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Enough social networks and photo 
sharing, technology is starting  
to tackle the world’s big issues, 
writes Jennifer L. Schenker 
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Which comes first: the chicken or egg? If 
Hampton Creek has its way it will be the egg 
and the chicken will no longer have a job.

The California-based start-up is disrupting 
the multi- billion dollar egg industry by pro-
viding egg-replacing products, which it argues 
are cheaper, healthier and more humane. 

It produces egg-free mayonnaise and cookie 
dough and, in the first quarter of 2015, plans 
to launch a plant-based product called Just 
Scramble that looks like a beaten egg and 
possesses a similar nutritional profile minus 
the cholesterol. 

Major fast food chains are already lining up 
to serve Just Scramble because it tastes good 
and costs 48% less than the cheapest chicken 
eggs, says Hampton Creek CEO Josh Tetrick, a 
speaker at Web Summit in Dublin on Novem-
ber 4th -6th.

“If you are a chicken egg farmer and you 
can not imagine the world using something 
different than you definitely should be wor-
ried,” he says.

Hampton Creek is just one of a growing 
number of start-ups that are using tech to 
tackle some of the world’s biggest problems, 
including the future of food, energy storage, 
disease eradication, affordable housing and 
clean water. 

Upstarts like Hampton Creek, which has 
raised $23 million in venture capital to date, are 
attracting big dollars because they think big. 

“We are not interested in marketing to 
niche groups,” says Tetrik. “We are interested 
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in solving problems for  
massive groups of people in the 
mainstream.”

The company is starting to 
make headway with its goal. 

“Whereas three years ago we 
were ready to take down [large 
food manufacturers] now we 
think about them differently,”  
he says. 

“The General Mills, the 
Kellogg’s of the world, the big 
food service companies, we like 
working with them” says Tetrik. 
Compass Group, a contract food 
services company that serves 
around four billion meals per year 
in offices, factories, schools, hos-

pitals, and other locations in more 
than 50 countries, now serves 
cookies made from Hampton 
Creek’s egg-free dough. 

Big retailers like Walmart,  
Costco and the Dollar Store as 
well as  major grocery stores in 
the U.S. such as Whole Foods, 
Kroger and Safeway are stocking 
Hampton Creek’s egg-free prod-
ucts, he says. 

UK grocery chain Tesco will start 
selling them in the coming weeks 
and PARKnSHOP stores in Hong 
Kong are already carrying them.

What’s more, “some of the 
largest chicken egg companies” 
have reached out to ask if they 

can distribute Hampton Creek’s 
eggs-free products, says Tetrick. 

Farmers from the U.S., Canada 
and China are also contacting the 
company about growing the doz-
en or so plants, including peas, 
sorghum and a type of bean, that 
Hampton Creek uses to mimic the 
properties of eggs.

Food is getting the attention 
of high-profile investors such as 
Hong Kong magnate Li Ka-shing, 
Microsoft’s Bill Gates, Google’s 
Sergey Brin, Yahoo co-founder 
Jerry Yang and Twitter’s Biz 
Stone and Evan Williams because 
hatching eggs and raising cattle 
are hugely inefficient ways of 
producing protein for human 
consumption. 

For example. it takes about  
five kilograms of feed to pro-
duce one kilogram of chicken, 
according to U.S. Department of 
Agriculture estimates. 

Demand for alternatives is 
growing, due to the cravings for 
protein of an exploding middle 
class in Asia and ethical, health 
and environmental concerns over 
industrial-scale breeding  
of animals. 

In countries such as China mas-
sive reliance on egg and chicken 
products has helped spawn avian 
flu viruses; alternatives could re-
duce health risks while providing 
affordable food options.

Offsetting the negative health 
impact of diets rich in animal 
proteins is another factor. 

Food scientists and entrepre-
neurs have tried to reinvent meat 
for decades, with little success, 
but recent progress in the lab 
is now translating into egg and 
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chicken substitutes that are affordable 
and getting high marks from well-known 
chefs and the general public. 

A burger from Beyond Meat, another 
food start-up, received a thumbs up from 
baseball players and TV presenters in the 
U.S. last summer.

Of course the motivation for tackling 
big problems is that if you get it right you 
reap big rewards — and not just in the 
food sector.

Joe Lonsdale, a scheduled speaker at 
Web Summit and the co-founder of For-
mation 8, one of the largest new venture 
funds raised in Silicon Valley in recent 
years, says his investments focus on 
five key areas: transforming healthcare, 
finance, education, government  
and energy. 

“If you can fix these five industries  
you can impact the prosperity of the 
world as a whole, do some real good 
and have real impact,” he said in a 2013 
interview with Informilo.

But solving the world’s biggest prob-
lems is not just a question of technologi- 
cal fixes. “It is great to be optimists and 
have faith and believe that tech can solve 
things,” says William Hoffman, head of 
the World Economic Forum’s Data-Driv-
en Development initiative. 

But “it is important to adopt the ap-
proaches of human-centered design and 
take a bottom-up perspective that will 
really address the needs of individuals.”

And protect them. In order to lev-
erage fully the promise of Big Data to 
address socioeconomic problems such 
as financial inclusion, food security,  
disaster response and some of the 
other big global challenges, and 
build solutions that are commercially 
sustainable, privacy issues need to be 
resolved, says Hoffman (see the story 
on page 5).

For example, 3D printing can bring 
affordable housing and cheap prosthet-
ics to economically weak and war torn 

regions. However, the technology is also 
raising “a complex debate involving a 
great many political, moral and  
financial interests,” says technology 
consultancy Gartner. 

3D “bioprinting” (the medical appli-
cation of 3D printing to produce living 
tissue and organs) is advancing so quickly 
that Gartner is predicting that it will  
spark major ethical questions about its 
use by 2016.

In August 2013 Hangzhou Dianzi 
University in China used a biomaterial 
3D printer to produce a small working 
kidney that lasted four months. 

And among the World Economic 
Forum’s 2015 Tech Pioneers is Organovo, 
a San Diego, California-based company 
which has started 3D printing human 
tissues, including those of the lung, liver, 
heart, breast, peripheral nerves, bone, 
and blood vessels. 

The company said it will begin 
commercial sales of 3D printed liver 
tissue by the end of this year, targeting 
pharmaceutical companies looking to 
perform liver toxicity tests. The goal is 
to reduce the reliance on animal testing 
in clinical trials.

 These advances mean that the day 
when 3D-bioprinted human organs 
are readily available is not far off, says 
Gartner. This will raise questions such as 
what happens when complex enhanced 
organs involving nonhuman cells are 
made? Who will control the ability to 
produce them and who will ensure the 
quality of the organs?

The challenges surrounding the intro-
duction of game-changing technologies 
are great. 

But the good news is that a growing 
number of entrepreneurs are willing to 
tackle them, even when it means dealing 
with complicated legal and ethical issues 
or disrupting things as fundamental as 
the food chain.

Take the case of Tetrick, who led a Unit-
ed Nations business initiative in Kenya 
and served as an investment advisor to 
the government of Liberia before becom-
ing a tech entrepreneur. 

He says Hampton Creek isn’t about to 
stop with egg replacement in its quest 
to make healthy food affordable and 
available to all. He wants to leverage his 
company’s experiments with plants to 
improve upon all sorts of things. 

But the world will have to wait until 
2015 to find out what Hampton Creek is 
going to hatch next.

It takes about five 
kilograms of feed 
to produce one 
kilogram of chicken.

Italy’s WASP is using 3D printing to build affordable 
housing in poverty-stricken areas

 

3D PRINTED HOUSES
3D printers are expected to 
revolutionize home building, 
making it more affordable and 
green. Winsun New Materials, 
a Chinese construction-ma-
terials firm, recently made 
headlines when it built ten 
200-square-meter homes in 
24 hours with a 3D printer that 
used a combination of cement 
and glass fibers. 
In Amsterdam a team of archi-
tects is working on a 3D-printed 
canal house using bio-based, 
renewable materials. 
Italian 3D printing company 
WASP (short for World Ad-
vanced Saving Project) has 
developed an easily trans-
portable 3D printer that can 
build affordable houses out of 
natural materials, such as mud 
or clay. 
Thanks to its design, the 3D 
printer (which can be assem-
bled quickly for use in remote 
areas of the developing world) 
can help build houses that are 
taller than traditional mud  
huts and the huts dry much 
faster, making them inhabita-
ble quicker.

ENERGY STORAGE
Backed by $15 million in 
funding from Khosla Ventures 
Berkeley, California-based 
LightSail aims to reinvent the 
power grid to make it more 
efficient and environmentally 
friendly. The big idea is to 
store the world’s excess ener-
gy in tanks of compressed air 
plugged into wind and solar 
farms, so energy can be stored 
for times when it’s needed. 

CLEAN WATER
An estimated 1.1 billion people 
live without access to clean 
drinking water. Lockheed 
Martin says it has found a way 
to use graphene, a pure form 
of carbon that is very thin, 
to improve desalination. Its 
technology promises to enable 
thin carbon membrane filters 
with holes about a nanometer 
in size. The holes allow water 
to pass through but block the 
molecules of salt in seawa-
ter. The breakthrough could 
spare developing countries the 
expense of building plants that 
use a desalination process 
called reverse osmosis.

Tech Is Tackling Big Problems

Tetrik: 
‘solving 
problems 
for massive 
groups of 
people’
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SYNTHETIC BIOLOGY  DATA PRIVACY

Someday soon, the Red Cross says, it may 
use drones to deliver humanitarian aid. 
But aerial delivery vehicles can also be 
used to surreptitiously collect data, raising 
serious trust issues.

Similarly, data collected by mobile oper-
ators can be used to pinpoint where people 
are moving en masse during war or disease 
outbreaks in order to better target relief 
efforts; or it can be abused by totalitarian 
regimes to track down dissidents.

An example of how Big Data can be used 
for the greater good is mobile operator Or-
ange’s “Data for Development Challenge,” a 
2013 initiative which uses research into how 
anonymized and aggregated mobile network 
data, sourced through Orange’s local sub-
sidiary in Côte D’Ivoire, could be applied 
to gain new insights into socio-economic 
development issues.

The 2013 challenge marked the first time a 
large database of anonymized mobile network 
data was opened to the international scientific 
community for use in research for social im-
pact. Over 80 research teams from academic 
institutions submitted projects that demon-
strated how analysis of mobile phone data can 
be used to address everything from poverty 
mapping and disease to spread modeling and 
transportation optimization.

Since then Orange and Sonatel, in partner-
ship with UN Global Pulse, the Gates Foun-
dation and other partners, have launched 
another challenge, focused on Senegal. 

While Orange received plaudits for the use 
of anonymized data for research purposes the 
same tools that allow tagging and identifica-
tion of people are being used by governments 
elsewhere to subvert personal freedoms, 
leading to harassment, jail time or worse. 

For example, WITNESS, an organization 
that encourages people to use video to docu-
ment abuses, tells the story of people who at-
tend a rally against the Syria government. The 
next day images of protests downloaded from 
YouTube were being cross-checked with the 
faces of people walking through check-points. 
When IDs were made, arrests followed.

Similarly, when it comes to wearable 
technology that tracks data about movements 

If Big Data is going to be used for the greater good, technology companies will 
have to build in convincing privacy protections, writes Jennifer L. Schenker

and health “we have to figure out how do I 
opt in with the doctor but opt out of sharing 
that with the government,” says Abi Weaver, 
Director, Global Technology Project, at the 
American Red Cross.

The risks and unintended consequences of 
new technologies, chief among them greater 
information sharing and more data collection, 
whether it be via drones, mobile phones or 
wearables, will be the topic of a November 5th 
panel discussion hosted by Internews, the Red 
Cross and the World Economic Forum and 
moderated by Informilo’s Jennifer L. Schenk-
er during Web Summit in Dublin.

Privacy and trust issues must be resolved if 
new tools are going to be effectively leveraged 
to address big problems, such as disease out-
break, disaster response, food security and fi-
nancial inclusion, says William Hoffman, head 
of the World Economic Forum’s Data-Driven 
Development Initiative.

In a 2014 study, The Internet Trust Bubble: 
Global Values, Beliefs and Practices, conducted 
for the World Economic Forum, respondents 
were asked to what extent they trust various 
entities to safeguard their personal data. Only 
about half of respondents said they trust gov-
ernment or health and medical services. Tech-
nology companies fared even worse: only 
37% said they would trust social networking 

companies, 40% said they would trust search 
engine companies and 44% said they would 
trust mobile operators.

To move forward, shared principles and 
data ethics for areas such as the treatment of 
metadata need to be established and technical 
innovations put in place, so that permissions 
can flow with the data, making it clear who 
accesses what and when, says Hoffman.

Issues to be addressed during the workshop 
include how to strengthen accountability 
for the impact data analytics can have on 
individuals and communities; how to deliver 
meaningful transparency of data flows; and 
how to give individuals greater control over 
how their personal data is used.

“There is no question that we find better 
solutions when technologists, business lead-
ers, government officials, researchers  and 
humanitarians align interests and resources,” 
says Weaver, a workshop panelist. “Our 
partnerships with technologists have not only 
transformed the way the Red Cross responds 
to emergencies and serves disaster survivors 
but they have also improved the way we man-
age change and bring ideas to scale.”

But, she says, before the Red Cross can start 
using technologies like drones, people have 
to trust that the data that is collected will not 
be abused. 

Privacy By Design

The ICRC 
is debating 
using drones 
for delivery, 
but will they 
be trusted?

Bigger Than 
The Internet?
The world’s first bio-engineering 
accelerator program was run in Cork.  
If the companies can deliver what they 
say it could change the way we think 
about manufacturing, writes Ben Rooney

If tech is really going to tackle the major 
problems of the world, then silicon is only 
going to get us so far. What we need is a 
whole new way of dealing with the physical 
world. That may just be happening in Cork.

Ireland’s second city plays host to one of the 
most significant biotechnology clusters in the 
world. “Something like 14 of the top 15 biotech 
companies on planet Earth have EMEA head-
quarters in Cork,” says Bill Liao, a partner 
at venture firm SOSventures, the backers of 
IndieB.io, which is being billed as the world’s 
first accelerator devoted to start-ups using bi-
ology to solve fundamental human problems. 
Cork is also home to Cork University and Cork 
Institute of Technology (CIT), two universities 
known for their strong focus on biotech.

For Liao, what is going on in Cork is nothing 
short of a revolution, and one that will make 
the disruption caused by the Internet look 
pale in comparison. Turning low-value raw 
materials into high-value products is the basis 
of economics. Synthetic biology does that at 
the molecular level, using micro-organisms to 
do the work for you.

“Nature has been a nano-technologist for 
millions of years,” he says. Because scientists 
have been able to unlock the secrets of DNA 
and manipulate it “there has been a quantum 
leap in the ability to turn low-value molecules 
into high-value molecules.”

The building blocks of this revolution are 
being put in place, he says. For example, 
Symbiota, a global open-source repository 
which allows contributors to upload genome 
compiler code or other open-source code and 
share it, is already being called the “Github” 
of synthetic biology. “DNA is fundamentally 
digital. What we have now is the ability to 
share higher-level language code between 
teams. That is really powerful,” says Liao. 

Couple the ability to share DNA code with 
a cheap DNA sequencer and the fires of the 

revolution Liao 
describes may 
have just been lit. 
That is why one 
of the companies 
in IndieB.io’s 
first cohort was 
Graz, Austria-based 
KiloBaser, makers of 
a DNA rapid prototyp-
er. Synthesizing DNA is 
slow and holding back 
development in 
synthetic biology, 
says KiloBaser CEO 
Alexander Murer. 
“Each time you 
order DNA usu-
ally you have to 
wait three to four 
days, or even 
up to months if 
you need longer 
pieces of DNA 
delivered,” he 
says. “Our idea 
was to create a 
DNA synthesizer 
that can synthesize 
the DNA in perhaps 
three to four hours.”

The company plans 
to make a synthesizer 
for around $3,000, 
roughly one-tenth 
the cost of an ex-
isting device. The 
breakthrough 
is in using a 
technology called 
micro-fluidics, 
applying the 
techniques used 

to produce silicon chips to fluids. “Our synthe-
sizer has the ability to use perhaps 100 times 
less reagents [than conventional models],” he 
says. The company is seeking funding.

What sort of things can synthetic biology 
produce? What about new materials? When 
attacked, the hagfish, a relative of the lam-
prey, produces up to a cubic meter of slime 
that actually comprises filaments that are 
100x thinner than a human hair and stronger 
than nylon, steel and even Kevlar. 

Benthic Labs, an IndieB.io company staffed 
by a team of undergraduates, is trying to 
mimic the strength of that slime by genetically 
modifying e.coli to make a new material they 
say compares favorably with Kevlar. Accord-
ing to Liao, the cost should be at least one-
tenth that of Kevlar and, given the chemicals 
needed to make Kevlar, the process is “at least 
say five, probably 10, orders of magnitude bet-
ter in terms of environmental preservation.”

Or what about energy? There have been 
many attempts to get bacteria to make diesel, 
but it hasn’t proved very successful at scale, 
not least because diesel is not a very con-
ducive medium for bacteria. But, says Liao, 
“What if you could make a mix of bacteria that 
you could pour into a 44-gallon drum filled 
with food waste and water, and over a couple 
of days it released two or three liters of diesel? 
That does not sound like a lot but in the de-
veloping world two or three liters of diesel is 
enough to plow a field.” Liao says that this one 
hasn’t yet been cracked, but it is a target.

Or foods. Muufri, another IndieB.io com-

“There has been a 
quantum leap in the 
ability to turn low-value 
molecules into high-
value molecules.”

pany, turns yeast, caseins, whey proteins, a 
few chemicals and sunflower oil into milk. 
“Convincing yeasts to make milk is incredibly 
efficient. The product you end up with is al-
ready bacteria-free so it has an unlimited shelf 
life. Without refrigeration. It tastes perfect like 
milk — and it is vegan.”

While biotech has long promised much, but 
all too often under-delivered, what is different 
this time, says Liao, is that these new compa-
nies combine the science with the agility and 
speed of a digital start-up. “I fully expect them 
to give returns on a tech company timeline, 
not on a medical/pharma timeline.”

Picture:  
Pat Masioni
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Dublin’s thriving tech economy is 
built on a wealth of talent, not just tax 
arrangements, writes Ben Rooney

Dublin Not A  
Taxing Issue

When Spanish telco Telefónica recently 
produced a report on the world’s top digital 
ecosystems London, Berlin and Paris were 
all represented but, no doubt much to its 
chagrin, Dublin didn’t make the top 20.

There are valid reasons why it should have. 
The Irish capital, as well as playing host to 
Web Summit, Europe’s largest start-up confer-
ence, is arguably unique among tech clusters 
in Europe in having so many tech giants 
headquartered in the city or nearby. 

Ireland plays host to a who’s who of tech 
including Facebook, Google, PayPal, Airbnb, 
Zynga and Etsy to name but a few. Some 
nine of the top 10 global software companies 
are located in Ireland, alongside three of the 
top five U.S. games makers and 15 of the top 
20 global medical companies, according to 
figures from IDA Ireland, the country’s state 
agency charged with bringing foreign direct 
investment (FDI) into the country.

Persuading overseas companies to set up 
shop in Ireland has proved highly beneficial 
to the Irish economy and, given the fallout the 
2008 economic crisis had on the economy, on 
the jobs market. IDA Ireland estimates some 
170,000 jobs are directly attributable to FDI. 

Given a working population of 2.2 million, 
that represents about 8% of the workforce, 
and a recent study suggested that for every 
10 jobs directly attributable to FDI, another 
seven were indirectly attributable, according 
to the country’s Central Statistics Office. 

Furthermore according to a 2013 report by 
The Wall Street Journal, Ireland is Europe’s 
most entrepreneurial country when meas-
ured on venture capital funding per capita. 
Ireland attracted four times the European 
average and some 680 times more per capita 
than Bulgaria, the bottom-ranked country. 

New funds such as Frontline Ventures, 
formed by Shay Garvey, a former partner at 
Ireland’s Delta Partners, and those of Will 

Prendergast, a former partner at NCB Ven-
tures, and entrepreneur William McQuillan, 
are setting up shop in Ireland. The U.S.’s 
Polaris Venture Partners decided to set up 
Dogpatchlabs in Ireland. 

And young Irish companies such as Datahug 
and Intercom are attracting investment from 
big-name U.S. investors such as Silicon Valley 
super-angel Rob Conway, Twitter’s Biz Stone 
and 500 Startups. 

Another impact of the cluster is the network 
effect. Ireland’s tech ecosystem structure, 
with start-ups at the bottom and tech giants at 
the top, means a ready supply of talent to pop-
ulate not just start-ups but the up-and-coming 
tech companies looking to expand, typically 
out of the U.S., into Europe and beyond. 

One example is Nitro, a Valley-based 
document-management company. Accord-
ing to John O’Keefe, Nitro’s VP EMEA, the 
key factor for locating its EMEA HQ offices in 
Dublin was the talent.

“The Salesforces, the Googles, the Face-
books, and the like, they have been here for 
up to 10 years and those companies have 
produced a lot of great talent who, over time, 
have become great leaders,” says O’Keefe.

O’Keefe, who joined Salesforce in Dublin in 
2000 as its ninth employee in Europe, says 
he learned how to build a growth company. 
Working in the tech sector in Dublin “is like 
an extended master’s degree; it’s one of those 
places where you learn how to do that.” . 

“First and foremost [working for a big com-
pany gave me] an understanding of who to 
hire. A company like Salesforce or Google has 
a huge focus on hiring, onboarding, and really 
making people productive,” he says. “We are 
looking to take this organization from 30 peo-
ple to at least 100 within 12 to 18 months. That 
takes a lot of hiring. That was a key factor.

“The second thing is you build up a knowl-
edge on the market, you understand what 
works, what does not work. You understand 
growth. You understand what it takes to grow 
something from something small to high 
revenue.”

Job site Indeed.com considered three 
cities for its EMEA headquarters, says Aidan 
McLaughlin, who heads up international 
communications for the Austin, Texas-based 
company. “It was between London, Dublin 
and Geneva. Dublin won because of the eco-
system here.” 

Start-ups are also benefiting from the 
network effect. “What we are beginning to see 
is that people are leaving Facebook, Google, 
Twitter. and they are joining small Irish com-
panies or they are creating their own,” says 
Karl Aherne, director of the Dublin branch of 
Wayra, Telefónica’s global start-up accelera-
tor program. 

Aherne says he is already seeing a change 
in the kind of entrepreneurs coming through 
Wayra’s program in Ireland, which has so far 
hosted three cohorts. 

“In our first cohort we had a younger-pro-
file entrepreneur. We funded their learning 
curve,” says Aherne. 

“What is happening now is that we have 
moved up the value chain just a couple of 
steps and the people now getting into Wayra 
have already learned from their mistakes 
somewhere else. We are now benefiting from 
that and that’s why we are seeing start-ups 
coming in with revenue already, with a prod-
uct, with market fit,” he says. 

But is there a risk that with all these compa-
nies chasing after the same talent, salaries will 
be driven up, and Dublin could price itself out 
of the market? 

Indeed.com’s McLaughlin said that despite 
Dublin’s cluster of large tech companies, it is 
still hard to find the right people. 

“It is very competitive here. It is tough to 
poach people.” Indeed.com originally staffed 
its executive positions from the U.S. but, says 
McLaughlin, has begun to hired locally, either 
from Dublin or from Cork, Ireland’s second 
city, three hours to the south.

But as Aherne points out, while the pres-
ence of so many company HQs is bound to 
have an impact on prices, “if those U.S. com-
panies were not here, then there would be no 
tech talent in Ireland at all. 

“People coming out of Trinity College with a 
computer science degree would be head-
ing off to Singapore, London, Amsterdam, 
Berlin… They would not be staying in Dublin, 

they would not stay in Ireland; the opportuni-
ties for them would not exist.”

The elephant in the room when it comes to 
talking about companies setting up in Ireland 
is, of course, the country’s very favorable 
corporate tax rate — at 12.5% it isn’t the lowest 
in Europe, but it is among the lowest. 

Ireland additionally offers some contro-
versial tax arrangements, in particular the 
so-called “Double Irish,” an arrangement 
that lets companies send royalty payments 
for intellectual property from an Irish-regis-
tered subsidiary to another that resides for 
tax purposes in a country with no corporate 
income taxes. 

Last month Irish Finance Minister Michael 
Noonan shut that door, saying it would no 
longer be available for new companies setting 
up in Ireland from next January, and giving 
existing companies six years to change their 
tax arrangements. Would this make any differ-
ence to Dublin’s lure?

No, says Wayra’s Aherne emphatically. 
“Even without the Double Irish we are still 
competing with our corporation tax rates. 

“It is better to be here than in the UK out-
side of the Eurozone dealing with Sterling, 
dealing with currency exchanges, or being 
in France with the labor laws, or  
being elsewhere. 

“Then layer in on top of that the busi-
ness-friendly environment that we have here. 
Dublin is not built on a tax scheme.”

TALENT

Dublin’s 
‘Silicon 
Docks’: 
European 
home to many 
of the world’s 
biggest tech 
companies

Planting New  
Seeds In Dublin

While IDA Ireland scours the globe look-
ing for tech giants to come to Dublin, the 
government-backed NDRC accelerator is 
operating at the very opposite end, looking 
for start-ups too small even to attract seed 
funding. It is, in the words of its CEO Ben 
Hurley, “a pre-seed accelerator.”
Although it started life as a sort of state-lev-
el technology transfer office, when that 
didn’t work out, like all good start-ups 
NDRC, which is ranked as one of the world’s 
most successful programs, pivoted. 
Part of its remit is to invest in very early-stage 
companies, essentially to whip them into 
shape so that angel investors will look at them.
“The thesis being that if there is money to 
be made, seed investors or angel investors 
will already be there,” says Hurley. 
“But they [angels] can only go to the point of 
earliness that makes sense so they can still 
think they’ll get some kind of return. We are 
coming in before that.”
Hurley has some €42.5 million under man-
agement for a number of schemes, but says 
they are not looking for typical VC returns. 
“That is why the state is involved. The ex-
pectations of return cannot be at the same 
level as you would get in a commercial fund 
because the risk is just off the scale.”
Instead, NDRC measures success three ways: 
how much follow-on funding its companies at-
tract; the market capitalization its companies 
generate; and thirdly how many jobs it creates. 
“Our follow-on investment at the end of last 
year was €40 million; we are projecting that 
will increase by 50% this year,” says Hurley. 
“The market capital last year in our ventures 
was €120 million so that is a fairly signifi-
cant body of value that has been built up in 
the Irish economy.”
Since NDRC operates as a state body, it is 
less concerned with capturing all of the value 
it creates. “If you try looking for stuff that you 
can capture more value, you are automati-
cally going to go [for] the less risky things and 
therefore push yourself back into the area that 
is already well serviced by seed investors and 
others,” he says.
That isn’t to say NDRC isn’t looking for 
success. One of the start-ups it backed, 
Logentries, which specializes in cloud-based 
log management technology, landed one of 
Europe’s largest A-Round investment deals at 
the time, securing $10 million last year.

“It was between London,  
Dublin and Geneva.  
Dublin won because of  
the ecosystem here.” 
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PAYMENTS LOGISTICS

Stripe’s star is rising. The five-year-old 
online payments company started by Irish 
brothers John and Patrick Collison powers 
the buy buttons of Facebook, Twitter and 
Alibaba Group Holdings’ Alipay as well as 
those of thousands of other companies that 
process online and mobile payments. In 
September it scored a coup by partnering 
with Apple to help power the ApplePay 
mobile wallet for the iPhone 6.

Stripe helps merchants see who is buying 
from them, and what patterns are emerging, 
and then guides them on where they should 
focus future efforts. It has raised $140 million 
in funding from investors that include A-list 
Valley firms Sequoia Capital and Andreessen 
Horowitz, as well as PayPal co-founders Peter 
Thiel and Max Levchin. It has a reported valu-
ation of $1.75 billion.

Now it is helping other ambitious younger 
start-ups raise funding of their own and poten-
tially become stars in their own right. To help 
strengthen the Stripe platform, early investor 
General Catalyst Partners announced in Sep-
tember that it had set up a $10 million fund to 
invest in start-ups building products to run on 
the Stripe Connect platform.

“We have watched this ecosystem develop 
with great interest,” Hemant Taneja, Man-
aging Director at General Catalyst, said in a 

statement. “In Stripe Connect, we see the po-
tential to build entirely new classes of services 
that enable businesses to better leverage their 
payments capabilities and data.”

General Catalyst said the GC Stripe Platform 
Fund is geared primarily toward seed-stage 
start-ups that have traction. Most investments 
will range from $250,000 to $500,000. 

Stripe Connect enables businesses to 
connect their Stripe accounts (and their 
Stripe data) with other services: a company 
can start selling on Twitter, integrate with its 
web analytics, or access its Stripe data on a 
mobile device. 

“The Connect ecosystem makes the busi-
ness data for popular web services accessible 
for start-ups to build on,” John Collison, 
a scheduled speaker at Web Summit, said 
in an interview with Informilo. “This is an 
opportunity for a new breed of B2B appli-
cations that would have been really hard or 
impossible to build before.”

The first investment has already been 
announced: Baremetrics, which analyzes data 
for SaaS companies using Stripe payments, 
will receive $500,000 in funding. 

The GC Stripe Platform Fund is focused on 
two categories: start-ups that are building ex-
tensions to the Stripe platform and add value 
to other Stripe users; and marketplaces or 

A new $10 million fund will help start-ups building services on the  
online payment company Stripe’s platform, writes Jennifer L. Schenker

Liam Casey can get 
a product from a 
factory in China into 
a consumer’s hands 
within 72 hours. That is a 
boon to hardware start-
ups, writes Ben Rooney

Casey: Our 
last mile could 
be up to 7,000 
miles long

platforms that are built atop Stripe Connect, 
such as Bigcommerce or Lyft. The fund has 
global reach and says it will accept appli-
cations from start-ups in both mature and 
emerging markets which can accept invest-
ments from U.S.-based investors.

Traveling to Dublin for Web Summit will 
bring Collison back to his roots. He and his 
brother, who were raised in Ireland, are today 
considered to among the country’s most 
successful tech entrepreneurs.

Patrick won an Irish national science award 
in school while John scored the highest-ever 
score in the Irish Leaving Certificate. Both 
were accepted into top U.S. universities: 
Patrick at the Massachusetts Institute of Tech-
nology, John at Harvard. While still a student 
Patrick built a company called Auctomatic, 
which was sold to Canada’s Live Current Me-
dia for $5 million within a year of its launch.

The brothers started Stripe in Boston in 
2009, before either had finished their stud-
ies, because they wanted to fix the kind of 
difficulties in accepting online payments that 
Auctomatic experienced.

It was clear that there was a need for a de-
veloper-focused payment platform, says John 
Collison, so he and his brother moved to the 
San Francisco Bay area to build up the online 
payments company.

“We set about building Stripe infrastructure 
for developers to weave into Web services; 
nobody before Stripe had really taken this 
approach before,” says Collison. “PayPal 
and Google with its earlier checkout were 
consumer offerings that happened to have a 
product for merchants,” he says. “Stripe is the 
business engine for merchants. We only do 
what is in the merchants’ interest.”

“We think of Stripe as building a universal 
payment structure for the Internet,” says Col-
lison. “We are not building our own consumer 
wallet, we are building the underlying layer 
that powers the apps that powers the Web 
services but sits in the background.”

So what advice does he have for start-ups 
that want to get Stripe Connect funding? “We 
want to work with our business customers to 
help them sell more,” says Collison. “Those 
are the applications we get excited about.”

Stars And Stripe

John Collison, 
Stripe’s Co-
founder and 
President

According to Corkman Liam Casey we stand 
on the edge of a golden period of innovation 
and it is down to the most prosaic part of 
the sector — distribution.

“The hardest part of hardware is not the 
making of it, it’s the actual selling of it, the 
distribution,” says Casey, CEO of PCH Interna-
tional, the $300 million Ireland-based product 
design and distribution company. “If you fix 
distribution and you create a channel that 
helps start-ups distribute their products while 
reducing the risk, I think you will create the 
greatest innovation in hardware ever.”

Casey, a speaker at the Web Summit confer-
ence in Dublin, thinks he has fixed it. Thanks 
to what he calls his “agile supply chain,” PCH 
can ship product from its distribution center 
in Shenzhen, China, “to 90% of the world’s 
population in three days … Our last mile could 
be up to 7,000 miles long,” he says.

Casey, who founded PCH in 1996, says the 
existing distribution model is killing hardware 
start-ups by locking up huge amounts of capi-
tal in products that sit in warehouses.

“If we just concentrate on the U.S. for now 
and talk about some of the big commerce 
companies, some of them might have as many 
as 50 distribution centers in the U.S.,” he 
says. “If you are a start-up and you are trying 
to meet the requirements you have to put at 
least one week of inventory into each one of 
those distribution centers — that’s a year’s 
worth of inventory.”

Casey’s solution? “We have replaced 
inventory with data. We hold the inventory in 
China. We react to real demand and based on 
the sell-through data, we ship your product 

based on that. We react to real demand, not 
forecasted demand.” Shipping direct from 
China means a fraction of the product is 
needed, which also means just one distribu-
tion center.

He is highly critical of the way that some 
hardware start-ups are treated by retailers. 

“The reason we don’t have huge innova-
tion in hardware technology is because of 
the contracts of the big-box retailers. They 
will say, ‘we really like your product, we are 
really excited by it. Now you have to consign 
inventory to all our warehouses. You will pay 
us to promote it and if it doesn’t sell you will 
come and collect it. And then we will bill you 
for non-performance in the store.’”

These terms don’t give hardware start-ups a 
fighting chance. “If you want innovative prod-
ucts, you have to support the innovators.”

Sorting out logistics lowers the barriers to 
entry for hardware start-ups and makes them 
much more attractive to investors, he says. 

At the same time, the bar has gotten a lot 
higher when it comes to consumer expecta-
tions for new products. “PCH offers not just 
distribution, but will handle every aspect of 

the consumer experience. We start thinking 
about what the best way to design the whole 
product is for the consumer. What will the 
box look like? What is the packaging like? All 
the things that you look at that need to be 
done to ensure it is a great experience when 
the consumer gets his hands on it.

“We enable start-ups like Kano [which 
packages Raspberry Pi computers] and Blaze 
[which makes a smart bicycle lamp] to be able 
to do that without having all of the infrastruc-
ture,” he says. “That’s the table stakes. You 
have to be able to deliver to that standard.”

It isn’t just better logistics that will have 
a profound impact on hardware start-ups; 
Casey says there is a ‘renaissance of prototyp-
ing.’ “The real innovation in hardware comes 
from having a prototype that works,” he says. 
“That’s the moment of truth. The ability to do 
that has really accelerated innovation.”

Products such as Raspberry Pi, Arduino and 
technologies like 3D printing enable entrepre-
neurs to build prototypes in hours.

“We run hackathons. People turn up on a 
Friday night with ideas, they form teams, they 
agree on projects, and they get to working,” 
says Casey. “By Sunday night they are pitch-
ing and they have a prototype. That is incredi-
bly powerful.”

PCH is behind Highway1, a hardware accel-
erator in San Francisco. That, together with 
PCH’s work with major manufacturers, lets 
Casey see into the future. So where is hard-
ware innovation heading? He is famously dis-
creet, but lets slip “the way e-commerce may 
be conducted in the future is sensor-to-sensor 
and not person-to-person.” Start prototyping. 

Hardware 
Hero

“If you fix distribution  
you will create the 
greatest innovation  
in hardware ever.”

Picture: Conor McCabe 
Photography
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Mosaic, a new London 
fund, will help close 
Europe’s Series A gap, 
writes Jennifer L. Schenker

Blockchain, a UK-based Bitcoin wallet 
provider, recently raised $30 million, an 
eye-popping sum for an A round in Europe.

Backers include Menlo Park, California- 
based Lightspeed Ventures; Chicago, 
Illinois-based Wicklow Capital; and Mosaic 
Ventures, a new $140 million fund formed by 
tech industry veterans Toby Coppel, Simon 
Levene and Mike Chalfen.

The deal illustrates how the landscape for 
young companies in Europe is changing. 

European companies are raising big rounds 
at an earlier stage, helping them to better 
compete with U.S. rivals; U.S. venture funds 
are increasingly investing in young European 
companies; and London is now home to a 
growing number of funds that are helping to 
close the early-stage funding gap (see box).

Mosaic, which officially launched in Septem-
ber, follows the July announcement by Google 
Ventures that it is setting up an arm in London 
that will invest $100 million in European start-
ups. “The European ecosystem has developed 
tremendously and the opportunity is there to 
serve these entrepreneurs and founders with 
their first large checks once they have their 
initial product idea,” says Coppel. “We are 
very excited to be in the market.” 

The Mosaic Ventures partners are old 
friends and have long track records; they have 
invested in high-profile successful tech com-
panies such as Alibaba, Criteo, Etsy and King. 

Chalfen and Levene met at graduate school 
in the early 1990s, and Levene and Coppel 
were roommates at Harvard Business School, 
and later worked together at Yahoo. As a trio 
the three of them go back to a Yosemite hiking 
trip in 1996. Levene was an early employee at 

Marco Boerries that is building a full stack/
platform to service small businesses. (Prior 
to the fund closing, Mosiac had pre-agreed to 
invest in NumberFour’s $38 million Series A 
funding round, a round led in 2013 by Index 
Ventures.) Other investors in the NumberFour 
investment round include Sun Microsys-
tems co-founder Andy Bechtolsheim, Yahoo 
co-founder Jerry Yang, as well as European 
investors Klaus Hommels and Lars Hinrichs.

The investment in NumberFour fits with the 
fund’s strategy. Mosaic plans to focus on four 
or five key areas and start-ups focused on the 
small and mid-sized business software stack is 
one of them, says Chalfen. “We are interested 
in start-ups that use true SaaS, big data and 
analytics to offer completely new applica-
tions,” he says. “There is strong technical 
talent in Europe and we are seeing some very 
innovative companies.”

The investment in Blockchain reflects 
another key focus for the fund: fintech. “The 
[financial] regulatory environment is more 
open to new entrants than it has been in the 
past and London is a terrific place to launch,” 
says Coppel. “The currency market is inter-
esting; we are looking at payments, credit, 
Bitcoin and the blockchain. We are going to be 
very active in the fintech space.”

Another area is marketplace businesses 
such as Etsy and Hailo, Criteo and Alibaba. 
As their track record shows, “we like those 
business models.”

@Home Network, a start-up founded in 1995 
to pioneer the broadband Internet. Coppel 
later recruited him to work as a vice president 
in charge of corporate development at Yahoo. 

As Yahoo’s Chief Strategy Officer Coppel 
was responsible for investments and M&A, 
and among other things, he led the team that 
invested $1 billion in Alibaba in 2005 for a 
stake which has a value over $80 billion today. 

In 2007, Coppel moved back to Europe 
when Yahoo asked him to lead a turnaround 
and restructuring of its European operation.

After leaving Yahoo Levene worked as a VC 
in the London office of Accel Partners and 
was later affiliated with Index Ventures, while 
Coppel invested in tech start-ups with Richard 
Branson. Chalfen spent a decade working at 
Apax Partners and later joined Advent Ven-
ture Partners in London.

So why form their own early-stage fund? 
The partners say they find the market oppor-
tunity in Europe compelling.

As with Silicon Valley, much of the entrepre-
neurial talent is highly diverse, which is often 
seen as a key ingredient for successful inno-
vation: 37% of Londoners were born outside 
the UK; in Stockholm, only 27% of founders 
are non-Swede; Berlin is 15% non-German but 
attracts a lot of intra-German migrants.

The new model start-up is much more capi-
tal efficient than in past cycles and has attract-
ed a lot of seed and angel capital to fund an 
explosion of start-up activity. However these 

capital efficient businesses are less well served 
by series A investors then they were five to ten 
years ago, making that stage more attractive 
for the new generation.

And thanks to the instant global distribution 
made possible by the Internet and app stores, 
it is no longer necessary for ambitious Europe-
an entrepreneurs to relocate headquarters to 
the U.S. to win globally, the partners say.

The Mosaic partners note that only two of 
the 20 European tech “unicorns” worth $1 
billion have moved their headquarters to the 
U.S. By their count, there are over 200 Eu-
rope-founded tech start-ups that have exited 
for over $100 million in the last decade. Add 
to that a further 150 or more that are today 
valued at over $100 million, but have yet to 
exit, creating a pool of serial entrepreneurs 
and alumni networks that are forming a next 
generation of promising companies.

“Our view of the European market is that 
historically the most active and successful 
early-stage firm has been Index and of course 
they are going to continue to do well; but they 
are now doing other things too— they also 
have a growth fund — and have become mul-
ti-stage and multi-geography,” says Levene. 
“We hope to build a strong Series A position 
and co-exist with them.”

The two funds have, in fact, already started 
working side by side. Mosaic’s first investment 
is in NumberFour, a Berlin-based start-up 
formed by former senior Yahoo executive 

INVESTMENT

Early 
To Rise

DN Capital: In September DN Capital announced 
$200 million for its third venture capital fund.

Google Ventures Europe: In July Google 
announced $100 million to invest in early-stage 
European start-ups. 

Index Ventures: In June it announced its seventh 
early-stage fund, raising another €400 million. 

Balderton: In April it announced the closing of its 
fifth European fund, raising another $305 million.

Accel Partners: In 2013 Accel Partners an-
nounced its $475 million IV fund targeting early 
and growth-stage companies in Europe and Israel.

Hoxton Ventures: Created in 2013 by Hussein 
Kanji and Xoogler Rob Kniaz, it focuses on the 
$500,000 to $2 million funding gap in Europe.

White Star Capital: Founded in 2013 by 
ex-Facebook executive Christian Hernandez and 
Eric Martineau-Fortin.

Episode 1: Started by Simon Murdoch, Damien 
Lane and Adrian Lloyd in 2013.

Connect Ventures: Launched in 2012 by Sitar 
Teli, Bill Earner and Pietro Bezza.

Passion Capital: Founded by Stefan Glaenzer, 
Eileen Burbidge and Robert Dighero in 2011. 

Octopus Ventures: One of the most active early- 
stage investors in the UK.

DFJ Esprit:The fund co-invests with angels and 
backs both early-stage and growth start-ups.

Atomico: Closed its second fund for at ear-
ly-stage companies in 2010 at $165 million. It 
raised a later-stage, $44 million fund in 2013. 

PROfounders: Founded in 2009, the fund is 
credited with helping pioneer early-stage  
investing in London.

Notion Capital: Pan-European fund launched in 
2009; invests in B2B, cloud and SaaS start-ups.

Mosaic 
Ventures 
partners  
(left to right) 
Toby Coppel, 
Simon 
Levene and 
Mike Chalfen

Early-Stage Venture Funds In London 
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DIGITAL SHADOWS
WWW.DIGITALSHADOWS.COM

LONDON, UK
What it does: Cyber intelligence service.
Why it’s hot: Companies expose a great deal of 
information online, particularly through social media. 
Hackers use this to launch focused attacks. Spanning 
over tens of millions of sources of information, 
Digital Shadows delivers a “hacker’s eye view” of an 
organization, then identifies and helps mitigate risks. 
Customers include some of the world’s largest banks.

FARMERON
WWW.FARMERON.COM

OSIJEK, CROATIA
What it does: Web-based farm management tools.
Why it’s hot: Farmeron helps bring dairy farm records 
online and boosts results with actionable metrics. Its 
reports can be used to monitor production performance 
and adjust production plans and support reporting 
requirements. In May it raised $2.65 million in funding, 
bringing total funding to more than $4 million. Rumored 
to be negotiating funding with Monsanto.

GAMEANALYTICS
WWW.GAMEANALYTICS.COM

COPENHAGEN, DENMARK
What it does: Helps developers make better games.
Why it’s hot: GameAnalytics provides free analytics 
services to game developers, supporting nearly 12,000 
games and tracking a total of over one billion players 
since the launch of its service in 2013. The company 
has a data engineering team in Berlin and a commercial 
team in London. Gameanalytics has raised $2.5 million in 
funding from Sunstone Capital, Crunchfund, and angels.

LOGENTRIES
WWW.LOGENTRIES.COM

DUBLIN, IRELAND
What it does: Log management and analytics.
Why it’s hot: Logentries delivers business insights from 
machine-generated log data for development, IT and 
business operations teams of all sizes. It supports more 
than 25,000 users from over 100 countries; customers 
include Macy’s, Mailchimp, and the Financial Times. In 
October 2013 Logentries raised $10 million in one of 
Europe’s largest “A-Round” investments.

PROFITERO
WWW.PROFITERO.COM

DUBLIN, IRELAND
What it does: E-commerce intelligence.
Why it’s hot: Profitero provides more than 50 retailers 
— including Staples, Sam’s Club and Waitrose — with 
competitors’ prices, promotions and product information. 
It also helps brands enhance online sales and market 
positioning by delivering daily online metrics. In June the 
company raised $8 million from Polaris Partners to double 
its engineering team and expand in the U.S.

QUBIT DIGITAL
WWW.QUBITPRODUCTS.COM

LONDON, UK
What it does: Customer experience platform.
Why it’s hot: Qubit collects more than 300 data points 
to help its customers understand visitors in granular 
detail. Founded by four former Google employees, Qubit’s 
visitor data hub processes more than 1.5 billion customer 
events online every day. In September it closed a $26 
million Series B round, investors included Accel Partners, 
Salesforce Ventures and Balderton Capital.

YIELDIFY
WWW.YIELDIFY.COM

LONDON, UK
What it does: Improves yield for e-commerce merchants.
Why it’s hot: Yieldify’s analytics platform converts visitors 
into customers. It influences user behavior to drive down 
cart abandonment. Its communications increase the opt-
in rate to 5%-30%, which translates into a real increase of 
1,000%-6,000% (average opt-ins are typically just 0.5%). 
Clients include O2, Phillips and Play.com. It closed a 
$1.3m round with leading angel investors in March.

ALGOMI
WWW.ALGOMI.COM

LONDON, UK
What it does: Information for fixed income liquidity.
Why it’s hot: Algomi connects fixed income professionals, 
letting them make better trading relationships in a 
landscape of changing capital, leverage and liquidity 
requirements. The services are live or being installed 
in nine banks, and Algomi will open its network to the 
buyside later this year. Rumored to be on the verge of 
raising a round that will give it a $400 million valuation.

BLOCKCHAIN
BLOCKCHAIN.COM

TORTOLA, BRITISH VIRGIN ISLANDS
What it does: Bitcoin wallet and website.
Why it’s hot: Blockchain’s site began as a Blockchain 
explorer intended to make it easier for Bitcoin users to 
study transactions and analyze the bitcoin economy. 
Shortly after, Blockchain Wallet was launched. The 
company has raised more than $30 million from investors 
in the U.S. and UK.

CALASTONE
WWW.CALASTONE.COM

LONDON, UK
What it does: Transaction network for the fund industry.
Why it’s hot: Calastone claims its automated transaction 
service has enabled the fund industry to reduce the cost 
of transactions by over 60%. It has more than 450 clients 
and 4,200 network connections and has carried order 
value in excess of $280 billion. In 2013 the company 
raised $18 million from Accel Partners and shareholder 
Octopus Investments. 

FUNDING CIRCLE
WWW.FUNDINGCIRCLE.COM

LONDON, UK
What it does: Crowd-sourced funding for SMEs.
Why it’s hot: Funding Circle has enabled 30,000 
investors to lend £285 million to British businesses. 
£130 million was lent out in 2013 alone. In October the 
company merged with U.S.-based Endurance Lending 
Network; it recently acquired LeapPay to speed up loan 
turnaround time and support U.S. expansion. It has raised 
$65 million in funding.

NUTMEG
WWW.NUTMEG.COM

LONDON, UK
What it does: Online investment management.
Why it’s hot: Nutmeg is the UK’s first online discretionary 
fund manager. It serves more than 35,000 users and is 
one of the top 25 wealth managers in the UK. In June it 
raised $32 million from Balderton Capital, Schroders, 
Charles Dunstone and existing investors Draper 
Associates and Armada Investment Group, to reach $50 
million in total funding.

TRANSFERWISE
WWW.TRANSFERWISE.COM

LONDON, UK
What it does: Foreign currency transfer services.
Why it’s hot: TransferWise keeps currency transfer costs 
down by using the real exchange rate and charging a low 
service fee. In April the company announced it has helped 
its customers to make foreign exchange transfers totaling 
£1 billion so far. In May 2013, Valar Ventures, Peter 
Thiel’s VC fund, led a $6 million round for TransferWise, 
bringing the total raised to $7.35 million.

ADBRAIN
WWW.ADBRAIN.COM

LONDON, UK
What it does: Multi-screen digital advertising platform.
Why it’s hot: Adbrain enables global advertisers to 
use data to better understand and reach mobile-first, 
multi-screen consumers. Following a $1.5 million seed 
investment in June 2013, in March 2014 Adbrain 
raised $7.5 million in Series A funding from Octopus 
Investments and Notion Capital. The round will help 
expansion into the U.S. and Europe.

BELLABEAT
WWW.BELLABEAT.COM

SAN FRANCISCO, CA, U.S.
What it does: Monitoring system for pregnant women.
Why it’s hot: Slovenian-Croatian start-up Bellabeat 
has developed tools to monitor the health of pregnant 
women and their babies. Its app connects mothers 
with a community. Bellabeat won first prize in the 2013 
Pioneers Festival start-up competition, was asked to join Y 
Combinator’s March class in Silicon Valley and has raised 
$4.5 million in funding.

CITYMAPPER
WWW.CITYMAPPER.COM

LONDON, UK
What it does: Multi-modal transport and mapping app.
Why it’s hot: Citymapper’s app provides real-time routing 
using multiple methods of transport in London, New York, 
Berlin and Paris. It uses feeds from open data sources to 
suggest routes in real time. In April it raised $10 million 
in a round led by Balderton Capital. Existing investors 
Connect Ventures, Index Ventures and Greylock Partners 
also participated.

DELIVEROO
WWW.DELIVEROO.COM

LONDON, UK
What it does: Premium food delivery service.
Why it’s hot: Deliveroo delivers meals from high-quality 
restaurants that are not exclusively take-aways. The 
company also delivers customers’ orders itself. Initially 
funded by JamJar Investments and angels, in June the 
company raised £2.75 million from Index Ventures and 
Hoxton Ventures for European expansion and logistics 
platform enhancements.

DESALL
WWW.DESALL.COM

TREVISO, ITALY
What it does: Web-based product design platform.
Why it’s hot: Desall enables companies and private 
clients to reach a global community of designers who 
can participate in the creation of new products in the 
industrial, craft and interior design fields. Clients such 
as Alessi, Illy, and Luxottica have so far run 36 design 
contests which yielded 8,350 designs. Funded by and 
based at the H-Farm venture Incubator in Italy.

KANO
WWW.KANO.ME

LONDON, UK
What it does: DIY computer kit.
Why it’s hot: Kano is a computer users build and code 
themselves, based on the Raspberry Pi, with child-friendly 
assembly and programming instructions. As of September 
Kano had received pre-orders for 18,000 kits and had 
started shipping to 86 countries. Kano’s Kickstarter 
campaign raised more than $1.5 million. Index Ventures’ 
Saul Klein is a co-founder and an investor.

LYST
WWW.LYST.COM

LONDON, UK
What it does: Social fashion shopping site.
Why it’s hot: Lyst partners with thousands of leading 
brands and stores, so users can follow favorites and shop 
from one place. It has grown over 400% in each of the 
past two years, and generates $60 million for its brands. 
Two million shoppers visit the site each month. In January 
it raised a $14 million round led by Balderton Capital; 
existing investors DFJ Esprit and Accel participated.

SECRET ESCAPES
WWW.SECRETESCAPES.COM

LONDON, UK
What it does: Members-only travel flash sale site.
Why it’s hot: Secret Escapes negotiates exclusive 
discounted rates (up to 70% off) for luxury hotels and 
holidays. In 2013 membership more than doubled, to 
over four million in the UK alone; revenue tripled to £65 
million. Secret Escapes has raised more than £14 million 
from Index Ventures, Octopus Investments and Atlas 
Venture. It launched in the U.S. earlier this year.

SWIFTKEY
WWW.SWIFTKEY.COM

LONDON, UK
What it does: Smart mobile keyboard.
Why it’s hot: Swiftkey builds apps that learn from users 
to make text entry easier and faster. In 2013 and 2012 
its app spent more days as Google Play’s No.1 paid 
download than any other. SwiftKey raised $17.5 million 
in September 2013 from Index Ventures, Octopus, 
Cambridge Capital Group and angels, bringing total 
funding to $21.6 million.

THREAD
WWW.THREAD.COM

LONDON, UK
What it does: Personal stylists for men and women.
Why it’s hot: Thread gives people their own personal 
stylist for free to help them find the clothes they love. 
The company plans to scale by combining human stylists 
with clever algorithms — the aim is to get to one stylist 
per 10,000 clients. The company has raised $2.5 million 
in seed funding from a number of prominent business 
angels, Y Combinator and Passion Capital.

TICTAIL
WWW.TICTAIL.COM

STOCKHOLM, SWEDEN
What it does: Free online store creation platform.
Why it’s hot: Tictail enables users to set up an online 
store in minutes. Launched in May 2012, it currently 
supports more than 55,000 stores in 110 countries 
and is aiming for 100,000 stores by the end of 2014. 
Tictail has raised more than $10 million in funding, from 
investors including Balderton Capital, Thrive Capital, 
Klaus Hommels, and Summly’s Nick D’Aloisio.

TOP10
WWW.TOP10.COM

LONDON, UK
What it does:  Hotel meta-search engine.
Why it’s hot: Top10’s TopRank uses popularity data, 
customer reviews, location, price and research from its 
own travel experts to sort through thousands of relevant 
hotels to create a simple Top10 list for any destination. 
Currently driving more than 3,000 bookings per month. In 
March the company raised $8 million in Series B funding 
bring total funding raised to date to $12.5 million. 

Europe’s early-stage tech 
scene is thriving with a 
raft of innovative and 
challenging companies 
emerging across the region. 
Informilo asked investors 
and industry experts to 
nominate and evaluate 
25 companies outside 
their own portfolios to 
come up with a list of 
what they consider to be 
Europe’s hottest early-stage 
companies. 

Top

25
Hottest European 
Early-Stage 
Companies
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Web Summit attracts investors from across Europe and beyond and, 
for entrepreneurs, is the ideal opportunity to pitch. However, if you 
are going to land that deal, it is a good idea to know who they are and 
what they are looking for. Informilo talked with key players in some of 
Europe’s leading venture capital firms about how to approach them.

REPRESENTATIVE AT WEB SUMMIT

Web Summit is such an important 
annual event in the calendar we’re 
sending four of our investment team 
this year: Suranga Chandratillake, 
James Wise, Rob Moffat and Daniel 
Waterhouse.

GEOGRAPHIC FOCUS

We focus on Series A investments 
in European companies and 
entrepreneurs.

DIFFERENTIATORS

Our investment team has a great 
balance of former entrepreneurs 
(including two founders with $B+ 
exits), product and finance 
expertise, as well as learnings and 
connections from the 150+ 
companies we have funded in 
Europe in the last decade.

INVESTMENT FOCUS

Our focus is on early-stage products 
with exceptional teams. We focus on 
the people building the business, the 
vision, and the learnings from the 
first users. Our average investment 
is $5 million, but we’re lucky to have 
enough funds to do some seed and a 
few later-stage deals as well.

HOW TO PITCH TO YOU

Paragraph summary via email, a link 
to the product, customer reviews 
and Github/LinkedIn profiles. A thing 
that would grab our attention would 
be: “What we learned from our first 
few users was” or “It annoyed me 
so much I had to build something to 
solve it.”

WHAT YOU DON’T WANT TO HEAR

“I’ll go full time after the Series A.”

REPRESENTATIVE AT WEB SUMMIT 

Max Niederhofer, Partner; Jimmy Fuss-
ing Nielsen, Managing Partner.

GEOGRAPHIC FOCUS

EU-28 with special focus on Nordics, 
Germany and Central Europe.

DIFFERENTIATORS

Younger, leaner and faster than the 
competition. And we’re always on the 
side of our entrepreneurs.

INVESTMENT FOCUS

We’re firmly early stage: seed and 
Series A. We love the company- 
building process.

HOW TO PITCH TO YOU

Pitch us like fellow entrepreneurs: 
honest, thoughtful, ambitious,  
humble, visionary. You can get in 
touch in many ways — we’re very 
approachable. 

WHAT YOU DON’T WANT TO HEAR

“I’ll quit my job and start this business 
if you guys give me seed money.”

INVESTORS

Who To  
Pitch At  
Web Summit

REPRESENTATIVE AT WEB SUMMIT

Ciarán O’Leary (above),  
David Rosskamp.

GEOGRAPHIC FOCUS

We cover all of Europe. We are most 
active in Berlin.

DIFFERENTIATORS

There are two things: we see being a VC 
as a product for entrepreneurs: we work 
day and night for them, provide services 
and tools (e.g., HR platforms, etc.). Sec-
ondly, we are really deeply plugged in to 
the U.S. ecosystem (we are part of many 

U.S. syndicates, we help companies 
move there, we have one partner on the 
ground in San Francisco).
INVESTMENT FOCUS

Consumer and enterprise marketplaces, 
networks, platform and communities.
HOW TO PITCH TO YOU 

Something that is highly unlikely to 
work and people are laughing about. 
That is the trademark of all great ear-
ly-stage start-ups.
WHAT YOU DON’T WANT TO HEAR 

“It’s like X in the U.S. …”

EARLYBIRD

REPRESENTATIVE AT WEB SUMMIT

Michael Treskow, Vice President 
Luciana Lixandru, Vice President 
Sameer Gandhi, Partner

GEOGRAPHIC FOCUS

Global. Accel has offices in Palo Alto, 
New York City, London and Banga-
lore and portfolio companies on six 
continents.

DIFFERENTIATORS

Accel is one of the few truly global 
venture capital firms with an unpar-
alleled track record building global, 
durable, billion-dollar businesses. Its 
portfolio companies benefit from its 
Silicon Valley roots, unique access and 
global presence. Its partners have real 
domain expertise.

INVESTMENT FOCUS

Accel invests from early- to late-stage, 
from $500,000 to $50 million, and 
has helped entrepreneurs build over 
300 successful companies, many of 
which have defined their categories, 

including Alfresco, Atlassian, Cloudera, 
Dropbox, Facebook, Kayak, QlikTech, 
Spotify and Supercell.

HOW TO PITCH TO YOU

The team is excited about world-class 
teams and great technology. We like 
founders who combine a keen eye 
for a market need and strong product 
instincts with raw ambition. Tell 
us what’s broken, why no one else 
is fixing it, and how you have the 
right team, solution and position to 
disrupt a space that’s large. Our ideal 
pitches combine vision with a keen 
dose of realism. In general, we see 
the pitching process as a way to see 
from both sides how we interact — an 
investment is, after all, a long-term 
relationship.

WHAT YOU DON’T WANT TO HEAR 

“We believe we can hit $20 million 
in revenues in five years and sell the 
company for $100 million.”

REPRESENTATIVE AT WEB SUMMIT

Gil Dibner and Brian Caulfield, both 
partners.

GEOGRAPHIC FOCUS

We are pan-European investors and can 
invest anywhere in Europe. From our 
current fund, we have invested in the 
UK, Germany, France, Ireland, Austria, 
Finland, Denmark and the Netherlands 
but nowhere in Europe is off-limits.

DIFFERENTIATIORS

We are part of the global DFJ network, 
which gives us access to a unique net-
work of 14 independent venture funds 
around the world with a dedicated 
management team in Silicon Valley. 
We have 130 investment professionals 
with over $7 billion under manage-
ment. This provides direct access for 
portfolio companies to co-investors, 
strategic partners and buyers, helping 
them to grow and internationalize. 
We also have a unique primary/sec-
ondary model combining primary 
direct investments in companies with 

secondary acquisitions of stakes in 
individual companies and venture 
portfolios offering liquidity to founders 
and existing investors.

INVESTMENT FOCUS

We are mainly a Series A/Series B 
investor looking to invest in companies 
that already have a product in the mar-
ket with some evidence of commercial 
traction and are now ready to start 
scaling up. From a sectoral perspec-
tive, we invest in a broad range of 
technologies from novel e-commerce 
businesses through enterprise SaaS to 
fabless semiconductors and hardware.

HOW TO PITCH TO YOU

Sell us the problem first. What is the 
big, high-value, unsolved problem 
or unmet need that you address in a 
differentiated way? If you can convince 
us that such a problem exists, we will 
be interested in hearing more.

WHAT YOU DON’T WANT TO HEAR 

“We are a new social network for X….” 
“We have no competition.” 

DFJ ESPRIT

BALDERTON CAPITAL

REPRESENTATIVE AT WEB SUMMIT

Yasmin Razavi, associate  
Saul Klein, partner 
Ophelia Brown, associate 
Danny Rimer, partner 
Grace Gould, associate 
Jan Hammer, partner (not featured)

GEOGRAPHIC FOCUS

Index focuses on Europe, U.S. and 
Israel, spending a lot of time in all the 
main tech hubs including the Bay Area, 
New York City, London, Paris, Berlin, 
Stockholm and Tel Aviv.

DIFFERENTIATORS

Our family of 20 investors, uniquely 
working as a single, international 
team across Europe, the U.S. and 
Israel. Index’s network of 140 
companies is in 39 cities employing 
25,000 people.

INVESTMENT FOCUS

Early-stage and growth investments in 
companies across mobile, e-commerce, 
financial services, enterprise and 
marketplaces and other areas where 
technology is helping to disrupt entire 
industries. Our investments include 
BlaBlaCar, Dropbox, Etsy, Funding 
Circle, Hortonworks, Just Eat, King, 
SoundCloud, SwiftKey and Supercell.

HOW TO PITCH TO YOU

We’re looking for companies with a 
passionate and committed team, inno-
vative and disruptive business idea and 
a large market opportunity — the types 
of companies that will become the 
Fortune 500 of the next 50 years.

WHAT YOU DON’T WANT TO HEAR

Teams with only local ambitions or in 
small niche markets.

INDEX VENTURES

SUNSTONE CAPITAL

REPRESENTATIVE AT WEB SUMMIT

Tom Bradley (above) and Peter Misek.

GEOGRAPHIC FOCUS

We cover the U.K. and Ireland, Germa-
ny, the Nordics and France. We invest 
about 25% of the fund in the U.S.

DIFFERENTIATORS

It is our sector focus as each of us goes 
deep into a few verticals; as well, we 
go very early and like being heavily 
involved. We have been with Shazam 
since 2004. We also have a strong 
Silicon Valley presence. Ninety percent 
of our exits have been to U.S. buyers 
to date.

INVESTMENT FOCUS

Early stage and growth. Some 75% of 
our deals were to early-stage companies, 
but 75% of our capital is reserved to back 
them up. In terms of sectors, we like 
software, e-commerce and marketplac-
es. We are also strongly into mobile and 
have done three deals in Internet of 
Things companies.

HOW TO PITCH TO YOU

We want a concise slide deck of no 
more than 20 slides. What is the prob-
lem you are solving? How big is the 
market? Who is in the team?

WHAT YOU DON’T WANT TO HEAR 

Don’t tell us you have no competitors. 
Seriously just don’t.

DN CAPITAL

ACCEL PARTNERS

REPRESENTATIVE AT WEB SUMMIT

Nick Brito and Davor Hebel.

GEOGRAPHIC FOCUS

Europe but also global through  
sister funds including U.S., China, 
India and Japan.

DIFFERENTIATORS

Global. Over $1.5 billion in technology  
venture and growth investments 
around the world;

Deep sector and functional insights;

Patient; happy to support company 
over the long term. Were first 
institutional investors in Alibaba in 
1999, still held shares at IPO this year 
15 years later;

Work relentlessly with our entre-
preneurs to help them build great 
companies.

INVESTMENT FOCUS

Mostly Series B and beyond; occa-
sionally looking earlier at unique 
opportunities.

HOW TO PITCH TO YOU

Be complete in explaining the busi-
ness. Manage time properly. Know 
the competition. Help us understand 
how you plan to make money.

WHAT YOU DON’T WANT TO HEAR 

Not answering questions directly.

FIDELITY GROWTH  
PARTNERS EUROPE

REPRESENTATIVE AT WEB SUMMIT

Andrus Oks (above), Stanislav Ivanov.

GEOGRAPHIC FOCUS

SmartCap only invests in Estonia, but 
through our partnerships we target 
central and eastern Europe.

DIFFERENTIATORS

Two things. We have adopted the 
best practices of U.S. investors. That’s 
quite rare in our region. Secondly, we 
have just hired a new fund manager 
who is going to be building bridges 
with China. He spends half his time in 
China.

INVESTMENT FOCUS

SmartCap invests mainly in seed cap-
ital. We have a broad industry focus. 
We do also invest in life sciences and 
cleantech but we don’t see much deal 
flow. We target companies with real 
technology.

HOW TO PITCH TO YOU

We want to see some personal 
connection with the pain that you are 
addressing. We want to see some real 
passion in the team. We also want to 
see people who take risks.

WHAT YOU DON’T WANT TO HEAR 

People shouldn’t be afraid to make 
mistakes, so we are very forgiving. 
That being said we are not interested 
in copycats. We need there to be 
genuine innovation around either the 
technology or the business model.

SMARTCAP
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NETWORKS

Ever since the 19th century when European 
sociologists Auguste Comte and Adolphe 
Quetelet began using the term “social phys-
ics,” researchers have struggled to apply 
statistical methods to the social sciences.

In his new book, Social Physics: How Good 
Ideas Spread — The Lessons from a New Science, 
Alex “Sandy” Pentland, the director of MIT’s 
Human Dynamics Laboratory, says he thinks 
he and his colleagues have developed a 
formula that will not only accurately predict 
social behavior but also potentially impact 
commercial outcomes.

For example, he says there is proof that 
sharing with the right people on social net-
works can boost stock trading returns.

Pentland and Dr. Yaniv Altshuler, an Israeli 
serial entrepreneur who spent three years 
as a post-doc associate at MIT Media Lab, 
have been crunching data on eToro, a social 
investment network that empowers almost 
four million users in more than 170 countries. 
The site, which was co-founded by Yoni Assia, 
a speaker at Web Summit in Dublin November 
4th to 6th, encourages novices to try their luck 
by allowing them to see how the more experi-
enced traders trade and then copy them.

The premise — and the network set-up — 
intrigued Altshuler and Pentland, who also 
directs the MIT Media Lab Entrepreneurship 
Program and co-leads the World Economic 

Forum Big Data and Personal Data initiatives. 
(In 2012 Forbes named Pentland one of the 
“seven most powerful data scientists in the 
world,” along with the Google founders. He is 
considered a pioneer in computational social 
science, organizational engineering, image 
understanding, and modern biometrics.) 

As people engage more with social net-
working sites, there is always the danger that 
they become “echo chambered”; that is, they 
reflect a “group think” mentality that leads 
people to follow a group consensus rather 
than critically evaluate information, Altshuler 
said in an interview with Informilo. Other 
potential pitfalls include making decisions 
without any guidance from the social network 
or following “gurus” who provide them with 
bad information. The challenge is how to 
avoid these errors and maximize the “wisdom 
of the crowd.”

Working with eToro, Altshuler and Pentland 
(who are not paid by eToro and do not own 
stakes in the company) distributed $20 trad-
ing coupons to thousands of active financial 
traders on the platform. Matches between 
traders and recommendations were based on 
an algorithm designed to optimize informa-
tion flow within the network. The relatively 
small number of coupons was enough to 
move the network away from“groupthink,” 
and as a consequence, the entire trading 

MIT researchers have devised an algorithm to predict how 
people act on a social network, writes Jennifer L Schenker

community — not just the coupon users — saw 
a significant increase in their rate of return. 

But it was those who culled their informa-
tion from the widest range of strategies who 
turned out to be the biggest winners, earning 
a 30% better return on their investments.

“We showed that we can actually use social 
physics to alter trading performance,” says 
Altshuler, who has a PhD in Computer Science 
from Israel’s Technion and specializes in col-
lective intelligence and swarm algorithms.

The study demonstrated how an efficient 
collaborative trading community can be 
formed by carefully balancing the complex 
mixture of “trend setters” and “bellwethers” 
who govern the behavior of the crowd, he 
says. “Networks work as a filter that can filter 
out the noise and amplify the high-quality 
information. It comes down to the topology of 
the network; the way it is structured in- 
fluences the way it assimilates information.”

The academics are working with eToro 
to use the tool they developed to deploy a 
service that will do “online tuning of the com-
munity” to optimize results.

In his book Pentland also discusses experi-
ments with other companies, including a bank 
and an IT consultancy, and describes how the 
performance of employees was boosted by 
using the same principles as the eToro exper-
iment: creating opportunities for a group of 
disparate people to network. According to the 
book even a city’s GDP turns out to be highly 
correlated with opportunities for face-to-face 
encounters with a diverse group.

“Communities and people are very unpre-
dictable, they are a great example of a com-
plex system,” says Altshuler. But, he says, it 
turns out “there are a few mathematical laws 
that govern the way people interact in groups. 
And when you know these laws it allows you 
to do great stuff.”

The experience of traders on eToro’s 
network is proof of that, he says. “In the past 
stock trading was a zero-sum game controlled 
by players like big banks, but now, by com-
bining their knowledge, people at the bottom 
of the food chain can improve their position, 
provided that the information network they 
create is an efficient one.” 

Social Physics

MIT Professor 
Alex “Sandy” 
Pentland

INTERVIEW

Europe’s 
Cloudy Future

Amazon is working overtime to whip up develop-
er support and get start-ups to use the company’s 
technology. So this year Amazon Chief Technology 
Officer Werner Vogels is a scheduled speaker in the 
Enterprise Track at Web Summit in Dublin, which 
will gather an estimated 20,000 attendees, including 
entrepreneurs and developers.

Amazon has launched a program somewhat similar 
to Microsoft’s BizSpark that allows start-ups to 
build on AWS technology. Tell us more about it and 
how it fits with the company’s global strategy?

AWS Activate is a package of free resources for start-
ups, including AWS credits, training, support, commu-
nity forums and special partner offerings. We have been 
providing start-ups with all of these offerings but it was 
not part of a formal program. We decided to package 
all of our offers for start-ups together, which led us to 
launch AWS Activate in October 2013.

AWS Activate is organized into two tiers — a Self-Starter 
tier, open to any start-up, and an Accelerator tier open 
to start-ups in select accelerator, incubator, venture 
capital seed funds or entrepreneur organizations. Each 
tier offers customized packages with varied levels of re- 
sources. Start-ups like Hailo, Flipboard, Dropbox, 
WeTransfer and AirBnB are just a few examples of com-
panies that are using AWS to grow their business.

Amazon has made a big push into Europe. What 
does this entail?

European customers were among the first to adopt 
AWS cloud technologies when we launched in 2006. In 
response to the growth in Europe we launched an AWS 
Region in November 2007, our first region outside of the 
U.S. This meant customers can now store their content 
and run their technology infrastructure in the EU with 
the assurance that AWS will not move it outside of the 
EU unless customers ask us to.

Since then we have been investing heavily in Europe, 
opening offices in cities such as London, Paris, Berlin, 
Stockholm, Tel Aviv, Madrid — just to name a few. As 
a result of AWS’s growth in the region we have seen 
cloud computing adopted by Europe’s fastest-growing 
start-ups, like Spotify, Soundcloud, Supercell, YPlan and 

Shazam, through to some of the region’s largest enter-
prises, like Royal Dutch Shell, Schneider Electric, SAP, 
BP and Unilever, through to governments, education 
and research institutes, who are all using the AWS cloud.

Amazon has rolled out many developer tools to 
attract the developer community. How successful 
has the strategy been to date? 

We have grown rapidly and now have hundreds of 
thousands of developers in over 190 countries using the 
services. Despite all of this we still think there is a lot of 
room left for AWS to grow. We believe that AWS has the 
potential to be the biggest business at Amazon.

 
How do you see cloud computing evolving?

We will begin to see data processing move to real time. 
Up until this point Big Data has very much focused on 
looking historically — ‘people who bought product X also 
bought product Y, the market moved in this direction 
last week so is likely to move in that direction now.’ But, 
as AWS is adding real-time processing capabilities, we 
see a rise in data analytics that is able to produce results 
for our customers in real time, radically changing the 
products they can build.

We will also start to see cloud-based analytics enhance 
the off-line world. The cloud is already the place where 
researchers collaborate on data that flows in real time 
from devices such as the Mars Rover or the Ilumina DNA 
sequencer into cloud storage. In the next 12 months 
expect an explosion in data generation by real-world 
devices and where that data is stored, analyzed and 
shared in the cloud. We will see a rise in the industrial 
cloud where industrial environments are equipped 
with sensors producing data to improve efficiency and 
reliability. An example is the project AWS runs with GE 
on instrumenting their gas turbines or with Shell where 
they are going to drop sensors in their oil wells; that will 
generate petabytes of data.

Cloud has changed how we interact with mobile 
devices. In the past content would be moved to the 
device; now devices are just a window to content and 
services in the cloud. In the next 12 months expect to see 
this approach migrating to non-mobile devices such as 
Samsung Smart TVs, treadmills and others.

Amazon CTO Werner Vogels is a 
passionate advocate for the power of  
the cloud, writes Jennifer L. Schenker

1958
Born in Amsterdam, 
the Netherlands.

1994 - 2004 
Research Scientist 
in the Computer 
Science Department 
at Cornell University in 
Ithaca, New York.

2003
Received his PhD from 
the Vrije Universiteit 
in 2003 for “Scalable 
Cluster Technologies 
for Mission 
Critical Enterprise 
Computing.”

2005
Appointed Vice-
President and Chief 
Technology Officer at 
Amazon.

1991- 1994
Senior Research 
Engineer at INESC in 
Porto, Portugal.

2001
Launches his blog 
All Things Distributed 
while still a scientist at 
Cornell.

Sept. 2004 -  
Jan. 2005
Director of Systems 
Research at 
Amazon in Seattle, 
Washington.

June 2014
Received the 
inaugural Holland 
on the Hill 
Heineken Award for 
contributions to the 
U.S.-Dutch economic 
relationship and 
his commitment 
to innovation 
and support for 
entrepreneurs.
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Enterprise software is booming as agile and innovative start-ups 
challenge the established players, writes Jennifer L. Schenker 

It is a sign of the times. The convergence of 
social, cloud, mobile and information (Big 
Data analytics, communications between 
devices on the Internet of Things and con-
tent management) is dramatically chang-
ing the needs of big corporates, creating 
new opportunities for ambitious young 
start-ups. Indeed, according to Gartner, the 
enterprise software market is now the fast-
est-growing segment of global IT spending.

Research by London-based venture capital 
firm Atomico to identify and locate the 
world’s $1 billion software companies shows 
enterprise to be the largest category. Of the 
134 billion-dollar upstarts identified, 23 were 
in enterprise software applications. The next 
largest category was e-commerce with 20. 

So it should come as no surprise that Box 
CEO Aaron Levie will get top billing along-
side executives from big tech companies 
including Amazon CTO Werner Vogels and 
Salesforce’s JP Rangaswami at Web Summit 
in Dublin. The entrepreneur has built a 
cloud content management start-up with an 
estimated valuation of $2.4 billion.

Box has raised more than $500 million 
since launching in 2005 and B2B software 
companies in EMEA are also attracting inves-
tor interest. “The combination of innovation 
and agility gives start-ups a competitive 
edge over established players,” says Gartner 

Research Vice President Mick MacComas-
caigh. “The nexus of cloud, mobile, social 
and information is changing the paradigm. 
The larger IT players are seeing their profits 
under pressure and the risk of contraction 
in areas where they were once kings. The 
younger companies who are disrupting the 
[B2B software] markets are innovative and 
can turn on a dime.”

Box, and rival Huddle, an enterprise con-
tent collaboration software company which 
was founded in London in 2006, “can be 
more agile and innovative than the EMCs and 
the IBMs of the world when it comes to con-
tent collaboration and social collaboration.” 

Big corporate clients apparently agree. 
Box, which competes with the likes of Goog-
le, IBM, Oracle and Microsoft, has snagged 
blue-chip clients such as General Electric, Eli 
Lilly and Gap while Huddle’s clients include 
Johnson & Johnson, Comcast and KPMG as 
well as the U.S. Department of Homeland 
Security and the European Commission.

Web content management is another area 
where young companies are challenging 
established players. 

Take the case of Jahia, a Swiss open-source 
software vendor which is emerging as a 
significant challenger to traditional vendors 
in the Java-based User Experience Platform 
(UXP) market. UXP is an integrated set of 

technologies that includes portals, mash-up 
tools, content management, search, rich 
Internet application (RIA) tools, analytics, 
collaboration, and social and mobile tools. 

“With the convergence of social, mobile, 
information and cloud, businesses today 
need an integrated software approach to 
their digital initiatives,” says Elie Auvray, 
CEO of Jahia. 

Jahia’s clients include Europcar, Nation-
wide, Ben & Jerry’s, Abercrombie & Fitch and 
Samsung Galaxy resellers in the U.S. as well 
as many Fortune 500 companies

“Emerging open-source players such as 
[enterprise portal company] Liferay and now 
Jahia are experiencing a tremendous traction 
on the market, challenging the dominant 
vendors such as Adobe, Oracle or IBM,” says 
Grégoire Revenu, a managing partner at Bry-
an, Garnier & Co., a pan-European independ-
ent investment bank focusing on European 
growth companies. “We believe the ECM 
[enterprise content management] market is 
now experiencing what other segments of 
the enterprise software market have recently 
gone through with the rise of players such as 
Tableau Software, Workday or ServiceNow.”

“Web content management is showing 
strong growth,” says Gartner’s MacCo-
mascaigh. “Every company has to use all 
channels available to build up relations 

with target audiences. Even if it is B2B, an 
additional presence is needed on social and 
mobile channels. Companies need to know 
what content to deliver across different de-
vices and get the context right. Their issue is, 
‘how do I know what works and what doesn’t 
and still maintain brand strength across all 
of these devices?’ The challenge is to bring 
multiple systems together in an agile way.”

Corporates will also increasingly need to 
measure the effectiveness of their multi-chan-
nel communications. That’s where start-ups 
like SimilarWeb, which offers web measure-
ment and competitive intelligence, come in. 

“A few years ago the emphasis was on 
efficiency but what happens if you are being 
efficient but what you are doing is wrong?” 
asks MacComascaigh. “There is a clear shift 
of corporates trying to measure the impact of 
what they are doing over multiple channels.”

Corporate communications are also being 
disrupted. Real-time email and messaging 
to improve teamwork offered by early-stage 
British start-ups Mailcloud and Spatch are 
two examples of fresh approaches.

And, enterprise content management 
software from a variety of start-ups is helping 
corporates to manage their document 
storage both in the cloud and on-premises, 
and across mobile, PC and other devices. 
Europe’s Alfresco is one of the sector’s stars. 

Alfresco’s software “is the most promi-
nent open-source offering in the enterprise 
content management market and that in 
itself is a disruption,” says MacComascaigh. 
“Entrusting internal communications to 
open-source software was largely unheard 
of until Alfresco came along, he says. “It has 
disrupted the overall thinking in this market 
and made open source much more accept-
able and trusted at the enterprise level.”

There can be big money in helping small 
businesses as well. Berlin-based NumberFour 
raised $38 million. If it can achieve its goal of 
designing software for SMEs that is extremely 
low cost and can scale, helping young compa-
nies to afford the same kind of IT capabilities 
as large corporates, it will have a winning 
solution, says MacComascaigh. 

As collaborative communications get more 
complex it become crucial for companies to 
offer continued availability of Web-scale IT 
operations. Enter start-ups like Moogsoft, 
which is developing collaborative event man-
agement based on machine learning.

While established IT companies are sad-
dled with legacy systems, new players have 
no baggage, says Moogsoft Chief Marketing 
Officer Rob Markovich, who has worked for 
seven start-ups. “It is a great time to be in 
B2B software.” 

ENTERPRISE SOFTWARE

The Business Opportunity

Elie Auvray, 
Jahia’s CEO 
(left) a nd CTO 
Emmanuel 
Garcin 
(facing right) 
chatting with 
employees 
at the French 
B2B software 
company

  SIMILARWEB  
(formerly SimilarGroup) 

BASED:
Tel Aviv and London.

YEAR FOUNDED:
2009.

WHO’S BEHIND IT:
Nir Cohen and serial entrepre-
neur Or Offer.

CAPITAL RAISED TO DATE:
An estimated $25 million. 
Backers include Naspers, the 
South African media group, and  
Israeli super angel Yossi Vardi.

WHAT IT DOES: 
Web measurement and com-
petitive intelligence.

WHY IT’S HOT: 
It helps businesses benchmark 
performance against com-
petitors, increase web traffic, 
and discover opportunities to 
broaden their audiences. It also 
claims to be the only company 
that offers a single platform 
that measures desktop, mobile 
web, and app traffic.

COMPETES AGAINST: 
Amazon-owned Alexa.

  MOOGSOFT 

BASED: 
San Francisco and London.

YEAR FOUNDED: 
2011.

WHO’S BEHIND IT: 
UK serial software entrepre-
neurs Phil Tee and Mike Silvey.

CAPITAL RAISED TO DATE:
$23.4 million from backers 
that include RedPoint Ventures 
and Wing Ventures.

WHAT IT DOES: 
Collaborative situation man-
agement.

WHY IT’S HOT: 
It uses machine learning to 
detect incidents as they unfold, 
reducing the noise without 
preset rules or models, and 
then orchestrates the rapid res-
toration of business services.

COMPETES AGAINST: 
IBM, BMC, Computer Associ-
ates, HP and EMC.

  JAHIA 

BASED:
Geneva, Switzerland.

YEAR LAUNCHED:
2002.

WHO’S BEHIND IT: 
Software engineer Serge 
Huber and serial entrepreneur 
Elie Auvray.

CAPITAL RAISED TO DATE: 
Bootstrapped.

WHAT IT DOES:
Open-source SaaS user experi-
ence platform (UXP).

WHY IT’S HOT:
UXP is an area that is growing 
in importance as big corpo-
rates invest to optimize their 
online channels. Jahia has 
some 200 corporate custom-
ers, including major banks, re-
tailers and auto manufacturers 
and in October was included in 
Gartner’s 2014 Portal Magic 
Quadrant alongside IBM, Ora-
cle and Red Hat.

COMPETES AGAINST:
Oracle, Adobe, IBM.

  NUMBERFOUR 

BASED:
Berlin, Germany.

YEAR FOUNDED:
2009.

WHO’S BEHIND IT:
Former Yahoo senior executive 
Marco Boerries.

CAPITAL RAISED TO DATE:
$38 million in Series A 
financing led by Index Ventures 
with participation from Yahoo 
founder Jerry Yang and Sun 
Microsystems co-founder Andy 
Bechtolsheim, among others.

WHAT IT DOES:
Building a full stack/platform 
to service small businesses.

COMPETES AGAINST:
The company is still in  
stealth mode.

  ALFRESCO SOFTWARE 

BASED:
Maidenhead, UK.

YEAR LAUNCHED:
2005.

WHO’S BEHIND IT:
John Newton, co-founder 
of Documentum and John 
Powell, a former COO of  
Business Objects.

CAPITAL RAISED TO DATE:
$65.4 million from backers 
that include Accel Ventures, 
Mayfield Fund, SAP Ventures 
and Sageview Capital.

WHAT IT DOES:
Enterprise content manage-
ment software.

WHY IT’S HOT:
More than 1,800 organizations 
in 212 countries use Alfresco’s 
platform, which covers content, 
collaboration and business 
process.

COMPETES AGAINST:
EMC and Microsoft.

Enterprising 
EMEA B2B 
Software 
Companies

Europe has pro-
duced a number of 
enterprising B2B 
software companies. 
We highlight just five 
of the best. 
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Using performance and tracking data  
can prevent professional sports players  
from getting injured, potentially saving  
clubs millions, writes Ben Rooney

When Gareth Bale was sold to Real Ma-
drid in September 2013 for a reported 
£86 million, in the first half season at 
the club he only played five full games.

Since the Welsh international was paid 
a reputed £300,000 a week, having the 
world’s most expensive soccer player sit-
ting on the bench cost the club millions.

But it wasn’t just the wage bill that 
counted against Real. In October 2013’s 
match against title rivals Barcelona, Real 
Madrid lost. When Bale was substituted 
in a Champions League game against 
Juventus in November 2013, they drew 
2-2. How would Real Madrid have fared if 
the left winger had been match fit?

More and more clubs in professional 
sports are turning to technology to keep 
players off the physio’s table. Tech and 
sport are, in fact, becoming so inter-
twined that this year Web Summit, an 
annual tech conference in Dublin, is 
devoting an entire track to the topic. 

The sector has gotten the attention of 
venture capitalists who are backing com-
panies like Dun Laoghaire-based Kitman 
Labs, an Irish start-up that is hoping to 
crack the lucrative U.S. sports market 
with its injury-prevention technology.

“If you look at the cost of injuries, it is 
a very real, measurable, cost, “ says Iarf-
hlaith Kelly, CEO of Kitman Labs, which 
recently announced a $4 million Series 

A round from U.S. VC firm BlueRun 
Ventures. “In the Premier League last 
season, over £119 million was paid out 
to the wages of injured players. In Major 
League Baseball in the U.S. it was more 
than double that.”

While it is soccer that attracts the big 
dollars, Kitman Labs has used rugby as 
a proving ground. The Irish rugby team 
took them on last November before 
winning the Six Nations tournament, the 
annual rugby competition between the 
four home nations, France and Italy.

“Through the Six Nations the Irish 
team had the lowest injury total they’ve 
ever had since the beginning of the Six 
Nations tournament,” Kelly says. That 
is no mean achievement. Players make 
20-40 tackles a game and one in four will 
get injured in a season.

At its heart Kitman’s system uses 
multiple inputs to track a player’s fitness. 
“If you look at what data is available for 
athletes now, you have sensors for GPS, 
you have accelerometer data, you’ve got 
vision information, you have distance 
covered. You have 360 different variables 
that are tracked,” says Kelly.

That telemetry is combined with other 
data, such as subjective wellness scores 
about how a player is feeling, whether he 
is stressed or fatigued as well as physical 
tests on things like hip rotation, ham-

strings and various stretch tests, to build 
up a picture of each athlete.

“Our system builds up a model of the 
athlete over eight to ten weeks ... to 
compare that athlete’s new information 
against historic information,” says Kelly.

“So much of the sports science research 
shows that degradation in a range of 
motion scores or performance indicators 
are a key indicator of the risk of injury. If 
we can analyze that then we can start to 
understand when the athlete is starting 
to have these injury risks.” Coaches and 
medical staff use the data to construct be-
spoke training programs for each athlete.

Kitman isn’t the only company to be 
investigating injury prevention. Irish 
designer Mark Dillon was shortlisted for 
the James Dyson Award 2013, an inter-
national student competition for design 
engineers, with his Mamori gum shield.

Dillon’s gum shield features an acceler-
ometer, a gyroscope and a magnetome-
ter. Together they can measure accelera-
tion, force and 3D orientation to see how 
hard a player is hit and how much risk 
there is of concussion.

Dillon, a keen ice hockey fan, says it 
was the concussion suffered by Pitts-
burgh Penguins star player Sidney Crosby 
during a 2011 game against the Washing-
ton Capitals that triggered his interest.

Crosby suffered a serious blow to the 

SPORT TECH

Technology 
Tackles  
Injuries

Professional 
rugby players 
make 20-40 
tackles a 
game

With over 10 million members, BlaBlaCar is creating 
an entirely new, people powered, transport network. 
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head, but the concussion went undetect-
ed for six days. It was only in 2013 that he 
returned to his previous form. 

On the other side of the world the 
New South Wales Waratahs rugby team 
have been working with IBM on a similar 
system to that made by Kitman Labs. The 
Waratahs looked to the technology after 
a presentation predicted “100% accurate-
ly” injuries to three key players. Team 
officials told sports media that the data 
indicated the players were not at their 
peak and so were more susceptible to 
fatigue which could lead to injury.

Can sport really be reduced to some-
thing as mechanistic as enzyme levels 
and GPS tracking data? Two Irish rugby 
matches against the same opposition 
could not have been further apart. 
Against New Zealand in June 2012, Ireland 
suffered their worst defeat, losing 60-0. 
But a heartbreaking game at home in 
Dublin in November 2013 saw Ireland 
come achingly close to ending their 
century-long failure to beat the All Blacks. 
The game was lost literally on the final 

kick. Surely that was more about self-be-
lief and team spirit than GPS data?

Kelly is sticking to his guns. “The natu-
ral instinct of people is to want to prepare 
intensely for something that is important, 
but in order to be competitive you may 
need to have to fight that instinct. That is 
where monitoring and planning training 
is so important, so that when you get to 
big games you know that you’re ready.”

Is he saying that had Ireland used his 
system the team could have ended a 
century of heartache? 

“That Ireland competed against the All 
Blacks, and then ended the Six Nation 
championship with the lowest injury rate 
it has ever had, is down to the trainers, 
the coaches and the decisions they make. 

“But having the data we’re collecting 
and having the culture within the team 
of collecting data and analyzing it and 
making decisions based on it really em-
phasizes the importance of this data and 
how impactful it can be. We would like 
to think that has played its part in the Six 
Nations that Ireland had.”

Picture: Tony McIntyre.  
Released under CC4.0
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GUEST ESSAY

The past few years have been an 
exciting time at Ozon; we are now 
Russia’s biggest e-commerce com-
pany. We’ve gone from 900 staff 
five years ago to about 2,300, and 
last year our sales hit $750 million — 
a 50% increase on 2013.

But while Ozon is often compared 
with Amazon, there are significant 
differences. Ozon’s business model 
is based on being constantly aware of 
the specific challenges and opportuni-
ties of the emerging market economy 
we operate in. Many of the lessons we 
have learned in rolling out services 
for Russia could be applied to Nigeria, 
India, Malaysia and other emerging 
markets. You can’t just copy and 
paste western businesses and expect 
them to work. Indeed, attempting 
to create exactly the same business 
model is doomed to fail.

For example, Russia lacked a relia-
ble, flexible and speedy national de-
livery infrastructure. There were no 
nationwide couriers; unlike Amazon, 
Ozon did not have a FedEx or UPS 
to deliver for us. So we developed 
our own logistics operation. This 
was a huge undertaking, involving 
shopkeepers who had well-located 
properties to act as pick-up points, 
air freight companies for long-haul 
transportation to hub airports, and 
hiring and leasing vehicles.

We soon realized that this had 
the potential to be a business in its 
own right — a source of competitive 

advantage that could offer delivery 
services to our independent retailers 
and could not easily be copied. So in 
September 2013, we launched deliv-
ery services for third parties.

An advantage of having our own 
delivery company was the ability to 
handle cash payments. This is anoth-
er way in which emerging markets 
differ from the West. Amazon only 
takes payments on pre-paid cards. 
But Russia is a cash economy. In 
2010, about 82% of payments to Ozon 
were made in cash. The figure is still 
75% despite investment from banks 
attempting to build customer confi-
dence in online payments. Our ability 
to handle cash is a barrier to other 
potential competitors.

Emerging markets can be a fantastic 
opportunity because Internet use is 
booming there — their consumers also 
buy everyday items, flights, travel and 
want to participate in social forums. 
Human needs are fairly universal.

However, adapting successful 
Western businesses to developing 
markets is tough and the challenges 
are usually underestimated. Potential 
obstacles include scarcity of spe-
cialized intermediaries or partners, 
weak regulatory systems, unreliable 
infrastructure, lack of financing/solid 
banking system, and different costs, 
structures and customer needs as the 
result of all of the above.

Rules and regulations can be a ma-
jor problem. Companies often ignore 

legislation, or think that an activity is 
legal, but when they dig deeper they 
realize there is something they can’t 
do because the legislation doesn’t 
allow it. This undermines their funda-
mental business model.

Would-be market entrants tend 
to be overly optimistic about a 
lot of things while ignoring some 
fundamental issues that change the 
business model. Even differences 
in weather and forecasts on how 
Internet usage will develop within 
a particular geography can cause 
problems. There is a need to adapt 
to constant uncertainty and a lack of 
available talent.

Success involves identifying the 
business model you want and adapt-
ing it for the target emerging country. 
This lets you see the opportunities 
to create innovative businesses that 
nobody had thought about when you 
started the company. Among com-
panies that have made this work are 
Jumia and Konga in West Africa, Zom-
ato worldwide and Rocket Internet, a 
Berlin-based venture capital company 
focused on e-commerce.

Lagos-based retailer Jumia has 
overcome Nigerians’ suspicions of 
paying online by accepting payment 
on delivery and offering free returns. 
To combat fears of online fraud and 
to educate people about shopping 
online securely, the company has a 
team that travels around major cities 
holding online shopping tutorials.

Like its local rival Konga, Jumia, 
which sells in Kenya, Morocco, Ivory 
Coast and South Africa, is building its 
own fleet of delivery vehicles. 

Zomato, which helps people find 
places to eat, is now in 119 cities 
across 21 countries.

Rocket Internet applies proven 
Internet ideas in other countries, es-
pecially in emerging markets. So far it 
has backed about 75 start-ups in more 
than 50 countries, generating $3 bil-
lion in annual revenue and employing 
about 25,000 people.

So do we worry that Amazon might 
steal our market? Entrepreneurial 
businesses are bad at replicating 
themselves in other countries. They 
can be reluctant to change a model 
that has been successful elsewhere, 
and are resistant to change. And often 
they just don’t focus on it.

Countless companies develop sub-
sidiaries in India, Russia, and South 
Africa from Europe. But there is no 
way you can understand the market 
by sitting in your head office in Lon-
don. You need a team on the ground 
and you need to find the people 
who’ve been with you in the initial 
business who are going to be okay 
to transfer. If you only hire locals it 
won’t work because they will not 
understand the business that you cre-
ated. So while we are not complacent, 
we see a strong future for Ozon as we 
seek to meet the many opportunities 
of the emerging markets we serve.

West Is Not 
Always Best

Maelle Gavet is the  
CEO of Ozon Group
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