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Is the potential commoditization of technology 
taking the profit power out of the IT 
market? Surely, the margins for technology 

manufacturers have shrunk, but the application 
of networks and software to business problems 
is yielding creative solutions to problems in 
many markets. The productivity explosion in 
the urban hubs of the First World economies of 
the past decade is racing into new regions and 
industries, creating new business opportunities 
even as IT industry margins fall. 

Every gnashing of the teeth about the pass-
ing of IT’s mystique in Silicon Valley is actually 
good news for almost everyone else. Investors, 
vendors, professional services firms, economic 
development agencies who pick their business 
development targets based how much IT “mat-
ters” to the project. Those for which IT mat-
ters most will have software and integration 
needs, even when sourced internally. Where IT 
has become a price-driven commodity, on the 
other hand, outsourcing demand can be di-
rected into lower-cost regions to create indus-
tries that dwarf existing ones—if the region or 
a company making an investment in an under-
educated workforce has the will to spend to 
improve workers’ knowledge and skills. 

To take a note from Nicholas Carr’s 2004 
book, Does IT Matter? Information Technology 
and the Corrosion of Competitive Advantage, 
it’s critically important to understand the dif-
ference between when IT as a commodity 
and as a source of competitive advantage for 
companies. The two faces of IT are not mu-
tually exclusive, however they do shape the 
market opportunity.

When Does 
Information Technology 

Matter?
Finding opportunities with growing tech companies amidst consolidation, cost-

cutting, and outsourcing

To Outsource or Not To Outsource?

One belief held by many chief information of-
ficers is that they should only source functions 
internally if they have the abilities to: 1.) hire 
the best and brightest; 2.) leverage internal 
economies of scale; and 3.) consistently and 
accurately predict capacity needs. Yet we all 
know there is no one size fits all model for 
success in any business. If the general frame-
work of this ideology is true, most companies 
should be outsourcing most of their IT func-
tions most of the time, as this combination 
of internal competencies is rare. Since most 

Every gnashing of the teeth about 
the passing of IT’s mystique in 

Silicon Valley is actually good news 
for almost everyone else. Inves-

tors, vendors, professional services 
firms, economic development 

agencies who pick their business 
development targets based how 
much IT “matters” to the project. 

Continued on Page 3...

companies have one internal deficiency or 
another, many seek technology partnering or 
sourcing relationships to fill the gaps in their IT 
development 

To some companies the decision is a control 
issue, according to Tom Bugnitz, president of 
The Beta Group, a St. Louis, Mo.-based IT con-
sulting firm. 



Proprietary and confidential—for use by paid subscribers only at licensed locations. © 2004 
For subscription information, call 415.738.2133.

Vol. 3, No. 62

Companies in this issue

Azimuth Systems Inc.   6

BelAir Networks Inc.   7

CounterAct C.P.R.   8

InnerWireless Inc.   9

Intransa Inc.    10

Invitrogen Inc.    11

JLT Computers Inc.   12

Mindjet Inc.    13

Mobile Media Company AS  14

Navini Networks Inc.   15

Outcome Sciences Inc.  16

Thoughtworks Inc.   17

Zenodata Corp.   18

InnovationWORLD LLC
92 Natoma Street, Ste. 210
San Francisco, CA 94105
Ph.: 415.738.2133
Fax: 415.738.2215

Bob Ellis
Chairman

Mitch Ratcliffe
Principal & Editorial Director

Todd Parsons
Principal & Business Director

Michael Boland
Editor

Mary Kate Stimmler
Senior Writer

Sean Finney
Contributing Writer

Andy Valvur
Contributing Writer

Jessica Lyndon
Business Manager



Proprietary and confidential—for use by paid subscribers only at licensed locations. © 2004 
For subscription information, call 415.738.2133.

Vol. 3, No. 6

“Whether or not you should be outsourcing 
IT and to what degree, really depends on how 
IT fits into your company,” Bugnitz 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 outsourc-
ing becomes advantageous.” 

Another view is emerging in the industry today 
that challenges the common wisdom that some 
core functions should always be kept in house. 

This strategy, explained in the February 2005 
issue of Harvard Business Review in an article 
by Mark Gottfredson, Rudy Puryear and Ste-
phen Phillips, “Strategic Sourcing: From Periph-
ery to the Core,” holds that nothing within the 
corporate hierarchy is sacred anymore when it 
comes to outsourcing, that a globalizing econ-
omy 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 ruthless 
approach, as are recent Web and telecom ad-
vancements that have brought this cheap la-
bor to U.S. companies’ doorstep. There is also 
a trend that departmental functions, such has 
human resources and customer support, are 
becoming their own industries. Whole com-
panies have formed in the United States and 
abroad to perform functions that seemed 
comfortably ensconced in corporations as an 
outsourced service.

A company employing the aggressive outsourc-
ing strategy will examine its entire value chain 
and ask each function be justified not in terms 
of existing reporting structures, but whether 
or not it the company is the best in the world 
at that function. If the answer is “No,” a com-
pany must 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 qual-
ity. Functions kept in-house under this model 
will likely be those that are proprietary, unique 
in the industry or that the company happens 
to be very good at performing—functions that 
might also be considered as revenue-generat-
ing services that can be offered to other com-
panies, as well. 
 
Where to Outsource?

Fewer companies are choosing to invest inter-
nally, according to a December 2004 report by 
consulting firm Frost & Sulllivan, Global Offshore 
Outsourcing and Offshoring of IT Labor Markets. 
Frost & Sullivan said $51.6 billion worth of 
jobs around the world were outsourced over-
seas 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 Bra-
zil, Mexico, Romania, Poland, Russia, India, Ma-
laysia and China. 

China has been a poster child for incentive 
programs that attract outsourcing activity with 
its Five Exception and Five Reduction Program, 
which gives companies tax breaks and a free 
year of rent to locate in the company. On top 
of access to a low cost quality work force, Chi-
na is buying new business. 

China has also boosted its foreign direct in-
vestment inflows by investing in its IT labor 
pool and setting up services to help foreign 
businesses find qualified Chinese IT staff. In-
dia meanwhile provides 100-percent tax de-
ductions on all foreign export profits and a 
five-year tax holiday for IT-related facilities. Ma-
laysia’s FDI-recruitment program, called Vision 
2020, offers partial exemption from income 
tax as well as government grants for facility 
construction. 

Latin and South America are also becoming 
outsourcing destinations, while Eastern Euro-
pean countries such as Romania and Poland 
have an ideal mix of low cost labor, highly skilled 

3



Proprietary and confidential—for use by paid subscribers only at licensed locations. © 2004 
For subscription information, call 415.738.2133.

Vol. 3, No. 6

IT labor and proximity to Western European 
businesses. Poland, in fact, has the fastest IT job 
acquisition rate of all low-cost countries, ac-
cording to Frost & Sullivan. 

“It is clear to us that global labor arbitrage is a 
big piece of the IT services industry.” John Par-
kinson, CIO of global consulting and outsourcing 
company Capgemini said of his shifting strategy. 
“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

As Oracle slowly digests Peoplesoft, Symantec 
completes its acquisition of Veritas, and merger 
fever spreads through the IT sector, the drivers 
of consolidation will hit all levels of the industry. 
Big IT is marrying up, inciting vendor consolida-
tion and partnering among the many smaller 
companies that drive much of the innovation 
in the industry. Though a best-of-breed com-
bination of disparate IT tools can sometimes 
give a company the most competitive IT in-
frastructure in its market, 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,” 
said CapGemini’s Parkinson. “’How do I build 
an operating platform for a company or an in-
dustry?’ is now the fundamental question, rath-
er 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 annual chief information officer survey that 
one of the most important objectives among 
CIOs in 2005 is heavy investment in IT con-
solidation in order to increase organizational 
efficiency, primarily by lowering costs.

IT vendors abreast of this changing landscape 
are realizing the need to work together with 
other vendors and system integrators to bet-
ter serve the more demanding cost and quality 
demands in the enterprise IT market. Storage 
area network software provider Intransa (pro-
filed on page 10), for example, has an aggres-
sive strategy for partnering with system-level 
solution providers with complimentary tech-
nologies, such as networking, that its corporate 
customers are buying or leveraging to address 
rising storage needs.

As Oracle slowly digests People-
soft, Symantec completes its 

acquisition of Veritas, and merger 
fever spreads through the IT sec-
tor, the drivers of consolidation will 
hit all levels of the industry. Big IT 

is marrying up, inciting vendor con-
solidation and partnering among 
the many smaller companies that 

drive much of the innovation in the 
industry. 

4

“Our real focus is in terms of partnering with 
enterprise-type solution system integration 
vendors,” said Intransa’s CTO and VP of Engi-
neering Peter Wang. “Because to get into the 
enterprise market you don’t sell storage as a 
standalone, it has to be sold as part of a solu-
tion to address the customer’s needs to attach 
the application to computing and networking.” 
He said his company’s greatest opportunities 
are in disaster recovery and in digital media, 
where storage is essential to reliability. 

IT does matter

It’s clear that among companies able to out-
source all or most of their non-core functions, 
business is waiting for organizations that pro-
vide IT services and countries that host them. 
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But for the diminishing yet resilient ranks of 
companies to whom IT “matters” in Nicho-
las Carr’s terms, their IT service needs will 
be equally strong but will lie in customer re-
lationship management, enterprise resource 
planning, product lifecycle management, ser-
vice-oriented architecture and other platform 
technologies that must be customized for the 
customer’s business processes. These compa-
nies will invest heavily in IT assets, creating the 
most revenue for vendors and system integra-
tors. Vast ongoing revenues surround these 
large initial IT buys, linking the “IT matters” 
school to the aggressive outsourcers as orga-
nizations seek to maintain their infrastructures 
as cheaply as possible.

“When IT does matter to a company they 
usually have complex environments, com-
plex integration challenges, and complex 
custom software to build that’s right in their 
sweet spot,” said Murray White, U.S. manag-
ing director of custom application developer 
Thoughtworks (profiled on page 17). “If it’s 
something that you derive competitive ad-
vantage 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 strate-
gic IT assets— it’s more like an ongoing injec-
tion of functionality.”       —Michael Boland IW

5
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Azimuth Systems Inc.
In December, Azimuth Systems announced the first off-
the-shelf, scalable, repeatable and automated test for the 
performance of Voice Over WLAN. Azimuth resolves 
the conflicting requirements for testing wireless devices, 
controlling extraneous radio frequency “noise” and creating 
real world situations such as roaming. Its other products, which 
have been on the market since 2003, test wireless network 
interoperability and benchmark network performance.   

Founded: 2002 
Private, $23 million in three rounds 
Headcount: 50

31 Nagog Park 
Acton, Mass. 01720 
Ph. 978.263.6610 
Fax 978.263.5352 
www.azimuthsystems.com

Key location decision-maker 
Graham Celine, VP Marketing 
Ph. 978.268.9220 
E-mail: graham_celine@azimuthsystems.com

 

CURRENT CRITICAL NEEDS
“There was a global vacuum for wireless test equipment,” 
according to Azimuth’s Vice President of Market Graham 
Celine. Azimuth is working to establish distribution channels 
worldwide. It currently has distributors in Korea, Japan, Taiwan 
and Isreal and will begin distribution in Spain, Italy, France and 
Scandanvia this spring. The company’s main target has been 
wireless equipment manufacturers, and its global strategy has 
focused on areas where they are located.

CRITICAL BUSINESS NEEDS
Azimuth needs sales teams familiar with regional markets and 
technical personnel to assist customers locally. Right now the 
young company depends on its distributors to provide the 
know-how and support, however it will begin to hire sales 
and support employees directly in the next 18 months as it 
cements its position in key international markets, most likely 
Europe and China. 

GROWTH METRICS 
The company expects to quadruple its 
customer roster from 25 to 100 during 
2005

PARTNERSHIPS 
Azimuth has partnerships with 
Cisco Systems and WildPackets, and 
test laboratories such as Network 
Benchmarking Laboratories, Tolly 
Group, Iometrix, and InterOperability 
Laboratory. The company is seeking to 
expand its list of worldwide distributors, 
which includes ParaLink for Taiwan, Toyo 
for Japan, and Tricomtek for Korea. 
 
OTHER KEY EXECUTIVES 
Ray Cronin, CEO 
 
CUSTOMERS 
Cisco Systems, Aruba Networks, 
Trapeze Networks, Broadcom, Atheros 
 
TRADE SHOWS/CONFERENCES 
March 14-16, 2005: CTIA Wireless, 
New Orleans, La. 
December 6-8, 2005: Wi-Fi Planet, San 
Jose, Calif. 
 
MAKING CONTACT  
Partnering and public relations: Graham 
Celine 
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BelAir Networks Inc.
BelAir Networks builds broadband wireless infrastructure 
for campus installations of up to several kilometers in radius. 
Utilizing mesh network technology to optimize data transfer 
on its network, BelAir claims it has reduced the cost of 
installation and increased the area WiFi networks can cover.

Founded: 2001 
Private, $23 million in three rounds 
Headcount:  70

603 March Road 
Kanata, Ontario, Canada K2K 2MK 
Ph. 613.254.7070 
Fax 613.254.7171 
www.belairnetworks.com

Key location decision-maker 
Phil Belanger, VP Marketing 
E-mail: pbelanger@belairnetworks.com

 

CURRENT CRITICAL NEEDS
Although BelAir has had product for only a year, it has successfully 
installed networks in locations including: St. Martin, Ottawa, 
Canada; Maui, Hawaii; and New Orleans. It has also signed a deal 
with an undisclosed partner in the United Kingdom. Phil Belanger, 
vice president of marketing, said each installation requires BelAir 
to closely “mother” the project until completion to ensure local 
distributors meet its high quality standards. For this reason, he 
believes, the company must eventually have local support staff in 
key regions, such as Europe, United States and Asia.

CRITICAL BUSINESS NEEDS
In 2005 the company expects to open one small sales office 
in Europe, probably in England, to oversee the development of 
European business and the deployment of networking projects 
there. It seeks assistance with all aspects of this expansion.

GROWTH METRICS
BelAir is rapidly ramping up its business capacity and expects to 
have have ten times the number of customers in 2005 than at 
the end of 2004.

PARTNERSHIPS
The company is preparing to reach out 
to the Asian market during the next 12 
months, primarily by contracting with 
local resellers.

OTHER KEY EXECUTIVES
Bernard Herscovich, President and CEO
Peter Rose, VP Finance
Greg Partalis, Sr. VP Worldwide Sales
Gordon Beall, VP Operations

CUSTOMERS
Sheraton Maui, Telecom Ottawa, 
Supernet, University of Georgia, Fort 
Meyers Airport. Potential customers 
include governments, municipalities, 
colleges and universities, and enterprise 
network users.

TRADE SHOWS/CONFERENCES
March 14-26, 2005: CTIA Wireless, New 
Orleans

MAKING CONTACT 
Partnering: Phil Belanger
Public relations:Alicia Mickelson 
(Breakaway Communications), 
212.590.2557, amick@breakaway.com 
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CounterAct C.P.R.
CounterAct designs and markets corrosion protection resources 
(CPR) for automobiles, marine vehicles, industrial machinery, airlines, 
airplane manufacturers, militaries and numerous other applications. 
Its patented technology prevents oxidation by sending a weak 
electric current through the body of a vehicle. 

Founded: 1988 
Private and profitable 
Headcount: 12

P.O. Box 159 
Sligo, Penn. 16255 
Ph. 814.745.7535 
Fax 814.745.3162 
www.counteractrust.com

Key location decision-makers 
George Cowatch, President 
E-mail: counteract@counteractrust.com

 

CURRENT CRITICAL NEEDS
Thanks to media attention to CounterAct’s products and 
sales to a boat trailer manufacturer, the company’s growth 
has exploded in the last year, giving it the financial resources 
necessary to begin international expansion. The company is 
seeking distributors in Europe and is currently in discussion with 
a distributor for Japan and Korea.

CRITICAL BUSINESS NEEDS
CounterAct needs strong relationships with reliable distributors 
in Europe, Asia and South America, in addition to its current 
distributors in the Netherlands and Australia. According to Dan 
Cowatch, vice president of operations, the company would also 
benefit from contacts with original equipment manufacturers in the 
aerospace, automotive, defense and industrial equipment industries.

GROWTH METRICS 
In the past nine months, the company has more than doubled 
the volume of production of its anti-corrosion devices 
compared to the previous 12 months. 

PARTNERSHIPS 
The company is currently providing 
technologies to the U.S. military; details 
are confidential.

OTHER KEY EXECUTIVES
Dan Cowatch, VP Operations 

PROFESSIONAL SERVICES
Legal: Metz Lewis 

BANKING RELATIONSHIPS
Commercial: Farmers National Bank

CUSTOMERS
The company sells its technology 
to automotive aftermarket retailers, 
automobile dealerships, airlines, airplane 
manufacturers, mining companies, 
governments, amusement parks and 
marine vehicle manufacturers, including 
EZ Loader Trailers.

TRADE SHOWS/CONFERENCES
Feb. 4-5, 2005: Specialty Equipment 
Market Assocation Spring Expo, 
Indianapolis, Ind.

MAKING CONTACT 
Partnering and public relations: George 
Cowatch
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InnerWireless Inc.
InnerWireless develops the InnerMobile System, a broadband 
wireless distribution platform that provides wireless connectivity 
for interpersonal, enterprise and building management 
applications through PCS, cellular, WiFi, and other wireless 
technologies. The company is targeting hospitals, governments and 
Fortune 100 companies that need campus wireless coverage. 

Founded: 2002  
Private, $50 million in four rounds 
Headcount: 90

1155 Kas Drive, Suite 200 
Richardson, Texas 75081 
Ph. 972.479.9898 
Fax 972.479.9625 
www.innerwireless.com

Key location decision-maker 
Edward Cantwell, CEO 
Ph. 972.201.2521; E-mail: cantwell@innerwireless.com

 

CURRENT CRITICAL NEEDS
On February 3, 2005, the company closed an $11-million round 
of venture funding that InnerWireless plans to use to finance 
global expansion. Its first focus will be the Chinese market, 
where new building construction is rampant. The company 
believes new construction will include wireless connectivity and 
through its partnership with Milwaukee-based Johnson Controls, 
a facilities management company, it hopes to sell into China. Its 
technology has been approved by the Chinese government. 

CRITICAL BUSINESS NEEDS
InnerWireless is racing to secure its position in China in order 
to profit from the 2008 Beijing Olympics. It currently relies 
on Johnson Controls to provide the support for the Asian 
customers. However, the company will need local sales and 
engineering staff to take advantage of opportunities in the 
Pacific Rim. It welcomes introductions to real estate owners 
and companies considering wireless capabilities in their buildings, 
as well as information regarding regional wireless regulations, 
healthcare and construction markets, and other assistance 
establishing a presence in Asia.

PARTNERSHIPS
InnerWireless partners with Johnson 
Controls, EMCOR Technologies, 
Radio Frequency Systems, Trilogy 
Communications, and Wireless Valley.

GROWTH METRICS
Although the company does not 
disclose specifics revenue and sales 
figures, management said it is aiming for 
300-percent customer growth in 2005.

GLOBAL FACILITIES
InnerWireless maintains a sales 
presence in Hong Kong through its 
partner, Johnson Controls.

OTHER KEY EXECUTIVES
James McCoy, CTO and Sr. VP
Darla Braun, COO
Tim Kinnear, CFO

PROFESSIONAL SERVICES
Accounting: Ernst & Young

CUSTOMERS
InnerWireless plans to sell its 
technology to all enterprises that 
demand wireless connectivity, however 
it is currently focused on governments, 
healthcare providers and Fortune 
100 companies. Its customers include 
Children’s Memorial Hospital of 
Chicago, New Charlotte Arena, and 
Mountain States Health Alliance.

MAKING CONTACT 
Partnering: Edward Cantwell
Public relations: Tony Katsulos 
(Trinity PR), 214.278.0180 ext. 301, 
katsulos@trinity-pr.com
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Intransa Inc.
Intransa develops a storage area network (SAN) product suite 
for enterprise storage needs with the functionality of costlier 
Fibre Channel disk-array based SANs, but the cost advantages 
of Internet Protocol, ethernet and serial-ATA disk technology 
used in desktop PCs.

Founded: 1999 
Private: $74 million in funding 
Headcount: 100 
 
2870 Zanker Road, Suite 200 
San Jose, Calif. 95134 
Ph. 408.678.8600  
Fax 408.678.8800 
www.intransa.com

Key location decision-maker 
Peter Wang, Founder, CTO and Vice President of Engineering 
Ph. 408.678.8600, ext. 8659; E-mail: peter.wang@intransa.com 

 
CURRENT CRITICAL NEEDS
Intransa has opened offices and developed channel 
partnerships throughout Europe and Asia during the past 
year. Asia represents its most promising growth opportunity, 
according to CTO Peter Wang, because the region does not 
have a Fibre Channel-based legacy storage infrastructure. 
“We’re also starting to see traction in U.K.,” said Wang, who 
added that finding channel partners and system integrators 
with complementary technologies is a key objective and factor 
in deciding on new markets. 

CRITICAL BUSINESS NEEDS
 “Our real focus is in terms of partnering with enterprise-
type solution system integration vendors,” Wang said. Other 
complementary technologies that represent partnering 
opportunities and areas of growth, particularly in Asia, are in 
digital media and disaster recovery. 

GROWTH METRICS
Intransa has raised $74 million in funding and saw 60 percent 
sequential revenue growth in each of the last six quarters. 

IT PARTNERS
Intransa’s software packages for 
managing its Linux-based IP SAN 
storage platforms are built in-house. Its 
products run on Microsoft Windows, 
Sun Microsystems’ Solaris, IBM’s AIX, and 
Linux operating systems. The company 
also partners with storage application 
and related technology providers such 
as Swan Labs, Computer Associates, 
Alacritech Inc., APC Inc., Atempo, 
Inc., QLogic Corp., Emulex Corp., 
CommVault Inc., Adaptec Inc., Bakbone 
Software Inc., MonoSphere Inc., Celestica 
Inc., Xyratex International Inc.

GLOBAL FACILITIES 
About 20 percent of the company’s 
headcount is located at international 
sales offices in London, Beijing, 
Bangalore, and Yehud, Israel. 

OTHER KEY EXECUTIVES
Dr. Avi Katz, President, CEO 
Greg Ayers, CFO 
Udi Paret, VP, Global Operations 
Scott Downie, VP Client Advocacy 
John Noellert, Jr., VP Sales 
Raymond Yow, Sen. Dir. Administration 

PROFESSIONAL SERVICES
Legal: Gray Cary Ware & Freidenrich
Accounting: KPMG

BANKING RELATIONSHIPS
Commercial: Silicon Valley Bank 

CUSTOMERS AND PARTNERS
Intransa has a channel strategy based 
on geographically diverse distributors 
and reseller partnerships with 
Pinnacle Systems, Martek Storage 
Systems, NewWave Technolgies, Bell 
Microproducts, and Avnet Inc. 

INVESTORS
3Com Corporation (Eric Benhamou, 
Chairman), Advanced Technology 
Ventures, Menlo Ventures, (Sonja L. 
Hoel, Managing Director), Sofinnova 
Ventures, Sofinnova Partners (Alain Azan, 
Managing Director), US Venture Partners 
(Stuart G. Phillips, General Partner)

MAKING CONTACT 
Partnering: Peter Wang
Public relations: Sabrina Sanchez, VP 
Trainer Communications, 925-875-1968, 
sabrina@trainer.comm.com
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Invitrogen Corp.
Invitrogen Corporation provides informatics software and 
services for disease research, drug discovery, and commercial 
bio-production customers. 

Founded: 1987 
Public: (Nasdaq:IVGN) $3.48 billion market cap, $922 million 
cash on hand 
Headcount: 4,000

1600 Faraday Ave.   
Carlsbad, Calif. 92008  
Ph. 760.603.7200   
Fax 760.602.6500   
www.invitrogen.com

Key location decision-maker 
Cheri Walker, Vice President of Corporate Development and 
Head of Proteomics 
E-mail: Cheri.walker@invitrogen.com

 
CURRENT CRITICAL NEEDS
Invitrogen will continue building a direct presence in the many 
growing markets where it is currently represented by sales and 
manufacturing partners. This may happen through direct investment 
or acquisitions, as happened in December when the company 
bought Shanghai-based Bio Asia, a genomic research company with 
manufacturing and a direct sales presence Invitrogen needs. Next 
the company would like to increase its direct physical presence in 
drug discovery research and sales in India. 

CRITICAL BUSINESS NEEDS
Invitrogen frquently forms IT collaborations to enhance its 
informatics offerings and to support the analysis of its consumable 
products, such as reagents and cell cultures. A pressing 
information technology objective is a transition from the current 
software distribution model to one that allows customers 
to access informatics through a centralized portal with rich 
functionality for examining biological pathways and proteomic 
data of interest. Partnering discussions with bioinformatics and IT 
infrastructure providers that can complement such a solution are 
welcomed by management.

PARTNERSHIPS
The company partners to repackage 
and productize its technology or to 
expand product portfolios to address 
the unique workflows of customers in 
new markets. The company partners 
with distributors and regions that can 
supply market intelligence about local 
disease research, drug discovery, and 
commercial bio-production capacity that 
assist it in setting achievable sales goals.

GROWTH METRICS 
For the nine months ended September 
30, 2004, revenues increased 34 
percent to $761.6 million. Net income 
increased 23 percent to $58.4 million. 
The company expects to reach $1 
billion in revenue this year.

IT PROVIDERS 
The company has an in-house 
informatics team working on 
proprietary software acquired with the 
buyout of bioinformatics developer 
Informax in 2002. 

GLOBAL FACILITIES 
Invitrogen conducts business in more 
than 70 countries. Roughly two-thirds 
of its overall headcount are in the 
United States. Forty percent of its direct 
sales representatives are in the United 
States, 25 percent are in Asia and the 
remainder work in Europe. 

OTHER KEY EXECUTIVES
Gregory  T. Lucier, Chairman and CEO 
David  F.  Hoffmeister, CFO
Nicolas M. Barthelemy, Sr. VP of Operations
Karen S. Gibson, CIO

PROFESSIONAL SERVICES
Legal: Gray Cary Ware & Freidenrich LLP
Accounting: Ernst & Young

TRADE SHOWS/CONFERENCES
Mar 14-16, 2005: American Chemical 
Society 2005, National Expo San Diego 
Mar 17-19, 2005: Days of Molecular 
Medicine 2005, La Jolla, Calif. 
Mar 21-22, 2005: Quantitative PCR, San Diego

MAKING CONTACT 
Partnering: Cheri Walker
Public relations: Stephen Gendel, 
BioCom Partners LLC, 212.918.4650, 
sgendel@biocompartners.com
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JLT Computers Inc.
JLT Computers designs and markets rugged mobile 
computers for use in environments characterized by extreme 
temperatures, moisture and vibration. Its computers support a 
variety of radio networking standards and are typically used in 
warehousing, construction, military, drilling, agriculture, forestry, 
public safety and other applications.

Founded: 1970 
Private 
Headcount: 37

6825 W. Galveston St., Suite 6 
Chandler, Az. 85226 
Ph. 480.705.4200 
Fax 480.705.4216 
www.jltmobilecomputers.com

Key location decision-maker 
Todd Einch, CEO and President 
Ph. 480.705.4200 ext. 210; E-mail: todd@jltmobilecomputers.com 

CURRENT CRITICAL NEEDS
JLT Mobile Computers has experienced rapid growth over five years 
due to increased availability of wireless networking in enterprise 
applications, which has spurred a higher demand for rugged, mobile 
computers. The company has maintained lean operations because it 
has only a few large customers, but with a growing market and more 
mid-sized corporations requiring mobile computing, the company is 
under increasing demand to broaden its availability. 

CRITICAL BUSINESS NEEDS
Approximately 30 percent of the company’s business is international. 
Management sees a need to reach out to the European market, 
where there is increasing demand for streamlined manufacturing 
and automated warehousing—two important uses for mobile 
computers. Asia is another target market, but the company is 
concerned its products are too expensive.

GROWTH METRICS
Since 1999, JLT Mobile Computers has averaged 387 percent 
year-over-year revenue growth. The company was named the 
69th fastest-growing  private American company in 2004 by 
Inc. Magazine.

GLOBAL FACILITIES
Vexgo, Sweden: research, development 
and sales office (JLK Tenik), 16 staff
Stockholm, Denmark: sales office, 5 staff
The company is building an 80,000-
square-foot facility three blocks from 
its current 20,000 square foot office in 
Chandler, Ariz. 

BANKING RELATIONSHIPS
Commercial: Wells Fargo

CUSTOMERS
The company sells its computers 
through major OEMs such as Raytheon, 
PSC, Teklogix, and Psion, that brand the 
products under their own private labels.

MAKING CONTACT 
Partnering: John Einck
Public relations:  Marcy Manning (S&S 
PR), 847.415.9312, marcy@sspr.com
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Mindjet Inc.
Mindjet develops a suite of Web-based mapping tools, called 
MindManager, that it markets to geographically disparate 
business teams to collaborate and manage projects, designs 
and ideas. 

Founded: 1993 
Private: $5 million in 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 location decision-maker 
Francois Lavaste, Vice President of Marketing Strategies 
E-Mail: francois.lavaste@mindjet.com

 

CURRENT CRITICAL NEEDS
Mindjet would like to grow its channel presence and reseller 
relationships in the United Kingdom, as it has achieved only 
10 percent of its sales potential there, according to Francois 
Lavaste, vice president of marketing strategies. It will also 
aggressively pursue resellers in the United States and channel 
partners in Japan that can help localize its software. Japan has 
accounted for only five percent of Mindjet’s overall revenue. 

CRITICAL BUSINESS NEEDS
The company announced last month that MindManager 
will be integrated with SalesForce.com’s sforce customer 
relationship management (CRM) platform. “The Salesforce 
[deal] is the first in—hopefully—a long series of integrations 
we will do with other CRM vendors and leaders in that field,” 
Lavaste said. He is also seeking relationships with enterprise 
resource planning, financial systems, and content management 
software developers.

PARTNERSHIPS
Mindjet values channel partners with deep experience in their 
geographic markets, complementary products, and a strong 
sales network with global 1000 companies.

IT PROVIDERS 
Mindjet partnered 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.

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. 

GLOBAL FACILITIES
Larkspur, Calif.:  headquarters with 
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, three to five sales staff 

OTHER KEY EXECUTIVES  
Robert Gordon, CEO  
Michael Jetter, CTO  
Bettina Jetter, COO  
Michael Louis, GM 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 

INVESTORS
3i Corporation

TRADE SHOWS/CONFERENCES
April 5-7: FOSE 2005, Washington, D.C. 

MAKING CONTACT 
Partnering: Francois Lavaste
Public relations: Tom Bain, Senior 
Account Executive, Blanc & Otus 
Public Relations, 617.451.6102 ext 273, 
tbain@blancandotus.com
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Mobile Media Company AS
Mobile Media provides services that allow entertainment and 
marketing firms to deliver games, programming and marketing 
content to wireless devices, such as mobile handsets and PDAs.

Founded: 1993 
Private 
Headcount: 200+

Munkedamsveien 45 E, 4th Floor  
0250 Oslo, Norway  
Ph. 47.24.13.24.40  
Fax 47.24.13.24.41 
www.mobilemedia.com

Key location decision-maker 
Steinar Svalesen, VP and GM, Mobile Media North America 
E-mail: steinar.svalesen@mobilemedia.com

 

CURRENT CRITICAL NEEDS
Mobile Media is comfortably positioned in the fastest growing 
sector of the wireless industry, entertainment. Aggregating 
and delivering entertainment to mobile phones and handheld 
devices requires familiarity with local trends, so the company is 
seeking to expand its global presence, first in Asia and North 
America, and then closer to its European home. In February, 
Mobile Media raised €7 million for global expansion.

CRITICAL BUSINESS NEEDS
Mobile Media seeks partners among media companies and 
wireless operators worldwide. The company will also consider 
opening additional sales and support offices to better monitor 
regional markets.

PARTNERSHIPS
The company always seeks partnerships with content 
providers, wireless operators, and technology companies. 
Mobile Media partners with Ericsson for worldwide 
distribution. It works with mobile operators including 
Verizon, Sprint, Nextel, Telenor, China Unicom, Cingular and 
T-Mobile. Its techonology partners include Hewlett-Packard, 
Rubberduck, and XAM. 

GROWTH METRICS 
Mobile Media reaches 500 million 
wireless subscribers worldwide. 
According to the company, it is the 
largest wireless content provider 
outside of Japan.

GLOBAL FACILITIES 
London, United Kingdom: sales office, two staff
Romania: research and development 
office, 35 staff
Hong Kong, China: sales office, 15 staff

OTHER KEY EXECUTIVES
Karsten Hauge, CEO
David Wong, VP and GM, Mobile Media 
Asia Pacific
Kai Hornslien, VP and GM, Mobile 
Media Europe

CUSTOMERS
The company sells its services to 
corporations in need of wireless 
advertising and media outlets, such as ABC, 
Fox, Weather Channel and Telemundo.

TRADE SHOWS/CONFERENCES
April 11-15, 2005: Milia @ MIP TV, Cannes, France
April 16-21, 2005: National Association of 
Broadcasters, Conference, Las Vegas
Nov. 14-18, 2005: 3G Congress, Hong Kong,

MAKING CONTACT 
Partnering: Steinar Svalesen
Public relations: Sarah Galea (Gregory 
FCA), 610.642.8253, sarah@gregoryfca.com
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Navini Networks Inc.
Navini Networks provides portable plug-and-play wide-
area broadband wireless (WiMAX) access platforms for 
commercial deployment by wireless and internet service 
providers. Its technology is suitable for non-line-of-sight 
installation. 

Founded: 2000 
Private, $115 million in five rounds 
Headcount: 150

2240 Campbell Creek Blvd., Suite 110  
Richardson, Texas 75082 
Ph. 972.852.4200 
Fax 214.261.6382 
www.navini.com

Key location decision-maker 
Sai Subramanian, VP Product Management 
Ph. 972.852.4295

 

CURRENT CRITICAL NEEDS
In the last year, Navini has opened sales offices in Hong Kong, 
Sydney and Amsterdam and will continue to open small sales 
offices in Asia and Europe during 2005. It is also investigating 
opening sales offices in Latin America. Navini has launched 
networks in Mauritius, Malaysia, Ireland, Mexico, and Korea.

CRITICAL BUSINESS NEEDS
Government plans for allocating spectrum to WiMAX 
operators is essential for the technology to succeed. Navini is 
interested in working with economic development agencies in 
countries seeking to improve access to wireless technologies. 
It is also interested in additional partnerships with technology 
and Internet service providers. 

PARTNERSHIPS 
Navini partners with distributors worldwide and value-
added resellers such as Allplus Computer Systems, Camvera 
Networks, Codium Networks and Solunet. 

GROWTH METRICS
Management estimates its revenues 
increased100 percent in 2004 and 
expects them too double again in 2005.

GLOBAL FACILITIES
Bangalore, India: research and 
development office, 150 staff
Shanghai, China: manufacturing plant, 15 staff
Hong Kong, China: sales office, two staff
Sydney, Australia: sales office, two staff
Amsterdam, Netherlands: sales office, two staff

PROFESSIONAL SERVICES
Legal: Gray, Cary, Ware
& Freidenrich LLP
Accounting: KPMG

CUSTOMERS
Internet and wireless service providers 
including Unwired Australia, ADB 
Networks, and Winbeam

MAKING CONTACT 
Partnering: Sai Subramanian
Public relations: Maryvonne Tubb, 
Director Marketing, 972.852.4247, 
mtubb@navini.com

Vol. 3, No. 615



Proprietary and confidential—for use by paid subscribers only at licensed locations. © 2004 
For subscription information, call 415.738.2133.

Outcome Sciences Inc.
Outcome develops Web-based electronic data capture and data 
management software for the post-approval stage, or Phase IV, of 
pharmaceutical marketing. It claims to host more post-approval 
programs than any company in the industry, with 1.5 million 
patients enrolled at more than 2,500 hospitals worldwide. 

Founded: 1998 
Private 
Headcount: 70

201 Broadway  
Cambridge, Mass. 02139 
Ph. 617.621.1600  
Fax 617.621.1620 
www.outcome.com

Key location decision-maker 
Richard Gliklich, M.D., President and CEO 
E-mail: richg@outcome.com

 

CURRENT CRITICAL NEEDS
More than 50 percent of Phase-IV activity is being conducted 
overseas, according to Outcome CEO Richard Gliklich. In order 
to serve that market, the company must partner in Europe and 
Japan with companies that extend its base of clinical users and 
populate its databases with relevant patient data. These partners 
can include contract research organizations in growing medical 
markets, and technology partners that can establish server 
locations and data centers. “This would entail identifying groups 
that are potentially familiar with similar technology and a similar 
approach to the space and have different relationships than we 
do,” said Gliklich.

CRITICAL BUSINESS NEEDS
The company is also working aggressively to integrate more 
data collection and analysis components into its software 
to serve point-of-care physicians or pharmacists who must 
make informed decisions based on clinical data. Compatibility 
and interoperability with different systems, such as electronic 
medical records systems and existing clinical data capture 
equipment, is a key requirement for technology partners. 

PARTNERSHIPS
“There are groups that do some of 
the services around Phase-IV studies 
that we would partner with in various 
locales—groups that might do patient 
recruitment and groups that might 
do analysis—or medical writing 
groups,” Gliklich said. Outcome is most 
experienced in cardiovascular, oncology, 
central nervous system, and infectious, 
inflammatory disease areas.

IT PROVIDERS
Outcome relies on an application service 
provider model, storing information in large 
central databases built in-house on the J2EE 
Java programming framework. Outcome 
is an Oracle partner and uses Oracle 10g 
database running on Linux for data storage. 
Veritas Software Corp.’ medical division is a 
key partner for its Web-based direct patient 
recruitment service. 

GROWTH METRICS
Outcome has been profitable for 14 
consecutive quarters and reported 50 
percent to 100 percent revenue growth 
in each of the last four years, and a 340 
percent increase in sales for the second half 
of 2004 over the same period in 2003.

OTHER KEY EXECUTIVES
Robert M. Collins, Jr., CTO 
Laurie Gelb, VP and General Counsel 
Patti Goldberger, Dir. Business 
Development 
Barry Mirrer, Dir. Quality 
Robin Pepper, Dir. Operations 
Karen Wills, Dir. Marketing 

PROFESSIONAL SERVICES
Legal: Bingham McCutchen 
Accounting: Carlin, Charron, Rosen LLP

TRADE SHOWS/CONFERENCES
Apr. 7-8, 2005: American Society for 
Quality, BOSCON 2005, Woburn, Mass.
Apr. 19, 2005: Boston Software Process 
Improvement Network, Boston
Apr. 25-27, 2005: Transforming Healthcare 
through Information, San Jose, Calif.
May 9-10, 2005: Post-Approval Summit 
at Harvard, Boston

MAKING CONTACT 
Partnering: Richard Gliklich
Public relations: Allie Burns, Financial 
Dynamics Business Communications, 
617.747.3604, aburns@fd-us.com
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Thoughtworks Inc.
ThoughtWorks provides custom application development and 
software integration services to insurance, equipment finance, 
energy, manufacturing, banking, retail, and securities companies.

Founded: 1993 
Private, $28 million in one round of funding 
Headcount: 600

651 W. Washington Blvd. Suite 600 
Chicago, Ill. 60661   
Ph. 312.373.1000   
Fax 312.373.1001  
www.thoughtworks.com

Key location decision-maker 
Murray White, US Managing Director 
Ph.312.373.1000 ext. 8421; E-mail: mwhite@thoughtworks.com

 

CURRENT CRITICAL NEEDS
“We have aggressive growth targets everywhere where we 
are doing business,” said U.S. Managing Director Murray White. 
The company currently forecasts 20 percent to 30 percent 
revenue growth in Europe this year. Its other targets for 
business growth are Eastern Europe, Japan, and South America 
where it would like to open offices. It also plans to expand an 
eight-person service office it recently established in China and 
open additional offices there. Establishing effective marketing 
programs in these regions is a key first step in expansion.

CRITICAL BUSINESS NEEDS
Thoughtworks plans to expand business application 
development services for change control to assets, policies, 
documents, processes, or procedures management. It would 
also like to use existing programming capabilities and seek 
joint marketing partnerships to offer programming services 
across the entire application development lifecycle.

PARTNERSHIPS 
 The company will establish joint marketing opportunities 
with software tools companies and software developers in its 
target geographic markets.  

IT PROVIDERS
ThoughtWorks uses Microsoft’s .NET 
and J2EE Java programming frameworks 
to build network-aware applications. It 
partners with and offers the products 
of commercial and enterprise software 
providers including Microsoft, IBM, 
Sun Microsystems, Oracle Corp., 
BEA Systems, Wipro Technologies, 
Tibco Software Inc., Actional Corp., 
AmberPoint Inc., Vitria Inc., Chordiant 
Software Inc., and FileNet Corp.

GLOBAL FACILITIES
Thoughtworks has offices in Calgary, 
Canada, Bangalore, India, London, 
as well as Australian offices in 
Melbourne, Sydney, and Brisbane. Its has 
approximately 350 employees outside 
the United States.

OTHER KEY EXECUTIVES
Neville Singham, CEO
Managing Director
Eric Loughmiller, CFO 
Richard McClaren, VP Client Services 
John Guerriere, VP Marketing 
Bruce Ferguson, VP Sales 

PROFESSIONAL SERVICES
Accounting: PricewaterhouseCoopers

CUSTOMERS
ThoughtWorks serves insurance, 
equipment finance, energy, 
manufacturing, banking, retail, and 
securities companies including 
Caterpillar Financial Services, Cisco 
Systems, The Gap, iNDEMAND, MetLife, 
and Safeco Insurance.

TRADE SHOWS/CONFERENCES
March 2-4, 2005: BTW 2005, Karlsruhe, 
Germany 
3 March 3, 2005: TheServerSide Java 
Symposium 2005, Las Vegas

MAKING CONTACT 
Partnering: Murray White
Public relations: Heather 
Malec, Director of Marketing 
Communications, 312.373.8550, 
hmalec@thoughtworks.com
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Zenodata Corp.
Zenodata develops and markets the Land Record System (LRS), 
a system that automates the traditionally manual and costly 
process of searching for land and property record information. 
LRS includes a searchable database for homebuilders, banks, law 
firms and others to recover land title documents. 

Founded: 2000 
Private, $27.1 million in funding 
Headcount: 375

361 Centennial Parkway, Suite 130 
Louisville, Co. 80027  
Ph. 303.604.9884   
Fax 303.661.0279  
www.zenodata.com

Key location decision-maker 
Robert Anastasi, Executive Vice President and Co-founder 
E-mail: ranastasi@zenodata.com

 

CURRENT CRITICAL NEEDS
Zenodata is opening a 1,200- to 1,500-person document 
processing facility on the South Indian Ocean island of Mauritius. 
It will be five times the size of its existing offshore facility in 
Bermuda and will support its data processing requirements for 
the next 24 months. It will open a third site of approximately 
the same size where there are low labor costs for an engaged 
labor pool with strong work ethic.  

CRITICAL BUSINESS NEEDS
Zenodata has a wide range of technology obstacles that 
represent key needs. “A big challenge is scalability,” according 
to Robert Anastasi, Executive Vice President, adding that the 
company will have 25 to 30 terabytes of storage by the end of 
the year. “We’re needing to run quite a bit of data through the 
system so, from a data management perspective, that imposes 
a lot of headaches in terms of backing up your storage and 
moving data across disparate systems.” 

GROWTH METRICS
In less than five years the company has established two offshore 
facilities that ultimately will employ almost 2,000 people. 

IT PROVIDERS
Zenodata’s LRS consists of the Land Record 
Database, SpiderSearch search engine, and 
webJAZ search application, which are built 
on MySQL and Microsoft SQL databases. 
It also uses a name-search and matching 
technology from Intelligent Search Technology 
Ltd., and text parsing software from Silver 
Creek Systems Inc. It invests heavily in optical 
character recognition (OCR) and image 
processing software to convert images 
from low-quality documents or microfiche. 
Another challenge lies in searching with 
variable text identification, context analysis 
and field extraction technologies.

GLOBAL FACILITIES
Louisville, Co.:  headquarters, 75 staff
Bridgetown, Barbados: subsidiary and 
document processing facility, 300 staff

OTHER KEY EXECUTIVES
Mark Stevenson, President & CEO 
Kirk Hanes, VP Business Development 
John Moinester, EVP and CFO 
Shane Lynagh, VP International 
Operations

PROFESSIONAL SERVICES
Legal: Ireland, Stapleton, Pryor & Pascoe
Accounting: PricewaterhouseCoopers

BANKING RELATIONSHIPS
Commercial: Silicon Valley Bank  

CUSTOMERS
The company’s customers include 
mortgage lenders, title companies, 
developers, homebuilders, regional 
banks, title agencies, and law firms.  

INVESTORS
Adams Street Partners, New Enterprise 
Associates, Austin Ventures, and Sequel 
Venture Partners 

TRADE SHOWS/CONFERENCES
March. 17-18, 2005: Association for Title 
Information Management Conference, 
San Diego
Apr. 17-19, 2005: American Land Title 
Association Tech Forum, Orlando, Fla.

MAKING CONTACT 
Partnering: Robert Anastasi
Public relations: Aimee Bennett, 
Fagan Business Communications, 
303.843.9840, aimeecolo@aol.com
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