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Primie Contracts
Many firms new te the federat IT market assume that their success will hinge solely on their abllity te win prime
comracts. Table 9 proves that this is, in most cases, incorrect. Thei top 15 féderal IT companies won 42% of the

féea T marketin FY1994. Thb.ex 85 firms ejyda markcet shae of 3%. Therefore, the top 100 IT fhrms

mony) hatar needod te win mnd deliver on huige, complex, multi-million dollar goem t cotat.The
conrats ftn ivove evlopngandimlemntngcomplete ifraonste on a giant scale. Vry <ew fims

csi compete witli the size and rsuc of the top 100. Uniess you team with the top 100 (sec "Subcontracts,"
beiow), you should expect teenter thecfederal IT market in themidde s(sandwîched by the top 100 prime
contractors and thc 8(a) firms). For most firms, then, the prime contracting goverrument sales channel provides access
to the m~iddle css~ portion of the imarket; 2500 smali te rn.dium-sized business cope icfrcely for the

rmiigUS$5 billion worth of prime cnrtsor 20% of the federl ITmrkt
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'A weIl developed marketing stratçgy and a sufficient investinent of reoirces into poueetpooascnrsl
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*Fierce competition means that wining prime cent=~ inwolves invetn los f tie aouadmoc noth
effort.

Foruntey, he75 o th mrkt cntoledbyitheto lOGis acesbete smaller companies. The large ize and

coplx atreofth fdealcohus onbyth tp 00reuiestht sbsania prtonofth wr .b
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