OPTIMATION, INC. – 2006: WHICH COUNTRY MOST NEEDED HOLES DRILLED 10 TIMES SMALLER THAN THE HUMAN HAIR?

Harold Koch
The University of Utah

Case Objectives and Use

The case illustrates the situation of an entrepreneur with no international experience who invented a unique high-tech product and wanted to go global. If he did not exercise first- mover advantage quickly much bigger electro discharge machining (EDM) competitors such as Panasonic would capture the very large industrial market in both developed and underdeveloped countries. The entrepreneur was asking himself two important questions, “Which country should I penetrate first? Once an initial country is chosen what entry mode form is optimal: direct exporting; a joint venture; licensing; or 100% foreign direct investment?”  These are the international marketing issues. The case also shows the thinking of a classic entrepreneur who resisted giving up control, feared external debt, and faced an increasingly globalized marketplace he did not understand. The case was written for graduate and undergraduate courses in international marketing.

Case Synopsis

Dean Jorgensen was the founder of Optimation, Inc., a high-tech laser machine tool company located in Midvale, Utah (www.edmmicromachining.com).  Dean never finished a four year degree but in 2005 invented the Profile 24P laser drilling machine which produced a micro aperture 10 times smaller than the human hair and was the only one in 2006 who could make such a claim. The micro holes were required in medical research, the aerospace industry, and the manufacturing of synthetic textiles and electronic products such as digital printing heads. Looking for a financial exit strategy in preparation for retirement, Dean sought advice from the local Small Business Development Center (SBDC) and a university professor of international marketing regarding possible global strategies. But Optimation, Inc. was small with neither international experience nor a clear idea where to start thinking about such a risky adventure and the SBDC director requested a formal proposal so that possible financial support could be evaluated.  The professor’s MBA international marketing class generated country studies to help Dean forecast demand and evaluate alternative investment environments.  As Jorgensen reviewed the MBA reports, he thought, “I see the financial benefits of first-mover advantage.  But where would I take the Profile 24P first and how would I get it there? Where would we get the resources to go global?”
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