
 
 

Forging Ties With Strong U.S. Companies Expanding to Japan 
 

Growing reliance on outsourcing of early-stage drug discovery efforts is one 
trend that continues to grow among U.S. companies.  Advances in genomics and 
chemical discovery have given birth to many specializations in drug discovery, 
the complexity of which continues to fragment the industry.  Small and innovative 
companies usually have the agility to sprout up and apply these new innovations, 
and they have recently grown in number because pharmaceutical companies 
increasingly perceive scientific and financial benefits to outsource early stage 
drug discovery to them.    
 
This has caused a competitive environment among small biotech companies who 
must vie for finite market share, motivating them to seek additional opportunities 
overseas.  Large North American pharmaceutical companies have likewise 
looked on a global scale to outsource drug discovery or in-license innovative 
discovery technologies.  
 
All of this means that oceans and borders are increasingly losing their relevance 
in the biopharmaceutical world.  Keeping a close eye on biotechnology resources 
and industry counterparts in the Western World can open door for early stage 
discovery collaborations for both large pharmaceutical companies and small, 
specialized discovery technology providers.   
 
After you’ve identified opportunities with U.S. companies however, the question 
becomes how do you attract them? The largest fear expressed to 
InnovationWORLD by U.S. companies expanding to Asian markets is adapting to 
foreign regulations and business customs. As a result, U.S. biotech companies 
will typically enter Asian markets through channel partnerships before they make 
direct investments.  Offers to acclimate such companies to Asian regulatory and 
cultural environments is a good way to alleviate this fear and make it more 
attractive for any U.S. company to form business relationships in Japan.  After an 
introduction to the Japanese market is made through such partnerships, direct 
investments are likely to follow in order to support market penetration and will 
take priority over direct expansion to other Asian countries that haven’t offered a 
hospitable market introduction in this way.  
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When Does IT Matter? 
 

Finding opportunities with growing tech companies amidst 
consolidation, cost-cutting, and outsourcing 

 
To borrow from business writer Nicholas Carr’s 2004 book Does IT 
Matter? Information Technology and the Corrosion of Competitive 
Advantage (Harvard Business School Press, 2004) an important 
question must be asked about when IT is a commodity and when it is 
a source of competitive advantage for companies that use it wisely.  
 
If you are an investor, technology vendor, professional services firm, 
or economic development agency, the companies towards which you 
should ideally direct business development resources will differ based 
on how much IT “matters” to them in these terms. Those for which it 
matters most will have software and integration needs for the core 
differentiated IT functions sourced internally. Those for which it is a 
price driven commodity on the other hand, will have outsourcing 
needs for IT service providers and/or low cost regions to host them.  
 
Examining the trends that lead IT companies to choose the vendors 
and partners that they do, outsource the functions that they do, and 
invest in the regions that they do can help determine where IT 
matters, which can be used to gauge where your value proposition 
will resonate most and ultimately result in business wins. 
 
To Outsource or Not To Outsource?  
 
One belief held by many CIOs is that they should only source 
functions internally if they have the abilities to 1. hire the best and 
brightest; 2. leverage economies of scale; and 3. accurately predict 
capacity needs. There is no one size fits all model, but if the general 
framework of this ideology is true, most companies should be 
outsourcing most of their IT functions most of the time, as this 
combination of abilities is rare. Those that have deficiencies in these 
areas are therefore the companies to seek technology partnering or 
sourcing relationships with – especially those that are realistic about 
their deficiencies. 
 
To some companies it is a control issue according to Tom Bugnitz, 
president of St. Louis, Mo. based IT consulting firm The Beta Group. 
“Whether or not you should be outsourcing IT and to what degree, 
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really depends on how IT fits into your company,” he said “Is IT 
important enough to you that you need to control every aspect of it? If 
the answer is No then all it is at that point is a cost and quality 
question to get the quality you need at a cost point that you need, and 
that’s when outsourcing becomes advantageous.”  
 
A separate view is emerging in the industry today that challenges the 
common wisdom that some core functions should always be kept in 
house.  This strategy brought to light in the February issue of Harvard 
Business Review entitled Strategic Sourcing: From Periphery to the 
Core, holds that nothing is sacred anymore when it comes to 
outsourcing, and that a globalizing economy is opening up 
outsourcing opportunities in once untouched areas such as 
engineering, R&D, manufacturing, and marketing. The well known 
labor cost advantages in many countries is one reason for this, as is 
the recent web and telecom advancements that have brought this 
cheap labor to our doorstep. There is also a trend that once 
company-specific departmental functions are now becoming their 
own industries, where entire companies have formed (in the United 
States and abroad) to perform those functions as a service. 
 
A company employing this strategy will therefore examine its entire 
value chain and ask itself for each function not whether it needs to 
control it, but whether or not it is the best in the world at running it.  If 
the answer is no, a company should either make the necessary 
investments to become the best, outsource the functions in question 
to someone that is the best, or move them to a region or regions 
where there are dramatic cost advantages for comparable quality. 
Functions kept in house under this model will likely be those that are 
proprietary, uncommon in the industry and ones that the company is 
very good at – functions that might also be considered as revenue 
generating services to other companies.  
  
Where to Outsource? 
 
Fewer companies are choosing the first option above to invest 
internally, according to a December 2004 report by consulting firm 
Frost & Sulllivan entitled Global Offshore Outsourcing and Offshoring 
of IT Labor Markets, which claims that $51.6 Billion jobs were 
outsourced offshore in 2004. Most of the job flows went from high-
cost countries such as the United States, United Kingdom, France, 
Germany, Japan and Hong Kong, to lower-cost nations, such as 
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Brazil, Mexico, Romania, Poland, Russia, India, Malaysia and China.  
 
China has in fact been a poster child of incentive programs for 
attracting outsourcing activity with a program called Five Exception 
and Five Reduction, which gives companies tax breaks and a free 
year of rent in addition to access to a low cost quality work force. 
China has also boosted its foreign direct investment inflows by 
investing in its IT labor pool and setting up services to help foreign 
businesses find qualified IT staff. India meanwhile provides 100 
percent tax deductions on all foreign export profits, and a five-year 
tax holiday for IT related facilities.  Malaysia’s program entitled Vision 
2020 offers partial exemption of income tax and government grants 
for facility construction.  Latin and South America are also becoming 
outsourcing destinations, though they were largely overlooked until 
recently, while Eastern European countries such as Romania and 
Poland have an ideal mix of low cost labor, highly skilled IT labor and 
proximity to Western European businesses.  Poland in fact has the 
fastest IT job acquisition rate of all low-cost countries according to the 
Frost & Sullivan report.  
 
“It is clear to us that global labor arbitrage is a big piece of the IT 
services industry.” John Parkinson, CIO of global consulting and 
outsourcing company Capgemini told InnovationWORLD recently. 
We have to figure out ways to send more of the total amount of work 
we do globally to the markets which give us the best skilled people at 
the lowest price point, which right now means Eastern Europe, India 
and China.” 
 
Partnerships and Mergers 
 
While Oracle slowly digests Peoplesoft, Symantec acquires Veritas, 
and merger fever spreads throughout the IT sector, the drivers behind 
this consolidation will continue to face all levels of the industry, 
inciting vendor consolidation and partnering among the many smaller 
companies that populate the space. Though a best-of-breed 
combination of disparate IT tools can sometimes give a company the 
best IT infrastructure that is appropriate for its needs, other times this 
is not the case, and the liabilities of dealing with many vendors is not 
worth its advantages.   
 
“There has been a fundamental operational shift away from what we 
think of as a product focus in technology towards a platform focus,” 



 

 
6

said John Parkinson. “How do I build an operating platform for a 
company or an industry? is now the fundamental question, rather 
than, How do I implement SAP financials or Oracle manufacturing or 
PeopleSoft HR?”  
  
The Information Technology Association of America reported in the 
February release of its fifteenth annual Chief Information Officer 
survey entitled Issues in Leadership, that one of the largest objectives 
among CIOs in 2005 is to invest heavily in IT consolidation to 
increase efficiency and lower costs. 
 
IT vendors abreast of this changing landscape are realizing the need 
to work with other vendors or system integrators to better penetrate 
the enterprise market. Storage Area Network software provider 
Intransa for example has an aggressive strategy for partnering with 
system level solution providers with complimentary technologies such 
as networking. 
 
“Our real focus is in terms of partnering with enterprise type solution 
system integration vendors, because to get into the enterprise 
market, you don’t sell storage as a stand alone, it has to be sold as 
part of a solution to address the customer’s needs to attach the 
application to computing and networking,” said Intransa’s CTO and 
VP of Engineering Peter Wang, who explained that the company’s 
biggest areas of opportunity in partnering storage solutions are 
currently in disaster recovery and in digital media.  
 
IT does Matter 
 
It’s clear that for those companies that are able to outsource all or 
most of their functions, business opportunities await organizations 
that provide IT services, and countries that host them. But for the 
diminishing but resilient ranks of companies to whom IT “matters” in 
Nicholas Carr’s terms, their needs will be equally as strong but 
instead lie with customer relationship management, enterprise 
resource planning, product lifecycle management, service oriented 
architecture and other platform technologies to be customized around 
their differentiated core business processes. These companies will 
invest heavily in such assets, opening up the biggest opportunities for 
the vendors and system integrators that provide them.   
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“When IT does matter to a company they usually have complex 
environments, complex integration challenges, and complex custom 
software to build that’s right in their sweet spot. If it’s something that 
you derive competitive advantage from, you’re going to give it a 
refresh on a very frequent basis. There is really no such thing as a 
maintenance cycle for strategic IT assets – it’s more like an ongoing 
injection of functionality,” said Murray White, US Managing Director of 
custom application developer Thoughtworks. “Fundamentally what 
we are seeing is that not for all, but for some businesses IT really 
does matter, and those are the ones we want to target.” ––Michael 
Boland 
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AusAm Biotechnologies Inc. 
 
AusAm Biotechnologies has developed and commercialized the 
first FDA-approved diagnostic tests for intact albumin in urine, an 
early indicator of kidney and cardiovascular disease and 
diabetes.  
  
Founded: 2000 
Public: $15 million in two rounds 
Headcount:  14 
 
624 Madison Avenue, Suite 502 
New York, NY 10022 
Ph. 212.659.0703 
Fax 212.659.0707 
www.ausambiotech.com 
 
Key location decision-maker 
James McCullough, CEO 
Contact Mia Hernandez, executive assistant 
Ph. 212.659.0703 
E-mail: mherandez@ausambiotech.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
In the next quarter, Ausam will be launching its product in the 
United States through its distributor Qwest Diagnostics, based in 
Teterboro, New Jersey. The company is now negotiating with 
distributors in Asia and Europe and expects to enter those 
markets in early 2006. 
 
Critical business needs 
In order to support its distributors, AusAm plans to hire sales 
personnel in Europe and Asia. Although final hiring decisions will 
be made later this year after distribution agreements and further 
market research are completed, the company expects it will likely 
need sales persons in Japan, China and South East Asia and a 
few throughout the European Union. The size of sales offices will 
depend on the initial market acceptance of albumin testing. 
 
Growth metrics 
AusAm estimates that 100,000,000 albumin tests are sold 
worldwide each year. Because AusAm products offer the 
additional benefits of testing for intact albumin, the low-cost of its 
diagnostic kits, and raising awareness of preventative medicine, 
the company estimates it could sell as many at 300,000,000 to 
500,000,000 tests each year. 
 
Partnerships  
AusAm is establishing co-marketing partnerships with large 
pharmaceutical firms, whose drugs will be more effective with 
earlier diagnosis of diseases, enabled through its diagnostics. 
 
 

 
 
IT Providers  
AusAm does not rely on any 
bioinformatics or “sophisticated” IT, 
according to the company’s COO. 
 
Global Facilities 
Melbourne, Australia: six research 
and development staff 
 
Other Key Executives 
Mark Straley, COO 
 
Professional Services 
Legal: Mintz Levin, Cohn, Ferris, 
Glovsky and Popeo 
Accounting: Not disclosed 
 
Banking relationships 
Commercial: Not disclosed 
Investment: Jefferies & Co. 
 
Customers 
Customers for AusAm’s currently 
available diagnostic kits include 
hospitals and laboratories, such as 
Bostwick Laboratories, Esoterix, 
and Specialty Laboratories. In 2006 
the company will commercial a 
dipstick testing kit for use in 
doctors’ offices.  
 
Trade Shows/Conferences 
Aug. 10-13, 2005: American 
Association of Diabetes Educators, 
Washington, D.C. 
Sept. 28-Oct. 5, 2005: American 
Association of Family Practitioners, 
San Francisco, Calif. 
Nov. 10-12, 2005: Southern 
Medical Association, San Antonio, 
Texas 
 
Making Contact  
Partnering: James McCullough 
Public relations: Jon Siegal 
(Schwartz Communications), 
781.684.0770, jsiegal@schwartz-
pr.com
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Britestream Inc. 
 
Britestream designs network interface cards and application 
specific integrated chips for network hardware manufacturers 
that increase the security of networks without hampering the 
performance of their products. 
 
Founded: 2000 
Private: raised $40 million in two rounds 
Headcount: 52 
 
12401 Research Blvd., Bldg. 2, Suite 275 
Austin, Texas 78759 
Ph. 512.250.2129 
Fax 512.250.8369 
www.britestream.com 
 
Key location decision-maker 
Bob Weinschenk, President and CEO 
Ph. 512.636.5200 
E-mail: bob@britestream.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Britestream has seen equal or greater demand for its products in 
Asia than in the United States and has targeted markets in 
Japan, China, Korea, and Taiwan. The company has several 
unannounced design wins with major OEMs in the region and 
signed a distribution agreement with Tokyo-based Universal 
Electron Corporation. The company’s technology is being 
evaluated by 12 companies in Japan. 
 
Critical business needs 
Bob Weinschenk, Britestream president and CEO, has been 
traveling to Japan every six to eight weeks to conduct business 
and has been doing business with Japanese companies for over 
14 years. Within the next 12 months, he expects the company 
will open a small sales and support office in the country, but has 
been reluctant to do so because of the complexities and taxation 
issues surrounding establishing a presence in the country. 
Weinschenk also travels regularly to the Bay Area to meet with 
investors. 
 
Growth metrics 
The company claims to have gained “significant traction” in Asia 
and expects to announce the closing of a successful funding 
round and several major customers in the next three months. 

 
Partnerships  
The company has announced 
distribution agreements with 
Universal Electron Corporation and 
El Gev in Israel.  
 
IT Providers  
Britestream’s technology has 
received Tivoli validation from IBM. 
The company outsources its chip 
fabrication to TSMC in Taiwan an 
its circuit board manufacturing to 
Flextronics in Texas. The company 
is considering moving its board 
manufacturing abroad. 
 
Global Facilities 
The company has sales people 
working from home offices in 
Japan, China, Hong Kong, Korea 
and Taiwan. 
 
Other Key Executives 
Charisse Castagnoli, VP business 
development 
Gordon Daugherty, CMO 
 
Professional Services 
Legal: Latham Watkins 
 
Banking relationships 
Commercial: Silicon Valley Bank 
 
Making Contact  
Partnering: Bob Weinschenk or 
Gordon Daughtery (CMO), 
512.250.2129ext.125 
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Data Domain Inc. 
 
Data Domain has created an algorithm for condensing digitally 
stored information. The software is incorporated into its DD200 
Restorer, a disk-based information storage device that enables 
enterprises to restore information in the event of hardware 
failure. Data Domain claims its technology has enabled 
businesses to use disk-based storage for the same cost as 
traditional low-cost tape storage by optimizing the amount of 
information stored on each disk. 
 
Founded: 2001 
Private: Has received $26 million in two rounds of funding. 
Headcount: 63 
 
2400 Hillview Ave., Bldg 3, 2nd Floor 
Palo Alto, Calif. 94304 
Ph. 650.565.7300 
Fax 650.424.1057 
www.datadomain.com 
 
Key location decision-maker 
Frank Slootman, President and CEO 
Ph. 650.565.7398 
E-mail: frank.slootman@datadomain.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Data Domain has made the unorthodox decision to pursue 
international business while making its initial entry into the U.S. 
market. According to President and CEO Frank Slootman, the 
company’s global growth strategy is based on equally strong 
demand for its products in Europe, Asia, and North America.  
 
Critical business needs 
Data Domain is reaching European and Asian markets through 
distributors who bring the product to resellers. The company 
plans to add sales and technical support personnel in regions 
where distributors succeed in penetrating the market. In Japan, 
the company plans to hire sales and technical personnel in the 
next year in order to compliment the efforts of its distributor 
Tokyo Electron Limited, which has made substantial local 
investments in personnel and marketing on behalf of Data 
Domain. 
 
Growth metrics 
Data Domain’s year-over-year growth in bookings between 2003 
and 2004 was more than 400 percent. More than $3 billion is 
spent annually on the storage tape technologies that Data 
Domain’s products supplant. 

 
Partnerships  
Data Domain is seeking to grow its 
distribution network worldwide. The 
company is also pursuing 
partnerships with original 
equipment manufacturers such as 
IBM, Dell and HP, who may be 
interested in incorporating its 
technology into their products. 
 
IT Providers  
Data Domain uses Linux 
development tools to design and 
build its software. 
 
Global Facilities 
Cologne, Germany: two sales and 
technical support staff 
Hong Kong, China: three sales and 
technical support staff 
 
Other Key Executives 
Kai Li, Co-founder, chief scientist 
Brian Biles, Co-founder, VP of 
marketing 
David Sangster, VP operations 
 
Professional Services 
Legal: Gunderson Dettmer 
Accounting: Mohler, Nixon & 
Williams 
 
Banking relationships 
Commercial: Merrill Lynch 
Investment: Merrill Lynch 
 
Customers 
Data Domain’s customers include 
medium to large businesses across 
a variety of industries, such as 
Documentum, Mohler, Nixon & 
Williams, OuterBay, Quicken 
Loans, and Power Integrations. 
 
Trade Shows/Conferences 
May 25-27, 2005: Storage 
Decisions Chicago, Chicago, Ill. 
 
Making Contact  
Partnering: Frank Slootman 
Public relations: Preeti Gupta (Text 
100 Public Relations), 
415.593.8422, 
preetig@text100.com 
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Freescale Semiconductor Inc. 
 
Formerly Motorola’s semiconductor division, Freescale develops 
embedded processing and connectivity products for the 
automotive, networking, and wireless communications industries. 
 
Founded: 1953 (Formerly Motorola’s semiconductor division) 
Public: (NYSE:FSL) 
Headcount: 22000 
 
6501 William Cannon Drive West,  
Austin, Texas 78735 
Ph. 800.521.6274  
www.freescale.com 
 
Key location decision-maker 
Paul E. Grimme, Sen. VP and General Manager, Transportation 
& Standard Products Group  
E-mail: Paul.Grimme@freescale.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Increased spending on automotive semiconductors ($230 per 
vehicle in 2004, up from $223 last year, and expected to reach 
$400 by 2010) and the growing volume of cars being produced 
globally have together increased the demand for Freescale’s 
products. This includes the integration of body electronics (power 
mirrors, seats etc), transmission and engine control, fuel 
economy control, safety (ABS and advance collision warning 
systems), and telematics components. Demand is particularly 
strong in Japan according to Paul E. Grimme, Sen. VP and 
General Manager. “To continue to develop those relationships 
and take advantage of these opportunities that globalization is 
bringing, Japanese customers want more local support and 
specifically support around quality, testing, local engineering 
support,” he said. 
 
Critical business needs 
For this reason, the company recently established a five-person  
(will grow over time) test and quality assurance center in Nagoya 
Japan, where it can be near Toyota and other major auto 
manufacturers. It would like to replicate this facility in other auto-
rich regions of Japan to be near other key automakers in the 
near future.  “We have to put and are putting a lot of emphasis 
and resource into supporting better the Japanese market going 
forward, and hence the opening of the Nagoya quality and test 
center,” said Grimme. “It’s the start of a continued resource plan 
for building up our presence and local support there. There are 
also a number of Japanese car companies; Nissan and Honda, 
and their respective supply chains located elsewhere in Japan 
where we will continue to add resource and support as we have 
more and more opportunities.” 
 

Partnerships  
The company has traditionally 
worked with tier-one suppliers that 
sell directly to auto manufacturers, 
but more recently has begun to 
develop direct relationships with 
auto manufacturers. 
  
IT Providers  
The company spends 20 percent of 
revenues on R&D. It develops most 
of its technology in-house and 
works with computer automated 
design software suppliers.  
 
Growth metrics 
Freescale is the world’s leading 
supplier of semiconductors to the 
automotive market. Its automotive 
products represent 40 percent of 
the company’s $5.7 billion total 
revenue. 
 
Global Facilities 
The company has facilities in the 
United Kingdom, Germany, 
England, France, India, Hong 
Kong, Taiwan, South Korea, 
Malaysia, Singapore, Thailand, 
Australia, and New Zealand. 
 
Other Key Executives 
Michel Mayer, Chairman, CEO  
Tsuneo Takahashi, VP, General 
Manager Japan  
Joe Yiu, Sen. VP and General 
Manager, Asia Region  
 
Customers 
Apple Computer, Axia, Bose, 
Canon, General Motors, Genesi, 
HP, Magneti Marelli, Motorola, 
Siemens, Sony, Visteon, Whirlpool 
 
Trade Shows/Conferences 
June 20–23, 2005: Freescale 
Technology Forum, Orlando, Fla.  
 
Making Contact  
Partnering: Paul E. Grimme 
Public relations: Laura Wilkerson, 
512.895.7601, 
laura.wilkerson@freescale.com
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Ipswitch Inc. 
 
Ipsqwitch develops and markets software for small to medium 
businesses that enable file transferring, collaboration, network 
managing, and instant messaging. The company’s software 
products include the WS_FTP file transfer programs and the 
WhatsUp network management suite.  It claims more than 100 
million customers in 50 countries.    
 
Founded: 1991 
Private 
Headcount:  150 
 
10 Maguire Road, Suite 220 
Lexington, Mass. 
Ph. 781.676.5700 
Fax 781.676.5710 
www.ipswitch.com 
 
Key location decision-maker 
Alex Neihaus, VP Marketing 
Ph. 781.676.5839 
E-mail: aneihaus@ipswitch.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
The rebounding Japanese economy and the explosion of the 
Chinese market has drawn Ipswitch, which has a strong 
customer base in North America and Europe, into Asian markets. 
The growth of small to medium business in China and Japan has 
created a demand for Ipswitch’s products, which enable such 
enterprises with cost effective networking tools.  
 
Critical business needs 
Ipswitch recently held sales seminars in Osaka and Nagoya, 
Japan with its retailers in these regions. The effort, according to 
Vice President of Marketing Alex Neihaus, is paying off; the 
company just had its most successful sales month in Japan in 
March.  The company has been pleased with its distribution 
partnership with KGT, which Neihaus refers to as “the secret to 
our success in Asia.” Because Ipswich would prefer to remain in 
its exclusive arrangement with KGT but also ramp up operations 
in the Japanese market, it is considering hiring personnel in 
Japan to support the distributor.  
 
Growth metrics 
In the fourth quarter of 2004 the company has had its strongest 
sales quarter. Its revenues grew 11 percent in 2004 and it has 
had uninterrupted profits for over 10 years.

 
Partnerships  
Ipswitch is dependent on 
distributors to reach out to retailers 
abroad and is open to broadening 
its sales network, especially in 
China. 
 
IT Providers  
The company relies on Microsoft 
development tools in the creation of 
its products.  
 
Global Facilities 
Amsterdam, The Netherlands: eight 
sales and support staff 
 
Other Key Executives 
Roger Greene, CEO 
Arther Beals, CFO 
Paul White, Managing Director 
Europe 
 
Professional Services 
Legal: Wilmer Cutler Pickering Hale 
and Dorr 
 
Banking relationships 
Commercial: Bank of America 
 
Customers 
The company claims more than 40 
million users of its WS_FTP 
software, 40,000 networks installed 
with its networking tools, and 60 
million e-mail accounts setup 
through its ISP. 
 
Trade Shows/Conferences 
June 14-17, 2005: CommunicAsia 
2005, Singapore 
 
Making Contact  
Partnering: Alex Neihaus 
Public relations: Julie Blake 
(Margenhi PR) 781.915.5000, 
jblake@marenghi.com 
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IQNavigator Inc. 
 
IQNavigator develops software that helps companies in the 
financial services, energy, healthcare, manufacturing and 
aerospace/defense industries manage the sourcing and 
procurement of professional services. 
 
Founded: 1999 
Private: Has received $50 million in funding 
Headcount: 130 
 
4600 South Ulster St., Suite 680  
Denver, Co. 80237  
Ph.303.808.4743 
Fax 303.563.1650  
www.iqnavigator.com 
 
Key location decision-maker 
John F, Martin, Senior Vice President, Strategy & Technology 
Ph. 303.563.1500 ext. 1523 
E-mail: jmartin@iqnavigator.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Based on the success of the company’s European sales office in 
London, U.K. it is broadening its global reach to include the Asia 
Pacific region. “We’re creating a local presence down there and 
we’re also going to be expanding quite rapidly based on 
customer demand,” said John F. Martin, vice president of 
strategy & technology who mentioned Japan, Australia, and 
Singapore as possible destinations for satellite sales and support 
offices.  These countries’ financial sectors have “a large degree 
of services procured externally and they therefore are quite 
interested in our application,” said Martin. 
 
Critical business needs 
IQ Navigator has already created a version of its software in 
Japanese and it sees many opportunities in the region, which will 
require local support. “We definitely plan to have a presence in 
Japan and quite a large presence over time,” said Martin.  
 
Growth metrics 
During fiscal year 2004, the company tripled its revenue and 
doubled its headcount. Based on current business levels and 
recent business wins, it is on pace to double its revenue in 2005. 
 
Partnerships  
Relationships with local businesses and governments are valued 
by Martin in order to gain knowledge of local laws, business 
customs, taxation and other important factors that affect the 
company. “Typically we want a local sales and support presence 
with a managing director with some sales support and tech 
support,” he said. “But our main go-to-market strategy is through 
partners who have customers and local implementation, local 
expertise and local [technology] support.” 

IT Providers  
IQNavigator incorporates the 
following components into its 
technology: Oracle Corp’s database 
tools; BEA System’s Weblogic 
integration servers and e-commerce 
infrastructure application; Sun 
Microsystems hardware and 
Enterprise JavaBeans server-side 
component architecture technology; 
and Cisco Systems networking gear.  
 
Global Facilities 
London, United Kingdom: European 
headquarters 
 
Other Key Executives 
John P. Raeder, Jr., President, CEO  
Kieran Brady, Sen. VP Int’l Markets  
Brian Owens, Sen. VP Global 
Business Development  
 
Professional Services 
Legal: Holland & Hart 
Accounting: Ehrhardt Keefe Steiner & 
Hottman 
 
Banking relationships 
Commercial: Silicon Valley Bank 
 
Customers 
Shell Oil Products, Northrop 
Grumman, University of Pittsburgh 
Medical Center, Sony Electronics, 
Schlumberger, Alcatel, Xcel Energy, 
CH2M HILL, Levi Strauss & Co, Bank 
of New York 
 
Investors 
Baker Capital Corp., The Hillman 
Company, Sequel Venture Partners, 
Colorado PERA, Raeder Venture 
Management. 
 
Trade Shows/Conferences 
June 2, 2005: ISM Services 
Procurement, New York, N.Y. 
Oct. 2005: European Leaders in 
Services Procurement, London, UK 
 
Making Contact  
Partnering: John Martin 
Public relations: Rose Maciejewski, 
Ruder Finn, 312.953.1364, 
maciejewskir@RuderFinn.com 
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Kaseya Inc. 
 
Kaseya develops software that remotely manages desktop 
computers, data, and computing environments of mid-sized 
businesses.  
 
Founded: 2000 
Private 
Headcount: 22 
 
1209 Eagle Ridge Way  
Milpitas, California 95035  
Ph. 510.315.2711  
www.kaseya.com 
 
Key location decision-maker 
Gerald Blackie, CEO  
E-mail: gblackie@kaseya.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Kaseya has customers in and operates at many points around 
the globe, although its web-based console is currently only 
English based. Version 5 of the Kaseya Enterprise Edition is due 
at the end of 2005 and will be Multilanguage capable. The 
company has received many requests for this capability from 
Japan where there is a great deal of demand, so it will place one 
Kaseya representative in an office in the region which will grow 
with increased market penetration. “We are continuously adding 
people so in Japan, I would expect our demand to be pretty good 
and our belief is that we’ll have someone there immediately 
when we have Multilanguage capabilities and that will be in the 
first quarter of 2006,” said CEO Gerard Blackie. 
 
Critical business needs 
The company is constantly on the lookout for strong IT 
employees as well as partners to use its software. “The area we 
are growing most rapidly is with corporations that have highly 
distributed networks around regions, or around the globe where 
they don’t have the capacity to put in place lots of sophisticated 
VPNs [virtual private networks] and things like that,” said Gerald 
Blackie. “We are also growing most rapidly in space made up of 
systems integrators, VARS [value added resellers], and IT 
service providers where they are providing IT services to tens or 
hundreds of small business customers in their regions.” 
 
Growth metrics 
Kaseya is growing very rapidly and is on target to have revenues 
of $20 million this year, compared with $6 million in 2003.  It also 
had tenfold year over year revenue increases during the first 
quarters of each of the last 3 years. 

 
Partnerships  
The company works with a mix of 
enterprise customers, IT service 
providers, as well as education and 
healthcare organizations that have to 
manage communication across highly 
distributed networks. 
 
Global Facilities 
The company has offices in Surrey 
United Kingdom and Singapore.  
 
Making Contact  
Partnering: Gerald Blackie 
Public relations: Tom Bain, Blanc & 
Otus Public Relations, 
tbain@blancandotus.com 
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Linux Networx Inc. 
 
Linux Networx provides Linux cluster computing systems that 
reduce the cost of high performance computing for companies in 
the manufacturing, life sciences, government research, oil and 
gas, and entertainment industries. 
 
Founded: 1989 (founded as Alta Technology) 
Private: Recently received $40 million in Series B funding  
Headcount: Undisclosed 
 
14944 Pony Express Road  
Bluffdale, Utah 84065  
Ph. 801.649.1223 
Fax 801.568.1010 
www.linuxnetworx.com 
 
Key location decision-maker 
Clark Roundy, Vice President of Asia Operations 
E-mail: croundy@lnxi.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Since 1997 Linux Networx has been building a client base in 
Japan of 40 to 50 government research and educational entities. 
Two years ago it set up an office in Tokyo to better support its 
customers and its channel partners in the region, and to expand 
its markets beyond government research. It is currently focused 
heavily on the automotive industry according to Vice President of 
Asia Operations Clark Roundy, and in the next 12 months will 
open a 3 to 5 person satellite office in Nagoya to interface 
directly with the region’s strong auto industry.  
 
Critical business needs 
“One of the things we are really focused on is making systems 
that run particular applications and on solving specific solutions 
for our customers through the partners that we have in Japan,” 
said Roundy, who stressed his belief that business relationships 
are very important in Asia. The company continues to seek 
partnerships with independent software vendors, software 
developers, and systems integrators that serve its primary 
vertical markets. “Everything we’re going after over there is 
about building a channel and building up partners to help make 
sales,” said Roundy.  
  
Growth metrics 
The company has doubled its revenues and headcount every 
year since 1997 and in November 2004 received $40 million in 
funding. 
 
Partnerships  
Partners should be technically savvy in addressing customers’ 
cluster system design and infrastructure needs, or have 
experience selling and supporting software packages that can 
integrate with a cluster system.  

 
IT Partners 
The company partners with 
application vendors including Fluent 
Inc., CD Adapco, Magma Design 
Automation Inc., Livermore Software 
Technology Corp, and MSC Software. 
Other technology partners and 
suppliers include Intel, AMD, Altair 
Engineering, ClearSpeed, DataDirect 
Networks, Etnus, Foundry Networks, 
Mellanox, Micron, Myricom, Novell, 
Platform, Portland Group, Quadrics, 
Seagate, and Supermicro. 
 
Global Facilities 
The company has offices in 
Kaiserslautern, Germany and Tokyo, 
Japan 
 
Other Key Executives 
Dean Hutchings, President, COO 
Michael Malan, CFO 
Joshua Harr, CTO 
  
Professional Services 
Legal: Parr Waddoups, Brown Gee & 
Loveless 
Accounting: KPMG 
 
Banking relationships 
Commercial: Comerica 
Investment: Revolution Partners 
 
Customers  
Global customers include Amgen, 
Audi, Boeing, Chevron, Exxon Mobil, 
Harley Davidson, and John Deere. 
 
Investors 
Oak Investment (Ed Glassmeyer, 
Founding General Partner), Tudor 
Ventures.  
 
Trade Shows/Conferences 
June 21-24, 2005: International 
Supercomputer Conference, 
Heidelberg, Germany  
Nov. 6-9, 2005: Society of Exploration 
Geophysicists 75th Annual Meeting, 
Houston, Tex.  
November 14-17 2005: SC2005: 
Gateway to Discovery, Seattle, Wash.  
 
Making Contact  
Partnering: Clark Roundy  
Public relations: Andrea Bingham, 
801-649-1206, abingham@lnxi.com 
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Mindjet Inc. 
 
Mindjet develops a Web-based suite of mapping tools, called 
MindManager, used by geographically disparate business teams 
to collaborate and manage projects, designs and ideas.  
 
Founded: 1993 
Private:  Received $5 million in equity funding to date 
Headcount: 115  
 
125 East Sir Francis Drake Blvd, fourth floor  
Larkspur, Calif. 94939  
Ph. 415.925.3120 
Fax 415.925.3110 
www.mindjet.com 
 
Key decision-makers 
Robert Gordon, CEO  
E-Mail: Robert.Gordon@mindjet.com 
 
Hobart Swan, Manager of External Affairs 
E-Mail: hobart.swan@mindjet.com 

 
InnovationWORLD Mapping  
 
Current critical needs 
The company is in the process of making plans to enter the 
Japanese market through a business leader who will facilitate 
and lead business development efforts in the region along with a 
sales staff. “We’re hoping the first person we hire will be a leader 
to map out the business plan for how we develop,” said CEO 
Robert Gordon. “My experience is that when you try to do it 
remotely, even when they are Japanese speaking people, it’s not 
the same as being on the ground there and dealing with the 
senior executives of [customers] day to day.” 
 
Critical business needs 
Because Japan is the second largest IT economy in the world 
and Mindjet already does more than a half million in sales in 
Japan for the English version of the product, it is currently 
developing a Japanese language version that it believes will be 
received well. “That’s something where as the product is finished 
in Japanese, we want to have some of the major resellers ready, 
so that’s why we are recruiting a little earlier for staff,” said 
Gordon.  
 
Growth metrics 
Mindjet’s 2004 revenues were more than $20 million, a 60-
percent increase over 2003. It reached profitability and increased 
its global workforce by more than 20 percent in the last year. 
 
Partnerships  
The channel partners Mindjet values have prolific experience in 
their geographic markets, complementary products, and a strong 
sales network that reaches innovative and data intensive Fortune 
500 companies.

 
IT Partners 
Mindjet partners with Tampa, Fla.-
based CommerceQuest Inc. to 
develop a business modeling 
application. A trial version of 
MindManager X5 Pro is bundled with 
Hewlett-Packard, Acer, Motion 
Computing and ViewSonic Tablet 
PCs. The company is a certified 
partner of Microsoft, CITRIX Systems 
and Salesforce.com.  
 
Global Facilities 
Larkspur, Calif.: corporate 
headquarters, about 55 management, 
marketing, sales, and technical 
development staff.  
Washington, D.C.: Federal sales 
office, three to five sales staff 
Alzenau, Germany: EMEA 
Headquarters, about 50 marketing 
and sales staff 
Northampton, United Kingdom: 
satellite office, three to five sales staff  
 
Other Key Executives 
Michael Louis, General Manager and 
EVP of EMEA  
Chris Holmes, VP of Business 
Development  
Olin Reams, Director of Sales, 
Americas and Asia-Pacific  
 
Professional Services  
Legal: Cooley & Godward, LLP 
Accounting: Deloitte & Touche 
 
Banking relationships 
Commercial: Silicon Valley Bank  
 
Customers 
Siemens Group, SAP, BMW, 
DaimlerChrysler, Whirlpool, 3M, UBS, 
Hewlett-Packard, the U.S. Dept. of 
Homeland Security, Federal Bureau 
of Investigation, Army, Navy and Air 
Force 
 
Investors 
3i Corporation 
 
Trade Shows/Conferences 
April 5-7: FOSE 2005, Washington, 
D.C.  
 
Making Contact  
Partnering: Robert Gordon 
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Plateau Systems Inc. 
 
Plateau Systems provides enterprise software that manages 
organizational training. The company’s web-based learning 
programs enable companies to design and implement learning 
courses for customers, contractors and employees. 
 
Founded:  1994 
Private, profitable 
Headcount: 150 
 
671 N. Glebe Road, Suite 700 
Arlington, Va. 22203-2110 
Ph. 703.292.0200 
Fax 703.292.0299 
www.plateausystems.com 
 
Key location decision-maker 
Ed Cohen, CTO 
Contact Jim Livergood 
Ph. 847.854.4671 
E-mail: jim.livergood@plateausystems.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
In Asian markets, enterprises are seeking one-stop shopping for 
their computer-based training systems. Because of this, Plateau 
has expanded into Asian markets through its partners, who 
integrate its learning management system with content and other 
products. In Japan, the company has partnered with an 
undisclosed company, which CTO Ed Cohen describes as “a 
well-established older company.” 
 
Critical business needs 
Plateau is hesitant to open offices overseas before it has broken 
through initial market barriers with their partners. However, the 
company believes that in the next six months it will begin to hire 
locally in Japan, Singapore, and China, where its customers are 
beginning to demand greater support for their products. Initially 
the company will hire sales and support personnel in each of 
these countries to bolster the efforts of its partners. 
 
Growth metrics 
The company has had 12 profitable quarters. 
 
Partnerships  
Plateau Systems works with integration partners, such as IBM, 
Lockheed Martin, Deloitte Consulting, and SystemLink, to 
compliment its implemenation abilities. The company has a 
number of content partners, including Karta Technologies, 
GlobalLearningSystems, GP, extrinsic, and several others, to 
make its software compatiable with a variety of content 
management systems. The company also partners with BEA, 
Cisco, IBM, Microsoft, Oracle, Sun Microsystems, Cognos 
OpenText, Stellent and other application and technology 
partners.  

 
IT Providers  
The company develops its products 
using J2EE programming tools. 
 
 
Other Key Executives 
Paul Sparta, CEO 
Brian Murphy, President and COO 
Stephen Blodgett, VP, finance 
 
Customers 
Plateau Systems has over 200 
customers across non-profit, 
educational, government and 
commercial industries. Its list of 
customers includes the U.S. Air 
Force, American Red Cross, Nestle 
USA, Morgan Stanley, GE, Bayer, 
GlaxoSmithKline, AstraZeneca, Xcel, 
NBC, America Online, Union Pacific, 
T-Mobile, and the U.S. Secret 
Service.  
 
Trade Shows/Conferences 
June 6-8, 2005: American Society for 
Training and Development, Orlando, 
Fl. 
 
Making Contact  
Partnering: Jim Livergood 
Public relations: Brianna Boyle 
(SheaHedges), 703.287.7825, 
bboyle@sheahedges.com 
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Solsoft Inc. 
 
Solsoft develops software that automates the network security 
management of complex IT systems.   
 
Founded: 1997 
Private: Received $47 million in three rounds of funding. 
Headcount: 35 
 
2065 Landings Drive 
Mountain View, Calif. 94043 
Ph. 650.428.2800 
Fax 650.428.2804 
www.solsoft.com 
 
Key location decision-maker 
Domenick Lionetti, VP business development 
Ph. 732.604.0139 
E-mail: lionetti@solsoft.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Solsoft has experienced growing demand for its products in 
Japan, thanks in part to the country’s rebounding economy and 
maturing IT market. On March 7, 2005 Solsoft announced a 
partnership with Tokyo-based Sumisho Electronics, which it 
hopes will enhance its ability to penetrate the Japanese market; 
Sumisho is currently making local personnel and marketing 
investments towards this end.   
 
Critical business needs 
“We are very much hoping to have the revenue to open an office 
in Japan,” said David Lionetti, vice president of business 
development at Solsoft. The company anticipates the need for 
one to two people in a prospective Japanese office in order to 
compliment Sumisho’s business development efforts. Solsoft is 
also investigating the Chinese market, however lower IT budgets 
in China, may demonstrate such marketing efforts to be 
premature, as the company’s products often cost more than 
$100,000. 
 
Growth metrics 
Solsoft does not disclose current financial data. It forecasts 
Asian sales to increase by 15 percent in the next year.

 
Partnerships  
Solsoft plans to enter the Chinese 
market through a value-added partner 
akin to Sumisho. 
 
IT Providers  
Solsoft bases its technology on an 
extensive library of software licensed 
from third party vendors. The 
company’s products run on Linux, 
Microsoft and Sun operating systems, 
which are also used in internal 
software development. 
 
Global Facilities 
Paris, France: development office, 30 
staff 
Dusseldorf, Germany: sales and 
support office, five staff 
 
Other Key Executives 
Gilles Samoun, CEO 
Pierre Baudin, VP worldwide 
marketing 
Thierry d’Haillecourt, CFO 
 
Customers 
Keystone customers include Adlink, 
AIST Japan, Bourse Direct, Caisse 
d’Epargne, Firsthand Capital, 
Fortuneo, Gensler, IHI Japan, Oregon 
Department of Transporation, Total 
Deutchland, Universite d’Orsay, 
VERITAS Software, WEB.DE. 
 
Trade Shows/Conferences 
June 6-8, 2005: Gartner IT Security 
Summit, Washington, D.C. 
June 15-16, 2005: New York State 
Cyber Security Conference, Albany, 
New York. 
 
Making Contact  
Partnering: David Lionetti 
Public relations: Victor Cruz (Media 
PR), 508.785.1590, 
vcruz@mediapr.net 
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Wyse Technology Inc. 
 
Wyse provides the hardware, software, and services for thin-
client computing systems for enterprises.   
 
Founded: 1981 
Private 
Headcount: 350 
 
3471 North First Street  
San Jose, California 95134-1801  
Ph 408.473.1200  
Fax 408.473.2080  
www.wyse.com 
 
Key location decision-maker 
Curt Schwebke, Vice President and CTO 
Ph. 408.888.9478 (mobile) 
E-mail: cschwebke@wyse.com 

 
InnovationWORLD Mapping 
 
Current critical needs 
Wyse’s interest in the Japanese market has increased recently 
with a security law that went into effect on April 1st that prohibits 
the storage of personal data on enterprise PCs in insecure 
environments. This makes the Japanese market especially 
receptive to Wyse’s thin client computing products. “Suddenly 
we’ve been doing a tremendous amount of work developing the 
Japanese market and localizing our products and management 
system,” said Vice President and CTO Curt Schwebke. The 
company plans to open a sales office in the region this year, 
which will also staff engineers to supply local support for 
customers’ transitions to thin client architectures.  “We’ve had 
reps there before for a number of years but we tend to now focus 
on the enterprise sale and you really have to have your own 
sales force to create that one to one relationship,” he said. 
 
Critical business needs 
The company’s imminent expansion plans compel it to set up a 
Japanese legal entity some time in the next few months. It can 
benefit from economic and bureaucratic assistance in doing this. 
“There is no way we are going to go in alone,” said Schwebke. 
“We invest a great deal in looking for the right partners and it 
makes it so much easier to have a predictable market 
experience.” 
 
Growth metrics 
Wyse is the worldwide leader in thin clients with approximately a 
40 percent branded market share for seven years in a row 
according to IDC. 
 
Partnerships  
The company’s products are best suited for enterprise clients 
with privacy requirements such as companies in the financial and 
medical sectors. 

 
 
IT Partners 
The company partners with and is 
supplied with the technology offerings 
of Advanced Micro Devices, Appian 
Graphics, Citrix, Ericom Software, 
Expand Networks, Identix Insignia, 
Microsoft, Netilla Networks, and 
Tarantella.  
 
Global Facilities 
The company has offices throughout 
Europe and Asia where collectively 
50 percent of its employees are 
housed. 
 
Other Key Executives 
John Kish, President, CEO 
Robbie Robinson, Sen. VP, 
Worldwide Sales  
Curt Schwebke, VP, CTO  
Pat Robitaille, CIO  
 
Making Contact  
Partnering: Curt Schwebke 
Public relations: Melissa Cobb, 
OutCast Communications, 
415.392.8282 mcobb@outcastpr.com 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 


