prevailed
in the financial services industry when the only information available
to participants in the industry included disparate, competing sources
of data, little or no “decision support”, and masses of uncorrelated
data. Until Bloomberg and others provided a solution, it was often
very difficult to access the key information needed to make impor-

tant decisions. The fully integrated information we’ve come to ex-

pect in the financial markets is sorely lacking in the aviation indus-
try, and it’s costing the industry billions.

The following are examples of problems we help solve for
our customers: When is the plane really going to land? How can five
more planes land at the airport in the next hour without disrupting the
schedule for others? How can unnecessary diversions be avoided (air-
lines lose tens of thousands of dollars and passengers’ schedules are
disrupted when planes are diverted)? When should runways be plowed
to cause the least possible disruption? How can landing fees charged
to an airline be reduced? And the converse, is there a way to automate
the collection of landing fees for airports, now a very manual, expen-
sive process, and also identify customers that are underpaying their
fees? Which customers should FBOs contact when trying to increase
fuel and service sales; and what price should be charged for fuel? The
list above includes just some of the many problems we help solve.

TWST: What were your customers doing before your
solutions?

Mr. Barry: Before our systems were available, the aviation
industry either spent too much money on complicated systems pow-
ered by inadequate data, or used inexpensive systems powered by in-
formation that was available to anybody in the public domain. With
our solutions, the aviation industry doesn’t need to overpay or settle

for inaccurate or delayed information.
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We don’t sell technology, we provide solutions driven by in-
novative technology that have a major impact on our customers. It’s
important to note that we continually deliver more solutions, higher up
the value-added chain, as additional customer problems are identified.

TWST: How is the information accumulated, compiled
into a database and delivered to your customers?

Mr. Barry: Our information comes both from our domes-
tic and international passive radar network, from other aviation data-
bases, from partner companies and from customers themselves. All
of this information is consolidated in our facility on Long Island. In
summary, we are taking live information from our customers, inte-
grating it with our real time database and providing the customer
with a one-of-a-kind Web-hosted solution.

TWST: Does Megadata have exclusive rights to this
information?

Mr. Barry: Yes, we have exclusive rights to our technol-
ogy, with five basic patents and 18 pending patents. We file approx-
imately five new patents each year.

TWST: Do you have a sense of the market size that you
are addressing?

Mr. Barry: We believe the size of the market for aviation

information is at least $6 billion.
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new aviation markets, like FBOs and corporate aviation, which are
less susceptible to the ups and downs of the business cycle. In addi-
tion, airports are generally not as cyclical as airlines. As long as we
continue to listen to our customers, deliver on their requirements and
continue to exceed their expectations, we believe the outlook for our
business will be good and the company will be increasingly less im-
pacted by economic cycles.

TWST: Some of your competitors are big companies.
How do you keep your edge?

Mr. Barry: Surprisingly, big companies do not currently
offer the same products and services we offer. We are also very sen-
sitive to our customers needs. We listen, we’re nimble and we’re fo-
cused. We can react very quickly with a very talented technical and
marketing team, and our sales group can get the product to market
quickly. Not many big companies can do the same.

TWST: How do you view the landscape of future op-
portunities, and what are the essential elements of your strategy
to capitalize on them?

Mr. Barry: First, our mission and the key element of our
business strategy is to listen to and deliver greater value to our large
customer base to fulfill their needs. Also, we’re continuing to expand

sales to new customers in the same markets. Finally, as I’ve men-

“Megadata offers airlines, airports and corporate aviation, including fixed
base operators (FBOs) and corporate flight departments, software solutions
that provide unique information, not otherwise available, relating to critical
decision areas. We provide services to over 45 airports, including eight of

the top 10.”

TWST: The airlines are enjoying a good recovery from the
lows of 9/11. Has your company also benefited from this upturn?

Mr. Barry: Airlines increased their business with us after
9/11 because they recognize we save them money and provide them
with vital information they couldn’t get any other way. Yes, we’re
experiencing the benefits of airlines investing today in operational
improvements as a result of their improved financial resources.
Please remember that our continued focus is on products that im-
prove the economic condition of our customers. Improved profitabil-
ity and quick payouts on new investments are always important.

TWST: How will you maintain this momentum, given
the cyclical nature of your customer base?

Mr. Barry: As we develop new products that impact the

economic welfare of our existing customers, we are also moving into

tioned, almost any aviation organization — or any organization that
serves aviation — has a need for timely, accurate information pre-
sented in an understandable, meaningful way. We’ll continue our ex-
pansion into other market segments where their economic well-being
can be improved with our products.

TWST: Given the strong global economy, do you see po-
tential outside of the US?

Mr. Barry: Yes, recent changes in market demand, com-
pany software and hardware innovations have made the international
market much more attractive. We’re already international with sys-
tems in Amsterdam; Narita, Japan; Toronto; and Vancouver. We are
moving quickly down this path.

TWST: What might be the roadblocks or challenges for
further success?
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Mr. Barry: Our biggest threats are complacency and cur-
rent business practices within our market segments. Many aviation
organizations have just never imagined that our type of solutions
could be available, and sometimes it takes time for them to realize
that the information they need is really available.

TWST: Do you have the management team in place to
accomplish your goals?

Mr. Barry: Yes, good people are everything to a company.
We have a talented group and we’re always looking for more, tal-
ented, smart people who want to be part of an exciting, meaningful
business opportunity.

TWST: You reported a profit in your last quarter and
expressed satisfaction with the results. What can you share with
us about future expectations?

Mr. Barry: We are pleased with our momentum, but still
have a long way to go. Megadata has recorded eight straight quarters
of EBITDA growth as well as profits in the last fiscal year and in the
first quarter of the current year. Sales have grown for six consecutive
years. We believe we’re well positioned going forward and are opti-
mistic about the future.

TWST: Looking into the near future, do you expect any
major changes in the structure of your balance sheet?

Mr. Barry: We're thankful that our major investor, who
owns over 65% of the company and is also our Chairman, is opti-
mistic about Megadata’s future and his support allows us to continue
to focus on the customer and performance.

TWST: Are the company’s investors frustrated with
the sideways movement since the September spike of your stock
price last year?
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Mr. Barry: Our emphasis is on providing long-term value
to our shareholders. We don’t focus on day-to-day fluctuations in the
stock price. We expect our long-term investors are probably very
pleased with our stock price increase from several months back.

TWST: Does Megadata have an adequate IR program
to get its message to analysts and shareholders?

Mr. Barry: Good business performance is the best IR pro-
gram any company can have.

TWST: Is there anything you would like to add?

Mr. Barry: We have momentum right now, but we have a
long way to go. We’re growing the top and bottom line, we’re fo-
cused on the customer; there is plenty of market demand, we con-
tinue to invest heavily to roll out innovative products, and we’re
taking care of our people. We thank our customers and shareholders
for their confidence and support.

TWST: Thank you.
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