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Where Business Meets Innovation

It’s only the beginning but factories 
are set to be transformed radically 
by the next wave of technology, 
writes Jennifer L. Schenker
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Bombsheller, a designer leggings manu-
facturer based in Seattle, Washington, is 
giving fast fashion a whole new meaning.

The company, founded by computer 
programmer Pablos Holman, claims to be the 
world’s first fully-programmable clothes facto-
ry designed to deliver customized garments. 
Patterns uploaded by designers (such as the 
leggings pictured left) go on sale online within 
one hour and are delivered the next day.

Welcome to the future of factories, or 
Industry 4.0, the fourth industrial revolution. 
The first version, which took place at the end 
of the 18th century, introduced mechanical 
production powered by water and steam; the 
second started at the beginning of the 20th 
century with the introduction of mass produc-
tion powered by electrical energy; the third 
began in the 1970s with electronics and IT for 
the customization of production. The fourth 
introduces cyber-physical systems that blur 
the line between man and machine and dra-
matically increase manufacturing efficiency, 
making it possible to create bespoke products 
for the masses.

Bombsheller is only a few months old and 
uses micro-production technology to make 
only one customized product — leggings — so 
no one is expecting it to overtake Zara or 
H&M anytime soon. But the fact that it can 
make customized products from quality fabric 
purchased in Italy and have seamstresses in 
Seattle turn them around in a day at a price 
within reach for many people (the leggings 
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sell for between $75 and $90, which includes 
a royalty for the artist) is proof that Industry 
4.0 — one of the themes at the DLD conference 
in Munich this year — is no longer a vision of 
some far-off future.

It is already happening and is expected to 
pick up pace over the next few years. So the 
apparel industry — and manufacturers in 
other sectors — had better start copying Bomb-
sheller or snap up other start-ups to learn how 
it’s done, says Holman.

“There is no way an American Apparel 
or Zara can compete with Bombsheller on 
leggings — we are never out of stock and it 
doesn’t cost us more to make them to order,” 
says Holman. “They will never be able to do 
that in stores if they are making a zillion of 
something and sell the same thing.”

Bombsheller is Holman’s way of testing his 
thesis in a commercial environment on his 
own dime. Going forward, robots will increas-
ingly make custom orders for people in the 
color, shape and size they want, he says.

That’s radically different from how things 
are manufactured right now. But soon, “virtu-
ally no manufacturing company anywhere in 
the world will be unaffected by Industry 4.0 
— it will impact their corporate strategies and 
fundamentally change the way they operate. 
It must be part of the CEO agenda,” says Volk-
mar Koch, a partner in the Frankfurt office of 
Strategy& (formerly Booz & Company), which 
specializes in Industry 4.0.

The main drivers of this new industrial revo-
lution are changes in consumers’ expectations 
— they want customizable products delivered 
in Internet time — as well as the convergence 
of new technologies such as the Internet of 
Things, collaborative robotics, 3D printing and 
the Cloud, together with the emergence of 
new business models, according to the more 
than a half a dozen people interviewed.

In the near future pundits interviewed say 
products, people and machine will commu-
nicate with each other as in a social network. 
To remain competitive factories will have to: 

accommodate custom designs and have the 
ability to make rapid changes to the products 
being produced; use the Internet of Things 
and other technologies to digitize the entire 
process, reducing time to market; integrate 
their supplier and production networks using 
Internet-based product lifecycle management, 
so that employees throughout the network 
can collaborate; have semi-autonomous ro-
bots working alongside humans to accelerate 
production while ensuring quality; and ana-
lyze data collected about customers to offer a 
plethora of new digital services.

If companies get it right there is a chance to 
steal a march on China and bring manufac-
turing back to the West. That’s why Industry 
4.0 is capturing the attention of European 
governments. “In Europe, the unemployment 
rate is running near the Euro-era high of 12% 
even though the European Central Bank also 
cut interest rates to zero,” explains author 
Richard Koo in his book The Escape from 
Balance Sheet Recession and the QE Trap: A 
Hazardous Road for the World Economy. “The 
picture for output is even bleaker. Although 
German industrial production has recovered 
to the levels of 2007, output in France and 
Spain is no greater than it was in 1994 and 
in Italy production has fallen back to 1987 
levels. United Kingdom industrial production 
is no higher than it was in 1992… Some have 
dubbed this situation ‘secular stagnation.’”

It is expected that Günther Oettinger, the 
EU Commissioner for the Digital Economy 
and Society, a scheduled speaker at DLD15, 
“will bring some attention to Industry 4.0 at 
the European level,” says Reinhard Geissbau-
er, a partner at PwC Management Consulting 
in Munich who specializes in Industry 4.0 
and the digitalization of the value chains of 
industrial and tech companies.

While initiatives have already been 
launched in individual member states such as 
the UK, which hopes that the digitization of 
factories can bring back a lost manufacturing 
base, Germany is placing a particularly strong 
emphasis on Industry 4.0 for a different rea-
son: it can’t afford to lose the one it has. “The 

manufacturing sector is the backbone of the 
German economy,” says Geissbauer.

So it comes as no surprise that German 
companies are gearing up to make massive 
investments. An October 2014 survey jointly 
conducted by Strategy& and PwC of some 235 
industrial companies headquartered in Ger-
many found that Industry 4.0 technology will 
account for more than 50% of planned capital 
investments for the next five years.

That translates into a total investment by 
German industry of an eye popping €40 
billion in Industry 4.0 technology every year 
between 2015 and 2020. If the rest of Europe 
follows suit at the same pace, investments in 
Industry 4.0 could be as high as €140 billion 
per annum, the report says.

Companies like German car-maker BMW 
and semiconductor manufacturer Infineon 
Technologies have already started imple-
menting some Industry 4.0 technologies. For 
example, BMW is using 3D printing in its Mu-
nich plant to make flexible finger “cots” which 
protect workers against excess strain on their 
thumb joints while carrying out certain assem-
bly jobs (see above).

Still, it is early days. Today only one-fifth of 
Germany’s industrial companies have com-
pletely digitized their key processes along the 
value chain. But by 2020 85% expect to have 
implemented Industry 4.0 technology in all 
important business divisions, according to the 

Strategy& and PwC survey. In the survey the 
235 companies were asked to estimate pro-
ductivity gains from Industry 4.0 technologies 
over the next five years; 18% was the average. 
What’s more, the digitization and intercon-
nection of products and services promises 
to allow companies to offer new services for 
their clients, which the report says could 
bring in significant new revenues.

Half of the German companies surveyed 
anticipate double-digit growth in the next 
five years due to the intensified digitization 
of their product portfolios. One in five said 
they expect sales to rise by more than 20% 
over the next five years. In total this amounts 
to an average incremental sales increase of 
2.5% per annum. Adding up all industrial 
companies in the five core industry sectors — 
manufacturing and engineering, automotive, 
process, electronics and electrical systems, 
and information and communications 

sectors — this is equivalent to an annual sales 
potential of more than €30 billion per year 
in Germany alone and €110 billion annually 
for the European industry sector, the report 
says. It says the optimism is based on the fact 
that companies that have already extensively 
digitized their product portfolio have grown 
above average in the past three years.

Of course, every company has to justify 
huge capital expenditures by telling share-
holders that it will reap efficiency gains and 
add to the bottom line. It is too soon to know 
whether this will really be the case with 
Industry 4.0 investments, says Markus Löffler, 
director of the Stuttgart office of McKinsey & 
Company, who specializes in digital transfor-
mation of big corporates. “Traditional large 
industrial companies, such as many German 
manufacturing firms, are still not doing 
enough to prepare for Industry 4.0.” 

“The awareness is high enough now but 
actual actions are not fast enough. One aspect 
that is being underestimated [by Germany’s 
largest companies] is cultural change and 
change in behavior in management styles and 
methods. That aspect is not looked at systemi-
cally because managers don’t understand that 
this is a major driver of innovation.”

It is not the Mittelstand (Germany’s mid-
sized manufacturers that have underpinned 
the country’s emergence from the financial 
crisis) which are worried the most but the 
larger corporations and “rightly so,” says 
Löffler. “If you are afraid of Silicon Valley 
innovators you have to worry more about 
your ability to innovate if you are on the 
board of a big company than if you are a 
Mittelstand company.” 

That is because mid-sized companies are 
generally more entrepreneurial and Industry 
4.0 requires companies to be not only nimble 
but willing to change business processes and 
company culture, he says.

“What is sure is that there will be a massive 
redistribution of value,” says Löffler. 

“There will be ton of opportunities and 
also lots of threats. The Internet giants have 
huge innovation power and super-deep 
pockets. They are really scary attackers so 
they [big German companies] are right to 
watch that carefully.”

Take the automotive sector. Its engineering 
quality has made the German automotive in-
dustry the global frontrunner but “boundaries 
are very much blurring, resulting in compe-
tition across industries,” says Löffler. “In the 
connected car who owns the customers?”

Driverless cars made by the likes of Google 
may one day be given away for free in 
exchange for access to the users’ data, says 
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German 
factory 
workers 
already use 
3D printed 
materials

Investments in Industry 
4.0 could be as  
high as €140 billion  
per annum in Europe.

Factories are ripe for disruption so 
last February Siemens announced the 
launch of a dedicated $100 million 
“Industry of the Future” venture capital 
fund targeting early-stage companies 
with technologies that have the poten-
tial to transform manufacturing. So far 
the fund has invested in four start-ups:

LAGOA 
Montreal, Canada
What it does: Cloud-based high-perfor-
mance 3D visualization software.
Why it’s relevant: Its cloud platform 
significantly speeds 3D rendering and 
design process collaboration, helping 
drive new products to market faster.

AUGMATE
New York, New York, U.S.
What it does: Enterprise applications 
for smart eyewear.
Why it’s relevant: Its software plat-
form connects business information 
systems, sensors in the workplace and 
smart eyewear devices such as Google 
Glass, Epson Moverio, and Kopin Gold-
en to make supply chain and produc-
tion processes more efficient.

CYACTIVE
Be’er Sheva, Israel
What it does: Its predictive engine 
automatically forecasts how hackers 
will evolve by applying bio-inspired 
algorithms and a deep understanding 
of hackers’ behavior.
Why it’s relevant: Streams of highly 
valuable data being sent to different 
players in the value chain have to be 
protected against unauthorized use by 
third parties; facilities connected to the 
Internet need to guard against hackers.

COUNTERTACK
Santa Monica, CA, U.S.
What it does: Next-generation cyber 
security software that provides busi-
nesses with real-time, behavioral-based 
intelligence on attacker activity.
Why it’s relevant: As digitization 
becomes increasingly important for 
manufacturers to compete in the glob-
al marketplace they need to ensure 
that sensitive data is secure.
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cient bandwidth are necessary, says Thomas 
Kaufmann, Infineon Technologies Vice 
President Division Automotive and the com-
pany’s representative to the German industry 
association Plattform Industrie 4.0.

Once manufacturers start streaming huge 
amounts of critical data throughout their 
supply chain they can’t fight for bandwidth 
with “their neighbor who is home watching a 
movie or people talking on Skype,” he says. 
“There has got to be a cascading quality of ser-
vice to make sure manufacturing data is not 
interrupted by some kids doing online gam-
ing. Down the road we have to start thinking 

munications solution” aimed at small and 
medium-sized manufacturers. The security 
technology, based on Infineon security chips, 
was demonstrated at a Hamburg event called 
Nationaler IT-Gipfel 2014, attended by Merkel 
and Infineon CEO Reinhard Ploss, a scheduled 
speaker at DLD 2015.

The German press has noted that with 
Chancellor Merkel’s past experience and 
suspicions of having her cell phone calls mon-
itored, without her knowledge or consent, by 
the United States National Security Agency, 
the idea of secure communications totally 
developed in Germany is a welcome one.

The demonstration showed how security 
chips can be used to authenticate people and 
communication components and to initiate a 
secured channel. The technology is expected 
to be brought to market in 2015 by Deutsche 
Telekom and the other partners.

Factory automation will also bring advances 
in robotics. In this new world, which blends 
cyberspace with the physical world, humans 
are going to have to get used to working along-
side robots. Infineon Technologies is testing 
collaborative manufacturing — safely putting 
robots and human workers on the shop floor 
at the same time, at plants in Dresden and 
in Villach, Austria, says Kaufmann. The pilot 
programs are using specialty robots made by 
Kuka Robotic. And at BMW’s Spartanburg, 
South Carolina, plant collaborative robots are 
already working side-by-side with assembly 
workers — without a safety fence — on door 
assembly. 

Factories — like robots — will have to be 
ready to constantly switch what they are do-
ing — if they want to remain competitive.

“One thing I am convinced of is the whole 
Industry 4.0 transformation takes away a 
major part of the competitive advantage of 
China because intelligence and knowhow 
become more important than sheer cost ad-
vantage,” says McKinsey’s Löffler. “This gives 
North America and Europe the opportunity to 
reintegrate the value chain and get back in the 
game. There is a clear opportunity for the Old 
World to regain market share.”

But success is not guaranteed, says Löffler. 
His advice to CEOs? 

“Be ready for failure. This new world of 
factory automation will require agility and 
trial and error, a different management 
system and a different way of investing. The 
question is how do you invest smartly and in a 
balanced way instead of investing in technol-
ogy solutions and forgetting about changing 
the management or the connection between 
manufacturing and the whole supply chain? 

“The winners will be those who understand 
the whole business system and then invest in 
relevant areas and not over-invest in tech.”

PwC’s Geissbauer. “Whoever owns the data 
owns the customer so the fear is that actual 
manufacturers will become irrelevant.”

Net Neutrality and Data Security
Fears about U.S. internet giants dominating 
traditional industries — such as automotive 
— are helping color discussions in Germany 
about net neutrality — the requirement on In-
ternet Service Providers (ISPs) that all Internet 
traffic should be treated equally.

In December, German chancellor Angela 
Merkel raised eyebrows when she said the 
government should consider allowing tele-
com operators to offer “special services” at a 
higher speed.

In an internal position paper Deutsche Tele-
kom drafted last year for talks with politicians, 
the German telecom giant argued for fighting 
over-the-top or OTT companies like Google 
and Facebook in order to help Europe “regain 
a leading position,” according to a December 
Wall Street Journal blog posting. “Net neutral-
ity the way it has been sold to the public is, 
in truth, the privileging of American compa-
nies,” Telekom spokesman Philipp Blank said 
in an interview with the Journal. (Deutsche 
Telekom declined to be interviewed by In-
formilo for this story.)

To successfully establish Industry 4.0 
systems stable Internet connectivity and suffi-

Fancy An Internet-Enabled Fridge  
With 3D-Printed Accessories?

If GE has its way, Industry 4.0, the 
industrial revolution that makes man-
ufacturing more efficient and iteration 
faster and more personal, will soon 
make its way to your refrigerator.

FirstBuild, a partnership between GE 
Appliances and Phoenix, Arizona-based 
start-up Local Motors, is a global 
co-creation community that uses the 
maker movement to change the way 
large home appliances are conceived, 
designed and manufactured. First-
Build cuts the time to market for a 
new appliance from two years to just 
four months and enables customiza-
tion through small batch production, 
without the costs and risks of tradi-
tional mass manufacturing, Natarajan 
(Venkat) Venkatakrishnan, director of 
FirstBuild, said in an interview. 

Its first product, ChillHub, a GE 
refrigerator with features created by 
FirstBuild, includes two integrated USB 
hubs, built-in Wi-Fi connectivity and an 
iOS-compatible app that allows access 
to sensor data and control of fridge 
components. Accessories include Milky 
Weigh, a mobile monitoring system 

that provides remote updates on the 
status of how much milk you have left.

What’s more, MakerBot, the 3D 
printing company, and FirstBuild spent 
the past few months encouraging 
inventors and engineers to “hack” the 
refrigerator and create cool 3D-printed 
prototypes for the ChillHub. The three 
top entries, selected from almost 200 
submissions from around the world, in-
clude a 3D-printed bottle holder called 
the Rad Reindeer by Sebastian Kerner, 
a mechanical engineer in Wismar, 
Germany, that prevents beer and wine 
from rolling around on the shelves.

The ChillHub displayed at CES was a 
hacked version of an existing model. It 
sold within 24 hours. If demand is only 
for a few thousand ChillHubs FirstBuild 
will produce these in the microfactory. 
If demand is higher traditional manu-
facturing methods will be used.

Going forward people will be able to 
3D print accessories to customize their 
appliances, regardless of whether their 
model is a limited edition, meaning 
“now everybody does not buy the same 
refrigerator,” says Venkatakrishnan.

Factories of the future are likely to use more 
robots but people shouldn’t worry about being 
replaced, says Rodney Brooks, co-founder 
of iRobot, developer of the Roomba vacuum 
cleaning robot as well as CEO of Rethink 
Robotics, the venture-backed Boston company 
behind what is being billed as the world’s first 
interactive production robot.

The fundamental premise behind collabora-
tive robotics is that a robot should work with — 
not replace — human workers.

Unlike the stationary robots normally used in 
factories that are set apart in cages to protect 
workers Rethink Robotics’ robot — called 
Baxter — is designed to work around people, 
says Brooks.

In order to be safe, Rethink Robotics gave 
Baxter a human-like face with eyes that move. 
“People can take cues from it because it looks 
before it reaches so the robot is not moving in 
surprising ways and people understand what it 
is doing,” says Brooks. 

And Baxter is easily programmable — “more 

like a smartphone than writing a program for 
a mainframe,” he says. Baxter, which has two 
arms, each equipped with a gripper, is predom-
inantly being used to automate repetitive tasks 
such as line loading and machine tending in 
factories making everything from abrasives to 
sheet metal and aircrafts. 

Most factories are still testing out only one or 
two robots, so the market is still quite young, 
says Brooks. The company wants to be ready to 
scale and on January 8th announced a $26.6 
million Series D financing led by GE Ventures, 
with participation by Goldman Sachs, bringing 
the company’s total funding to more than $100 
million since its founding in 2008.

“People often think robots are stealing jobs 
but they will be used to perform jobs that 
people don’t want,” says Brooks. He recalled 
a conversation with the manager of a Chinese 
factory, where some 25% of employees quit 
every month. “Given the monotony of these 
jobs,” the manager told Brooks,” I can’t believe 
75% of the people stay.

Our Friends Electric: Collaborating With Mechanical Co-Workers

about securing a certain quality of service.”
Deutsche Telekom has argued publicly that 

this would require more investment in the 
physical infrastructure for connectivity, and 
that it should be able to charge more than it is 
currently permitted.

The success of Industry 4.0 is also depend-
ent on the security of the data, says Infineon’s 
Kaufmann. Streams of highly-valuable data 
have to be protected against unauthorized use 
by third parties, he says.

Infineon has teamed with Deutsche Tele-
kom and other German companies to develop 
a “made-in-Germany” end-to-end “com-
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CONTINUED FROM PAGES 2-3  European companies expect more than €110 billion additional 
revenue per year attributable to Industry 4.0

Increase in revenue
(cumulated over 5 years)

Incremental revenue2

(€ billion per annum)

1  Projection for the entire automotive industry (production of motor vehicles and motor vehicle parts).
2  Projection on the basis of total revenue per industry sector in Europe.
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Source: PwC and Strategy& 2014 report
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German automation software that could 
eliminate the jobs of many IT workers is 
raising age-old anxieties about whether 
tech will make us obsolete.

“What has happened over the last 200 
years is that people have been asked to work 
like machines and people don’t do that very 
well,” says German technologist Chris Boos, 
CEO and co-founder of arago and a scheduled 
speaker at DLD 2015 in Munich. “People are 
good at thinking up new stuff or finding some-
thing good in an error so I find it humorous 
that people are scared that jobs designed for 
machines are being taken over by machines.”

Arago’s key product is AutoPilot, a knowl-
edge-based automation platform, which 
was developed over more than eight years. 
The platform is based on a combination of 
different technologies and high-performance 
algorithms. It enables companies to automate 
their entire IT stack, including heterogeneous 
IT environments and individual applications. 
AutoPilot claims to be able to enable automa-
tion rates of up to almost 90%.

Arago’s first customers have been compa-
nies with complex IT systems such as banks, 
telcos and outsourcers. Boos says his compa-
ny’s technology has cut their IT costs by 30% 
to 50%.

While the productivity gain for employers 
is obvious, will IT workers lose their jobs en 
masse because of automation? The answer is 
a clear no, Boos says. Their jobs will just get 
more interesting.

A report by consultancy Forrester 
Research predicts a dramatic decline in in-
frastructure administrator positions through 
2015, while professionals such as automation 
architects and knowledge engineers will be 
in high demand.

Boos has been working on algorithmic 
software development for 25 years and arago 
was launched in 1995. Many people scoffed 
at the idea of automation but driverless cars 
and other developments have helped put the 
technology on the map. Gartner named arago 
a “Cool Vendor in IT Operations 2014” and 
in October the company raised a $55 million 
round from U.S. private equity firm KKR. The 
types of firms that KKR normally invests in 
“are perfect clients for us,” says Boos. So, he 
says, he expects that connection to help arago 
expand into the U.S.

Arago decided to first focus its technology 
on automating IT systems because it will have 
a less obvious impact on employment.

If you wipe out factory jobs it escalates into 
a political problem. Eradicating IT jobs is 
less of an issue because there is such a high 
demand for professionals in the sector that is 
relatively easy for most to find new jobs, Boos 

says. “If you want to start to take these things 
out of the lab you have to do it in a way that is 
non-threatening,” he says. 

What’s more, he says, “I believe that IT has 
changed everything else so now it is time to 
change the IT world.”

At the moment most companies spend up 
to 80% of their IT budget just to keep things 
running as they are and only 20% to change 
things a little bit, says Boos. “This is the prob-
lem we are addressing. 

“When you install our technology you free 
up the time of the people. Companies can con-
vert this to cash by firing people or convert 
that time back by letting people do cool stuff.”

The AutoPilot automates the entire IT stack 
— from the provision of IT infrastructures up 
to incident-, change-, capacity- and availabili-
ty- management. 

The result is a reduction in costs, improved 
service quality and a significant increase in 
data security. 

In 2013 AutoPilot managed 1.95 million 
tickets automatically and reached an average 
automation rate of more than 87 % — which 
resulted in an overall cost saving of 31%, 
according to Gartner’s report on Arago. 

AutoPilot distinguishes itself from most 
automation solutions by automating IT oper-
ations independently, Gartner says. Arago’s 
algorithms are capable of learning thousands 
of rules and rank them accordingly based 
on the context at any given time, just like 
humans do. 

It’s able to work with ambiguous or even 
contradictory rules, too, and learns as it goes 
which ones work best, says Boos. The automa-
tion platform learns from IT experts. It then 
uses their knowledge and performs their tasks 
to operate the IT fully automatically — like a 
virtual colleague.

The trouble is that the people who are 
supposed to train them worry that if they 
do a good job  they might make themselves 
redundant.

But, says Boos administrators’ attitudes 
change once they understand that they can 
have the machine do all the boring work, free-
ing up time for them to do strategic tasks.

The bottom line is that IT experts will 
increasingly be able to focus on engineering, 
while delegating routine operations to ma-
chines — as long as they embrace automation 
and its potential, the Forrester report says.

Boos’s advice for IT workers is posted on his 
blog. “If you want to be in the best position 
to succeed in the IT world of tomorrow you 
should overcome your fear of change and 
actively embrace automation; as Forrester 
analyst Glenn O’Donnell puts it: ‘Be the au-
tomator, not the automated.’”

The IT industry has changed almost every 
other industry. It is about time for it  
to change, writes Jennifer L. Schenker

Computer,  
Heal Thyself

Boos: ‘Be the automator, not the automated.’

Will IT workers lose their jobs? 
No, jobs will get more interesting.
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Unfortunately for everyone, the answer 
appears that it may be, writes Ben Rooney

Moral panics over new technology are as 
old as recorded history. Socrates railed 
against writing. In Plato’s Phaedrus, he 
feared that if people relied on the written 
word they would “cease to exercise their 
memory and become forgetful.”

Printing triggered its own panic. The 
fifteenth-century abbot Johannes Trithemius, 
author of De laude scriptorum manualium — 
“In Praise of Scribes” — worried that books 
would mean monastic scribes would lose their 
spiritual connection with God. “It is only by the 
act of copying the Scriptures that a scribe can 
become truly in touch with the word of God,” 
wrote author David Malki.

Those fears proved unfounded. But modern 
cognitive science, which has unlocked many 
of the secrets of the brain, appears to back up 
the claim that yes, modern technology might 
actually be making us less clever. 

Take using screens to glean information. In 
a paper in Science in 2009, Patricia Greenfield, 
professor of developmental psychology at 
UCLA, reported, “every medium develops 
some cognitive skills at the expense of others. 
Although the visual capabilities of … the Inter-
net may develop impressive visual intelligence, 
the cost seems to be deep processing: mindful 
knowledge acquisition, inductive analysis, criti-
cal thinking, imagination and reflection.”

But there are even more profound worries, 
that the Internet with its vast capacity for facts, 
will replace the need for humans to learn 
things. Schools don’t need to teach facts, they 
just need to teach Google. Such claims are 
widely repeated. Jim Taylor, a professor at 
the University of San Francisco, made such a 
claim in an editorial for Psychology Today in 
December 2012. “Rather than making children 
stupid, it [technology] may just be making them 
different. For example, the ubiquitous use of 
Internet search engines is causing children to 
become less adept at remembering things and 
more skilled at remembering where to find 
things. Given the ease with which information 

can be found these days, it only stands to 
reason that knowing where to look is becom-
ing more important for children than actually 
knowing something.”

This, according to Daisy Christodoulou, 
author of The Seven Myths About Education, 
fundamentally misunderstands how the brain 
works. Facts, or chunks of information, are the 
very stuff that our brains manipulate when we 
think. “Memory is the residue of thought,” she 
says. “We remember what we think about. If we 
accept that memory is important and we accept 
that in order to remember you have to think 
about it, then it all becomes about what people 
think about.

“Plenty of teachers, me included, will have 
experience of taking children to the computer 
lab and getting [them] to work on something. 
They spend a lot of time on PowerPoint doing 
the animation or worrying about the fonts. 
What they end up thinking about are the fonts.”

She cites the work of U.S. cognitive scientist 
Daniel Willingham. “Data from the last 30 years 
lead to a conclusion that is not scientifically 
challengeable: thinking well requires knowing 
facts,” he wrote. “You could summarize this 
view by noting that to think is a transitive verb. 
You need something to think about.”

But not all agree. Conrad Wolfram, part of 
the team behind Mathematica, a computation-
al software program used in many scientific, 
engineering, mathematical and computing 
fields, also says that far from making us stupid, 
computers are freeing us up to do high-order 
thinking while they mop up the drudgery.

“What human history seems to show is that 
what the machine enables us to do is to go 
further. Going further usually is conceptually 
and intellectually much harder than what the 
machine was originally doing. 

“The machines are now doing all sorts of 
things that we thought were very human, but I 
don’t think that means we get dumber; it actu-
ally means we get smarter and more sophisti-
cated,” says Wolfram. “If you look in science 

and maths since computers have done the 
calculating that has meant that the problems in 
science, maths, engineering, all these places, 
have got incredibly much more complex. The 
humans are having to think in a much more 
sophisticated way, drawing on more facts than 
before since computers.”

Luc de Brabandere, a Boston Consulting 
Group Fellow and guest speaker at DLD, says 
that humans will always be more intelligent 
than computers because the way we think dif-
fers from the way they process information.

There are two forms of reasoning: deductive 
and inductive. Deductive reasoning is the stuff 
of first-year philosophy students. “All men are 
mortal. Socrates is a man. Therefore Socrates 
is mortal.” If the predicates are true then the 
conclusion must be true. 

“Deduction is the world of logic, of algo-
rithms, and logic. I am convinced that one day, 
maybe not far away, deduction will be 100% 
done on machines,” says de Brabandere.

Inductive truths take the form of, “Because 
the sun came up yesterday, it will come up 
tomorrow.” The predicate is true and the con-
clusion may be true, but it isn’t necessarily so. 
Induction, says de Brabandere, is beyond the 
machine. Why? “In order to induce you need 
to forget. A machine cannot forget. You cannot 
program a machine to forget, otherwise it’s not 
forgetting, it’s just another algorithm.”

The reason you need to forget is, he says, to 
allow you to deal with the real world. In order 
to understand the world we need categories, 
collections of things that are similar. “When a 

parent says, ‘I am thinking about my children,’ 
this is true. When the CEO of a bank tells some-
body, “I am thinking about my clients,” this is 
not true. You cannot think about two million 
people. You need the CEO to produce some 
concepts or categories, like ‘retired,’ or ‘stu-
dent,’ or ‘young mother,’ and so on. Of course 
to produce the category ‘student’ you have to 
lose a lot about the details of a student, but as a 
reward you now can change the world because 
you simplify the world.”

Big Data, which many have claimed will 
reveal insights that are truly new, is a chimera. 
It can only reveal what it already knows. De 
Brabandere draws an example from history.

“Take Kepler, the astronomer, who realized 
that the orbit of a planet was not a circle but an 
ellipse. I think big data can do his job because 
the concept of an ellipse existed before Kepler. 
The machine can definitely see it and compare 
and say, ‘oh, there is an ellipse.’

“But if you take Charles Darwin, his big data 
was thousands of pages of observations. He 
came up with the survival of the fittest concept. 

Math Made Fun
One organization that does not believe that com-
puters are making us stupid is Computer- Based 
Math, a body that is driving a completely new 
form of math curriculum, one that sees the major-
ity of the heavy work done by computers.

The brainchild of Conrad Wolfram, one of the 
two brothers behind Wolfram Alpha, a computa-
tional knowledge engine, and more famously the 
team behind Mathematica, computation software 
for scientists, Computer-Based Math hopes to 
free school children from the drudgery of solv-
ing quadratics and allow them instead to enjoy 
mathematics.

“Why get students emulating what computers 
do so much better (computing) rather than con-
centrate on imaginative thinking, analysis and 
problem-solving that students ought to be able to 
do so much better even than today’s computers?” 
Wolfram wrote on his blog.

Too often, he says, we insist on teaching chil-
dren things for no other reason than because it is 
good for you. “Should you learn long division by 
hand?” he says. “I do not see the purpose in it. I 
have never done long division. I have done approx-
imate long division but that is a totally different 
process. No one today would do it. You would use 
a computer or a calculator.

Wolfram is not advocating that children should 
not learn the basics of mathematics but that 
once the principles are learned there is little to be 
gained by forcing them to do endless examples of 
it once the understanding is there.

“Doing basic equation-solving will help under-
stand what is going on in an equation, but it 
doesn’t really help you to understand what’s going 
on in division to learn long division.”

Instead of quizzing children on factoring poly-
nomials by hand, he advocates more open-ended 
questions. In an earlier interview Wolfram said: 
“Take a problem like, ‘Am I normal?’ There is no 
one answer to that, but it is about how do you 
measure normal? There are different ways to 
measure it, different problems that need to be 
tackled. Data needs to be interpreted. It is not 
like calculating a quadratic equation.”

One of the countries to adopt parts of the CBM 
curriculum is Estonia, which in 2013 ran a pilot 
of 30 schools to replace the existing statistics 
curriculum with a CBM scheme.

“I think it has gone rather well,” says Wolfram. 
“The teachers were all a bit nervous before 
because it’s all very different. I think for the most 
part they found it much more enriching to teach.

“Some modules I thought were hard, the stu-
dents reported were easier than traditional maths. 
I think the reason for that is that they understood 
what they were doing and have more fun.”

This concept did not exist before. I do not see 
Charles Darwin being replaced by big data.”

But if as de Brabandere argues, categories 
allow us to think about the world by simplifying 
it, then even here, technology poses a danger.

“This idea of category today is challenged by 
Google. If you type into Google “philosopher,” 
what happens? Google proposes categories. 
You can see just below like the ‘Philosophers of 
the Renaissance,’ or ‘Greek philosophers,’ and 
so on. This, for a philosopher, is a big shock. For 
the first time in the history of man, a machine 
can propose categories.”

Why is this a risk? “I remember 20 years ago 
I read a book called Mindstorms,” says de Bra-
bandere. “It was about children and computers. 
The last sentence of the book was, “in the end 
the question is who is programming who?’ Is 
it the child with the mouse telling the machine 
to do this, or is the machine with a particular 
message on the screen telling the child to do 
that. Who is programming who?” 

If the computer gives us our categories, and 
categories are how we think about the world, 
then we are letting computers frame our 
conceptual understanding of the world. We 
become a child clicking the box on the screen 
because the computer told us to.

The key, says Christodoulou, is to plot a 
path between techno-utopia and neo-luddism. 
“Any use of technology in any field has to be 
thought very carefully about what you are 
trying to achieve. 

“We certainly have not made people cleverer, 
even if we haven’t made them more stupid.”

Is Technology Making  
Us Stupid?

“Data from the last 
30 years leads to the 
conclusion: thinking well 
requires knowing facts.” 
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INVESTMENT

Europe continues to underperform in terms 
of R&D spend in both the private and public 
sectors when compared with the U.S. And 
while Chinese investment remains behind 
Europe for now, total investment in R&D is 
expected to pass European investment by 
2018. By 2022 it is likely to exceed the R&D 
expenditures of the U.S. in absolute terms.

According to a 2013 report, the 2014 Global 
R&D Funding Forecast published by Battelle 
and R&D magazine, but updated with 2014 
data, the picture is still a gloomy one for Eu-
rope. Total investment as a percentage of GDP 
in Europe has fallen below that of Asia and 
is some 25% less than that of America (2.5% 
compared with 1.8%).

If the report is correct, then this under-in-
vestment in R&D will be reflected in the jobs 
market. The report estimates that in the U.S. 
at least, for every job created directly by R&D, 
another 3.2 jobs are supported. Likewise 
for every $1 spent, some $2.90 is generated 
through economic impact in the economy.

“There is a big difference between the appe-
tite U.S. corporates have for R&D-driven start-
ups, and European corporates’ appetite,” says 
Jon Lillian, CEO of Paris-based Seedsprint, a 
marketplace that matches up innovative start-
ups and technology transfer offices of major 
universities with corporate investors.

European corporates are more risk averse, 
he says. “There is a level of suspicion, and 
even mistrust … that they [the start-ups] don’t 
really know what they’re doing.”

A 2014 EU report that looks in detail at 
corporate R&D paints a mixed picture. The EU 
Industrial R&D Investment Scoreboard looks 
at the 2,500 top companies ranked by R&D 
expenditure; they account for about 90% of 
global industrial R&D. It is the Germany-based 

Europe’s  
R&D Gap

carmaker Volkswagen that tops the global 
ranking, for the second year, ahead of South 
Korea’s Samsung. 

But as the EU report makes clear, while 
Europe may lead in industrial sectors such as 
automotive, it lags in high-tech sectors. “The 
overall amount invested in R&D by EU-based 
companies in high-tech sectors represents 
43.4% of the amount invested by their U.S. 
counterparts and the gap between the two … 
is increasing with time.” 

While Europe and the U.S. have traditional-
ly competed, there is emerging competition 
from Asia. “Where the West has retrenched, 
Asia has advanced. In five years [from 2009] 
Asia’s share of R&D investment has risen from 
33% [of Global R&D spend] to nearly 40%, 
with China rising from 10% to nearly 18%,” the 
Battelle report says.

An analysis of Nobel prize awards for 
science (by country of birth of the scientists) 
shows the changing distribution of scientific 
excellence. While Europe accounts for 54% of 
all awards since their founding in 1906, and 
Asia just 7%, since 2000, Europe has slipped 
to 34%; Asian scientists now account for 17%.

But Lillian urges caution and says a detailed 
look at China’s approach to R&D in particular 
shows a weakness. China places far more 
emphasis on development than on basic 
research. Only 5% of Chinese spending goes 
on basic research, roughly a quarter that of 
either Europe or the U.S. According to Lillian, 
this is a short-term approach that means the 
pipeline of innovation is being starved. 

Notes: R&D figures include expenditures by 
corporations, governments and universities. To 
measure the economic impact of the forecast 
U.S. R&D expenditure, the scientific R&D sector 
is used as a surrogate for all R&D activities.

Europe already lags the U.S. It is in danger of 
being eclipsed by China, writes Ben Rooney

Source: Battelle, R&D Magazine, International 
Monetary Fund, World Bank

Source:  Battelle/
R&D Magazine

Source:  Battelle/R&D Magazine

Source:  Battelle/R&D Magazine

Source:  Batelle/R&D Magazine Source: Nobel Foundation

Global Research 
Expenditure

Different Priorities Among 
Research Leaders 

ICT Industry R&D Spending ($Bn)

Long-Term Outlook For R&D Expenditures

World Of R&D 2014

Total Investments In R&D (as a percentage of GDP) Nobel Prizes in Science & Medicine 

Research and Development (R&D) is the lifeblood of a nation or an 
innovation-driven company. So how much countries spend is an 
indicator of future growth and prosperity.The bubble chart (bottom 
right) shows the relationship between how many researchers 
are employed per million population and R&D expenditure as 
a percentage of GDP. The size of the circle reflects the relative 
amount of annual R&D spending. 
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BLABLACAR
WWW.BLABLACAR.COM

PARIS, FRANCE
What it does: Ride-sharing community.
Why it’s hot: BlaBlaCar, which helped pioneer this 
space, has 10 million members across 13 countries and 
transports more than two million people every month. 
In August it raised the largest VC round ever in a French 
start-up — $100 million — from Index Ventures, Accel 
Partners, ISAI and Lead Edge Capital. The company’s 
previous round was $10 million in 2012.

ETORO
WWW.ETORO.COM

LONDON, UK
What it does: Social investment network
Why it’s hot: eToro’s social trading platform enables 
members to engage with global markets by allowing them 
to see what others are investing in and then copy them. 
The service has four million members in more than 170 
countries. In December the company raised $27 million 
from China’s Pin An Ventures and SBT Venture Capital, 
bringing total funding to just under $60 million.

FIVERR
WWW.FIVERR.COM

BINYAMINA, ISRAEL
What it does: Global marketplace for tasks and services.
Why it’s hot: Fiverr provides a “living marketplace” for 
millions of micro-entrepreneurs in 196 countries. So far 
it has enabled more than three million tasks. In August 
it raised a $30 million C round from Qumra Capital and 
existing investors Bessemer Venture Partners, Accel 
Partners, and individuals, bringing funding to $50 million. 

FUNDING CIRCLE
WWW.FUNDINGCIRCLE.COM

LONDON, UK
What it does: Enables individuals to lend to SMEs.
Why it’s hot: Backed by Accel Partners, Index Ventures, 
Union Square Ventures, Ribbit Capital and angels, 
Funding Circle has enabled more than $750 million in 
loans to 7,000+ businesses. In October 2013 it merged 
with San Francisco-based Endurance Lending Network, 
following a $37 million round; in July 2014 it raised $65 
million, bringing total raised to $123 million. 

HELLOFRESH
WWW.HELLOFRESH.COM

BERLIN, GERMANY
What it does: Delivers meal kits.
Why it’s hot: HelloFresh delivers pre-measured 
ingredients and recipes so users can make meals at 
home. The service is available in six countries and serves 
more than one million meals a month. In June HelloFresh 
raised $50 million in Series D funding from Insight 
Venture Partners and existing investor Phenomen VC. 
Total funding is now $67 million. 

HUDDLE
WWW.HUDDLE.COM

LONDON, UK
What it does: Enterprise cloud collaboration.
Why it’s hot: Huddle is “building the most trusted network 
for secure cross-organization collaboration in the cloud.” 
Its services are used by more than 100,000 organizations 
worldwide, including SEGA, AKQA, Unilever, P&G and 
KIA Motors. In December Huddle raised $51 million in a 
Series D round led by Zouk Capital, bringing total funding 
to $81 million. 

SCYTL
WWW.SCYTL.COM

BARCELONA, SPAIN
What it does: Electronic voting.
Why it’s hot: Scytl’s election management and voting 
platform has been used in more than 38 countries over 
the last 10 years. The company claims the largest patent 
portfolio of the industry, with more than 40 international 
patents and patent applications. In August Scytl secured 
a $44 million investment as part of a $104 million 
financing round. It has been profitable since 2006.

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.  
Customers have made foreign exchange transfers totaling 
more than £1 billion so far. Said to be in advanced talks with 
Sequoia Capital for a $50 million investment that would value 
the company at almost $1 billion.

ALGOMI
WWW.ALGOMI.COM

LONDON, UK
What it does: Information for fixed income liquidity.
Why it’s hot: Algomi connects fixed income professionals, 
helping them form 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 is opening its network to the 
buyside now. Rumored to be on the verge of raising a 
round that will give it a $400 million valuation.

BLOCKCHAIN
BLOCKCHAIN.INFO

TORTOLA, BRITISH VIRGIN ISLANDS
What it does: Bitcoin wallet and website.
Why it’s hot: Blockchain’s site began in 2011 as a 
Blockchain explorer intended to make it easier for Bitcoin 
users to study transactions and analyze the bitcoin 
economy. Shortly after, it launched its popular web-
based bitcoin wallet and today it is one of the most highly 
trafficked bitcoin websites. 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 730 clients 
and 6,100 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, bring total funding to $23 million.

DATASIFT
WWW.DATASIFT.COM

READING, UK (& SAN FRANCISCO, CA, U.S.)
What it does: Social Media big data.
Why it’s hot: Datasift enables its more than 1,000 
customers in 40 countries to track and filter trending 
topics, sentiment and geolocation data from a number 
of social media sources, for a variety of business uses. It 
process two billion posts each day. Has raised close to 
$80 million to date; rumored to be negotiating a Series D 
round at a $500 million valuation now.

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. Sorting 
through over 80 million 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.

GOCARDLESS
WWW.GOCARDLESS.COM

LONDON, UK
What it does: Collect direct debits online.
Why it’s hot: GoCardless collects more than half a billion 
pounds each year for over 30,000 organizations, with 
year-on-year growth of 600% since it started. In January 
2013 it raised a $7 million Series B round from Balderton 
Capital and existing investors Accel Partners and Passion 
Capital, bringing the total raised to $11.8 million. In 
October GoCardless launched an enterprise service.

KREDITECH
WWW.KREDITECH.COM

HAMBURG, GERMANY
What it does: Credit rating service.
Why it’s hot: Kreditech’s mission is to build a digital bank 
for the unscored worldwide. It uses 15,000 data points to 
fuel its proprietary self-learning credit-scoring algorithm. 
In 2013 it raised $40 million from new and existing 
investors. It recently secured a $200 million credit facility 
from Victory Park Capital. The company is growing 80% 
per quarter with a current revenue run rate of $25 million.

LYST
WWW.LYST.COM

LONDON, UK
What it does: Social fashion shopping site.
Why it’s hot: Lyst partners with more than 12,000 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 
2014 it raised a $14 million round from Balderton 
Capital, DFJ Esprit and Accel Partners.

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. The minimum investment is £1,000. 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 funding.

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 detail. Founded 
by four ex-Google employees, Qubit’s data hub processes 
more than 1.5 billion customer events every day. Clients 
include Pandora, Superdry, and BT. In September it closed 
a $26 million Series B round; investors included Accel 
Partners, Salesforce Ventures and Balderton Capital.

SECRET ESCAPES
WWW.SECRETESCAPES.COM

LONDON, UK
What it does: Members-only travel flash sale site.
Why it’s hot: Secret Escapes negotiates discounted rates 
(up to 70% off) for luxury hotels and holidays. It’s the 
UK’s largest private sales site for luxury travel, with over 
10 million members worldwide. It operates in Germany, 
Sweden, Norway, Denmark, Poland and the U.S. Secret 
Escapes has raised more than £14 million in funding from 
Index Ventures, Octopus Investments and Atlas Venture. 

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.

TRUECALLER
WWW.TRUECALLER.COM

STOCKHOLM, SWEDEN
What it does: Global phone directory app.
Why it’s hot: The Truecaller app uses a crowdsourced 
database to find contact details, and provide caller ID 
and call-blocking services, for 100 million users in more 
than 100 countries. In February 2014 the company 
raised $18.8 million in funding from Sequoia Capital and 
existing investors; in October it raised $60 million from 
Sequoia, Atomico, and Kleiner Perkins Caufield & Byers.

TRUSTEV
WWW.TRUSTEV.COM

CORK, IRELAND
What it does: Online fraud prevention.
Why it’s hot: Trustev offers real-time, online verification 
using social fingerprinting technology. By pattern-
matching hundreds of data points about visitors, it lowers 
lower e-commerce fraud and boosts sales. The company 
has raised more than $3 million from Enterprise Ireland, 
ACT Venture Capital, Greycroft Partners, Mangrove Capital 
Partners, and Telefónica’s Wayra accelerator. 

VINTED
VINTED.COM

VILNIUS, LITHUANIA
What it does: Marketplace for second-hand clothes.
Why it’s hot: Vinted was founded in 2008 to provide a 
marketplace for girls in Vilnius to swap clothes with one 
another. Today it has three million members, 14 million 
listings, and 60 million monthly visits. In January 2014 
Vinted announced a $27 million Series B round led by 
Insight Venture Partners with participation from Accel, 
bringing total funding to more than $35 million.

CRYEX
WWW.CRYEX.COM

STOCKHOLM, SWEDEN
What it does: Alternative currency trading platform.
Why it’s hot: Still in stealth mode, CRYEX is expected to 
announce its exchange soon. It says it has attracted a 
number of high-profile financial industry participants to 
collaborate and work with the company, and that it raised 
a significant seed round in late 2014.

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 $1.3 
million round with leading angel investors in March. 

To identify the EMEA 
companies to watch in 2015, 
Informilo asked investors to 
nominate start-ups outside 
their own portfolios. Since 
Europe and Israel have an 
abundance of great start-ups 
we have not included late-
stage companies that are 
expected to IPO in the next 12 
to 18 months such as Spotify, 
Outbrain, Taboola, Adyen, 
Klarna, Takeaway and 
Delivery Hero.

Top

25
EMEA Start-Ups 
To Watch In 2015
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GROWTH
PROMISING
BELOW THE RADAR
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SPACE

Andrea Accomazzo, a quiet-spoken 
Italian aerospace engineer, was born 
in the Alps; maybe that’s why he has 
always had a thing about heights. He 
tried being an airforce pilot, but it 
wasn’t enough. Today his name lives 
among the stars, for he was the flight 
director for Europe’s most ambitious 
space mission to date: the pioneering 
Rosetta mission that landed a fridge-
sized probe on the surface of a comet.

For two decades Rosetta has been part 
of Accomazzo’s life, taking him from Italy 
to the European Space Agency (ESA) 
center in Darmstadt, Germany in 1999. 

“For me this was sort of getting a dream 
made into reality,” he says. Rosetta fired 
into space on March 2nd, 2004. Its des-
tiny was a rendezvous, on 20 November 
2014, with the comet 67P/Churyumov–
Gerasimenko, where the 100kg Philae 
probe was to detach and land on the 
comet’s lifeless surface. 

“People from the outside think the big 
deal was the landing phase,” he says. 
“But what came before was the highlight 
of what we’ve done.”

For Accomazzo, a speaker at the 2015 
DLD conference in Munich, there were 
two anxious earlier moments: waking 
Rosetta up from its three-year hiberna-

tion, and then piloting the craft around 
the rubber-duck-shaped comet to locate 
the landing spot for Philae.

To save power in its long flight to 
the comet, after completing several 
early missions, Rosetta was switched 
into hibernation mode in June 2011. “If 
you think about it without the emo-
tional part, you say this computer was 
designed to fly in space. Why should 
anything go wrong? Of course the psy-
chological side is very different.”

There is a photograph of a jubilant 
Accomazzo punching the air as, on Jan-
uary 20, 2014, the spaceship awoke and 
re-established communications. Then 
came the hard part. “We had to learn to 
fly around the comet so that we could 
come to the landing site,” says Accomaz-
zo. “This for me was technically the most 
difficult part”

It went flawlessly, he says. But while 
everything about the mission had been 
planned and re-planned there was always 
one phase over which the team could 
have no influence: the landing. 

“Our landing target was a circle in the 
order of 500-meter radius. Over that sur-
face there were for sure obstacles on the 
surface that the lander would not survive, 
like a boulder, or a slope or something 

Space: 
Europe’s 
Frontier

like this,” he says. “In this we had to be 
lucky. There was nothing we could do.”

Luckily, “the landing itself was fantas-
tic. I like playing football. When we came 
out of hibernation in January it was like 
scoring a goal. But when it landed it was 
like the end of the game and we have 
won. The emotions are very deep.”

As everyone who follows space re-
search knows, the landing wasn’t a com-
plete success. When Philae’s anchoring 
systems failed, the craft bounced, coming 
to land in a shady site, masking the solar 
arrays designed to keep it running. 

Accomazzo is not despondent. While 
the resting place of Philae is not where 
they had chosen, it may actually have 
provided more valuable data in its short 
life than had everything gone flawlessly. 

“Where we would have landed was a 
flat area,” he says. “Flat areas of the com-
et are covered with dust. Philae ended 
up where they can really see the material 
of the comet and they are very excited 
by this. If they had landed in the target 
site, the mission would have been 100% 
successful but it would have been boring 
from a scientific point of view.”

There is a slender hope that perhaps 
Philae may yet awaken when the comet 
moves closer to the Sun in March. If it 

The European Space Agency took science to a 
new place when it landed a probe on a comet 
hurtling through space, writes Ben Rooney

does emerge, which Accomazzo says 
would be “absolutely incredible,” he 
won’t be calling the shots. He has been 
promoted and as ESA’s head of interplan-
etary missions is worrying about missions 
to the planets.

Being the head of interplanetary explo-
ration makes him sort of the Captain Kirk 
of Europe. But Accomazzo confesses his 
biggest secret. He is not a science fiction 
movie fan. “I have never really watched 
it. I get confused which is Star Trek and 
which is Star Wars?” That’s right. The 
flight director for Europe’s most success-
ful space mission has never, ever watched 
Star Wars.

15
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Tears of joy from 
Accomazzo as the 
lander touches down

Artist’s impression of Philae 
lander on the comet

The tricky descent from 
Rosetta to the comet 
(artist’s impression)
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Q&A

Mikkel Svane, a scheduled speaker at DLD 
2015, is Co-founder and CEO of Zendesk, 
which has developed a popular SaaS-based 
customer service platform. The company 
went public on the New York Stock Ex-
change last May and has a current market 
cap of $1.77 billion. Zendesk, which was 
founded in 2007 in a loft apartment in 
Denmark by Svane and two other Danes, 
switched its headquarters to Silicon Valley 
a short time later. Svane wrote a book 
about his rags-to-riches Volvo-to-Tesla 
experience called StartupLand: How Three 
Guys Risked Everything to Turn an Idea into a 
Global Business, which is being published by 
Wiley Press this month. Informilo’s Jennifer 
Schenker, who is scheduled to moderate a 
session with the Danish entrepreneur and 
BlaBlaCar’s Nicholas Brusson at DLD 2015, 
caught up with Svane prior to the confer-
ence to talk about the book and where 
Zendesk goes from here.

Why did you leave Europe to move to 
Silicon Valley?

We would have never have taken the com-
pany to the scale it is today — there is not that 
tradition of building big companies in Copen-
hagen. Of course there are exceptions but is 
not a thing you see every day of the week like 
you do in the Valley. 

I compare the Valley to the Wild West 
where everything is possible. There is a beau-
tiful willingness to start over and take down 
everything and built something new again. 

In Europe we have too much legacy, too 
much tradition, too much entrenched think-
ing about ‘this is how we do things,’ too many 
exclusive clubs and networks to navigate. 

There is much more open democratized 
access to everything here in the Valley and 
that is fantastic for an entrepreneur.

 

What was your fund-raising experience 
like in Europe as opposed to the Valley?

There is no doubt that when we tried to 
raise money in Europe we had a very hard 
time doing that. It is true that six, seven years 
ago the start-up climate in Europe was very, 
very different than it is now. 

There was no valuable outcome of any con-
versations we had with VCs and we got a little 
bit angry about that. 

In the U.S. we had a totally different expe-
rience pitching, not that it was easy for three 
guys from Denmark with funny accents and 
no network. 

Zendesk’s CEO took the company from a cramped  
loft in the Danish capital to being a global public  
company in Silicon Valley, writes Jennifer L. Schenker

Lessons From 
Startupland

Svane:  Could never have built Zendesk to the 
scale it is in Europe.

We were fortunate that Charles River took 
a first bet on us. We did not have a very good 
pitch. But the investors we talked to spent 
time trying out our product and realized we 
had something. 

It was also helpful that we got a lot of start-
ups in San Francisco to use our product so 
VCs could call somebody who actually used 
the product. 

If you don’t have a network then you need 
to show some kind of traction here and have 
some actual validation of your product.

 
How did you manage growing from zero to 
over 800 employees?

Of course we sometimes hired wrong peo-
ple and had to replace them but we were very 
lucky and able to build a really good team of 
people that had scaled before. 

This ride has been completely crazy and I 
probably don’t have enough distance to know 
what works and what didn’t work.

 
What has been the key to the success of 
your international expansion?

I think it is an advantage that we are Euro-
pean and have a lot of international people 
working in the office. Our engineering team 
is spread across five countries. And we hired 
local marketers and managers in other coun-
tries because we always recognized that every 
market is unique. 

We also realized that you have to put the 
right people into place on the headquarters 
side — people who can give [foreign hires] 
room and guidance to do their own thing 
while understanding the needs of the head-
quarters. Today 43% of our business is outside 
the U.S.

 
If you had to do it over again what would 
you do differently?

We made plenty of mistakes, we are human, 
and things were not always easy. But I am 
very proud of what we have accomplished 
and I would not change a thing. We had to 
make those mistakes to become the company 
we are today.

 
An IPO is not an end, it is a beginning. 
Where does Zendesk go from here?

It is a new start and a new opportunity. We 
have had an amazing journey serving lots of 
small business around the world. 

What has happened is that we have started 
to deal with large enterprises and government 
institutions. That is a new challenge for the 
company and we are very excited about that. 
Twenty-three percent of our business clients 
now have hundreds of seats and that takes the 
company in a new direction.  

“Not easy for three  
guys from Denmark  
with funny accents.”
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Wearables’ Future  
Is In Hand 

The future is supposed to belong to 
wearables, but try to find anyone 
today prepared to wear Google Glass in 
public. Even Google co-founder Sergey 
Brin, who for a while had a pair seem-
ingly fused to his face, recently turned 
up at a red-carpet event bare-faced. He 
had left them in the car, he claimed.

So has the wearable movement stalled 
even before it took off? No, says Gadi 
Amit, the Israel-born founder of San Fran-
cisco-based NewDealDesign, the design 
house of choice for such innovative 
products as the Fitbit, the Lytro camera 
and Whistle, a sort of Fitbit for dogs. 

Amit, a speaker at the 2015 DLD 
conference in Munich, while not wishing 
to be drawn into a debate about Glass in 
particular, says it isn’t that wearables are 
a bad idea per se; the problem is the way 
they are being conceived.

“We are dealing with arguably the 
most personal form of technology,” he 
says. “These are things that are intimate 
to us both physically and, more than 
that, emotionally. 

“In many cases the designers are 
asked to play a tactical role of wrapping 
the piece of technology with something 
nice, rather than having deeper, more 
solid discussions about identity, issues of 
privacy, issues of interactions with other 
people, and so on. The more the technol-
ogy world waits in letting designers deal 
with these deeper issues, the more we 
will see failures.”

Taking a cue from his own thinking, 
one of the most innovative and ambitious 
projects Amit is working on would see 
such design-led wearables in the hands of 
everyone. Literally.

“What will be the ultimate personal 
wearable five or 10 years from now?” 
he asks. “It would include some level of 
sensory technology that deals with your 
vital signs or the functioning of your biol-
ogy. There will be something that deals 
with the authentication or creating your 
digital persona for the Internet of Things 
around you. The third element of it is 
what is going to be your interaction with 
this implant?”

His vision, christened Underskin, is 
a device implanted under the skin that 
wraps around the base of the thumb. One 
side, the private side, would extend into 
the palm; the other side, the public side, 
stretches onto the back of the hand. The 
user interface would be not a numeric 
display, but rather a shifting geometric 
design that would reveal information to 
the user. Think of it as a sort of electronic 
tattoo, he says.

“When you shake hands you will see 
some interaction or exchange of data. But 
the more private and more intimate side 
— the palm side — would be more enig-
matic and more private to you,” he says. 
For example, there might be a blinking 

Amit: Designers are often left with just 
‘wrapping the technology in something nice’

The son of architect parents, he was 
born in the Israeli city of Holon, a few 
miles south of Tel Aviv (it now houses 
Israel’s Design Museum). 

Amit graduated in Industrial Design 
from Jerusalem’s Bezalel Academy of Arts 
and Design in 1989.

A job with Israel’s Scitex saw the 
31-year-old Amit move to the Valley in 
1993 where he eventually joined Frogde-
sign, (now just Frog) the design house 
made famous for its work with early 
Apple computers. 

He rose quickly, becoming vice pres-
ident of design before leaving to start 
NewDealDesign in 2000 together with fel-
low ex-Frog designer Chris Lenart. Lenart 
left the company four years later.

light at the bottom right of the display to 
tell you that you are dehydrated.

The electronic tattoo “is obviously 
still in a conceptual stage,” says Amit 
“[But] we feel a responsibility to start 
having this discussion and talking about 
issues of privacy. I am talking for the 
first time about the user interface that 
is enigmatic by intention. This is a very 
foreign concept to a lot of UI [User 
Interface] designers. You don’t see 
data, you don’t see numbers, you don’t 
see graphs, you don’t see a percentage 
and so on. It’s a different perspective on 
how data should be revealed when you 
have an implantable.”

This human touch to data is a theme 
throughout Amit’s work. He is proud of 
the decidedly non-tech interface on the 
Fitbit, a simple device that shows a flower 
growing as you move towards your goal. 

“We are all groomed in an envi-
ronment that’s enshrined analytic, 
scientific, rational thinking over the 
humanities, the arts and so on. When 
Steve Jobs passed away it cannot be an 
afterthought in the whole story of his 
genius that he was not a programmer, 
he was not an engineer. He was basically 
a liberal arts guy.” 

Amit’s passion for building for humans 
may come from his upbringing. 

No less challenging than Underskin, 
one of Amit’s other flagship projects is 
Project Ara. This hugely ambitious pro-
gram looks to change our way of thinking 
about cellphones and other mobile devic-
es. What open source Android has done 
for phone software, the open source Ara 
wants to do for phone hardware.

The project envisages a handset with 
a central backbone, or bus. The bus lets 
users swap in and out different hardware 
modules according to their particular 
needs. Want more battery life, but perhaps 
less storage? Take out a storage module 
and slot in a second battery. Or when a new 
processor comes out you can upgrade your 
phone simply by swapping out the old one 
for the new, dramatically reducing waste. 

DESIGN

The Ara 
phone 
comprises 
swapable 
modules

Underskin 
will be a 

sort of 
“electronic 

tattoo”

Whistle, a sort of 
Fitbit for dogs, was an 
earlier project 

Amit’s role was designing the bus that 
not only physically connects the modules, 
but provides the interconnectivity to give 
them power and intercommunication.

“I got enamored with the project 
immediately,” he says. “It was very hard 
work to find the right expression that has 
the unique physical, digital, electronic ar-
chitecture on one hand, and at the same 
time the external expression. It is the 
physical case, but it is also an aesthetic 
connecting tissue that puts everything 
in order and creates harmony in this sea 
of rather visually chaotic elements of the 
different modules.”

While Ara still has some way to go, 
prototypes have hit important milestones 
such as successfully booting. It is slated to 
go on sale at some point in 2015.

Both Ara and Underskin give Amit the 
opportunity to exercise what he believes 
is the true role of the designer, and one 
that is essential if the future of wearables 
is not to stall at its first outing, with inele-
gant, unusable designs cast into landfill.

“My societal goal is to try to humanize 
technology and to make the interface 
between people and technology more hu-
man, elevated and responsible,” he says. 

Gadi Amit, the designer behind the Fitbit and  
the Lytro camera, wants technology in  
everyone’s hands. Literally, writes Ben Rooney

“The more the world waits  
in letting designers deal  
with deeper issues, the  
more we will see failures.”
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RETAIL

What if — at the click of a mouse — you 
could get that dress from your favorite 
designer’s runway collection in a differ-
ent color, in a different length, with a 
different neckline?

Up until recently having something 
tailor-made told the world that you were 
special enough and rich enough to have 
something created just for you. And you 
were likely to pay through the nose for 
it — if you could get it at all.

Times have changed. Advances in 
technology are ushering in an age of mass 
customization (see pages 1-5) and big 
retailers — like Nike and even appliance 
makers like GE — are capitalizing on that 
trend, as are start-ups selling everything 
from furniture to designer clothing.

Customers are clamoring for per-
sonalization: a survey by management 
consulting firm Bain of more than 1,000 
online shoppers found that while fewer 
than 10% have tried customization op-
tions, 25% to 30% are interested in doing 
so. Bain says it is hard to gauge the overall 
potential of customization but if 25% of 
online sales of footwear alone were cus-
tomized that would equate to a market of 
$2 billion per year.

The Bain survey, conducted in 2013, 
found that those customers who had 
customized a product online visited the 
company’s website more frequently, 
stayed on the page longer and were more 
loyal to the brand.

Among start-ups hopping on the per-
sonalization bandwagon are Hem, an on-
line furniture store launched four months 
ago by Fab co-founder Jason Goldberg, 
and Tinker Tailor, a new site selling 

women’s clothing that brings advances in 
customization from mass-market retailing 
to the luxury fashion world. Both found-
ers are speaking at DLD 2015 in Munich.

“The inspiration comes from NikeiD” 
says Goldberg. “Allowing people to 
design their own shoes has been very 
successful for Nike. When it comes to 
bookshelves, cabinets and tables, people 
want to have a little stamp of their own 
personality; they want to be sure it fits 
their space or that it has a certain color or 
finish. Our technology allows our website 
to be connected directly to our factories 
— everything is electronic so that the 
order goes directly from the consumer to 
the CNC [computer numerical control] 
milling machine.”

The idea for Hem (Swedish for home) 
came from strong sales of furniture at 
Fab, an online retailer that raised $300 
million in venture funding and at one 
point had a $1 billion valuation. Fab began 
as a gay social network, then pivoted to 
become a flash sales business of designer 
goods and then floundered, leading to the 
layoff of 300 of its 700 employees and the 
exodus of key members of its senior staff.

Fab’s data showed that furniture was 

the most interesting part of the business, 
says Goldberg. He convinced the board 
to allow him to spin off the furniture 
division into Hem and headquarter it out 
of Berlin.

Goldberg says it would be wrong to 
categorize the move as another pivot. “It 
is not a pivot at all,” he says. “One of our 
investors described it as a sharp tilt to the 
best part of our business.”

Furniture is one of the last giant in-
dustries to come on-line, says Goldberg. 
Today only 4% of furniture sales are done 
via the Web, but customers want to make 
more online purchases.

Hem offers its own mass-produced 
designer furniture collection at savings of 
30% to 40% by going directly to manufac-
turers and producers and cutting out the 
middleman. Delivery takes two weeks.

Customized furniture, which take six to 
eight weeks to deliver, is sold at discounts 
of up to 25%. Although Fab itself still sells 
furniture it will stop once the current 
stock is depleted, Goldberg says.

While Fab hit it big in the U.S. and then 
expanded aggressively internationally, 
Hem is taking the opposite approach. 
The headquarters is in Berlin and sales of 
customized furniture are first targeting 
Europe, in part because Fab’s furniture 
business was built from two European 
companies it acquired: Germany’s Mas-
sivkonzept and One Nordic Furniture, 
which has roots in Sweden and Finland.

“When we acquired Massivkonzept in 
2013 it had a custom furniture business 
and a 20-person team in Warsaw which 
was the glue and connection to the fac-
tories,” says Goldberg. “Having a design 
team in New York and manufacturing in 
Warsaw was too much distance for an 
early-stage company.”

With the acquisition of One Nordic 
Furniture Fab gained a design team in 
Stockholm and a woodworking shop in 
Finland and decided to run e-commerce 
out of Berlin and continue manufacturing 
in Warsaw. “Now we are within a one-
hour flight of each other,” he says.

Over one-third of Hem’s sales are in 
Germany, says Goldberg. The company 
has opened a showroom in Hamburg and 
plans to open a large retail space on the 
ground floor of its Berlin headquarters. 
“It is a first test for us to see if, like Apple, 
we can successfully sell direct both online 
and in physical stores,” he says.

Like Hem, New York City-based Tinker 
Tailor, which caters to women who 
want to find things that are special and 
unique and don’t mind paying full price 
for luxury fashion, is experimenting with 
both online and off-line sales. It has tested 
pop-up stores in the Middle East, says 
Iceland native Aslaug Magnúsdóttir, the 
Harvard MBA and serial entrepreneur 
behind Tinker Tailor. “It is still very nice 
to have physical locations where people 
can come in and feel the fabric,” she says.

Tinker Tailor allows women to browse 
the latest styles from some of their 
favorite designers online and then adjust 
the cut to suit their own figures, tastes 
and cultures. Designers that work with 
Tinker Tailor — which include Marchesa 
and Giambattista Valli — have agreed to 
provide up to 10 variations of styles from 
their runway collections, but dictate 
which elements can be customized. 
Prices range from $1,600 for a designer 
top to as much as $12,000 or more for 
dresses. If a designer only has patterns 
and fabrics for the customizable options 
Tinker Tailor can provide customers with 
3D digital renderings of what the item of 
clothing would look like. Clients have to 
wait weeks — or sometimes months — for 
customized garments to be manufac-
tured. But Magnúsdóttir says she expects 
lead times to become shorter.

The site now also offers customized 
jewelry, handbags and shoes, helping 
women who can’t afford haute couture 
but can spring for a little luxury, a taste of 
what the rich have enjoyed for years.

Design Gets

From the clothes you wear to the furniture  
you sit on, very soon they will all be made 
just for you, writes Jennifer L. Schenker

Personal

Designer dresses  
can be customized 

Hem sells  
designer armchairs 

Tinker Tailor 
sells luxury 

brands

Light fixtures for sale 
on Hem’s site 

“Advances in 
technology are 
ushering in an age of 
mass customization.” 
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GUEST ESSAY DLD FEATURE

Dear Arianna, Travis, Reid, Ben, 
Max and every brilliant DLD’er,

First, I want to congratulate you 
for your remarkable achievements. I 
spent last week at the Consumer Elec-
tronics Show in Las Vegas where the 
network revolution — your revolution 
— is now disrupting every traditional 
consumer industry from healthcare 
to education to automotive to fashion. 
Your digital revolution — the greatest 
technological transformation since 
the 19th-century industrial revolution 
— is now changing everything.

And yet it’s still only just the 
beginning. By 2020, there will be 50 
billion connected devices and by 2025 
almost everyone in the world will be 
connected. A universal Internet of 
Things and the Internet of People are 
now inevitable.

But there’s another beginning 
too. One with which we are all less 
comfortable. For all your sophisti-
cated technologies, we don’t quite 
know where all this is going in 
social, economic or political terms. 
As 2015 DLD’er Andrew McAfee has 
warned in his prescient book The 
Second Machine Age, one of the most 
troubling consequences of the great 
digital disruption is on employ-
ment. Others have warned about its 
corrosive impact upon economic 
inequality, privacy and the fostering 

of dangerous new monopolists like 
Google and Amazon.

Some of you will say that this is 
none of your business — that your 
job is simply to innovate, to build the 
companies and technologies that are 
now transforming the world. Indeed, 
some of you — like the 2013 DLD’er 
Peter Thiel — actually welcomes mo-
nopolies; as Theil argued in his 2014 
book Zero To One that they benefit 
society. Thiel presents tech entre-
preneurs like his PayPal co-founder 
Elon Musk as Übermensch, above 
traditional laws or norms, driving 
society forward.

But, of course, none of you really 
are Übermensch. As has become 
increasingly obvious in 2014, you are 
subject to the same political and mor-
al laws as everyone else. Zero to One 
is Thiel’s libertarian fantasy. But for 
the way in which the world is actually 
viewing all of you, Hero to Zero might 
be a better description.

In 2015, expect the public spotlight 
to shine even more relentlessly upon 
the impact of your companies on 
society. In 2015, expect more legal 
challenges to your power, more 
antitrust investigations, more books 
like mine arguing that the Internet is 
not the answer. 

No, don’t hold up your hands and 
claim innocence. There’s this illusion 

among some of you that your revolu-
tion is eliminating power, that the old 
top-down hierarchies of the industrial 
age are being replaced by distributed 
peer-to-peer networks. But power 
hasn’t gone away. And now it increas-
ingly resides with you. Google is now 
more powerful than Microsoft ever 
was. Rather than a democratizing 
peer-to-peer taxi cab service, Uber is 
a $40 billion gamble to monopolize 
the world’s transportation networks. 
If anything, the digital revolution has 
concentrated power into the hands 
of a tiny coterie of people like you, 
the owners and operators of today’s 
network platforms.

Like it or not, you are the new elite 
— the 21st-century versions of Leland 
Stanford, Dale Carnegie and George 
Eastman, the founder of Kodak. 
And with all your new power comes 
responsibility and accountability. 
Yes, the social, economic and political 
consequences — the dislocation, 
the unemployment, the inequality 
— of the digital revolution are your 
business. And rather than looking 
forward, your challenge is to look 
backwards, to learn from the past, 
particularly from the behavior of 
your most immediate ancestors — the 
barons of the industrial age.

Let me end with, to excuse the pun, 
a snapshot of your challenge. George 

Eastman, the Kodak founder, was 
the Mark Zuckerberg of the late 19th 
century and his company was the 
Instagram of the industrial age. Kodak 
created tens of thousands of jobs in 
Rochester, NY (140,000 at its peak) 
and Eastman invested massively in 
his city, financing the local university 
and even opening up his home to 
local people on Sundays for classical 
music concerts.

In contrast, rather than opening up 
his home to the local community in 
Palo Alto, Zuckerberg has bought the 
adjoining houses to protect his own 
privacy. Rather than creating jobs, he 
acquired WhatsApp for $20 billion, 
a software company that at the time 
only employed 55 people. And rather 
than integrating Facebook into the 
local community, he has invested in 
a multi-billion-dollar Frank Gehry-de-
signed office complex disconnected 
from everything around it.

So let’s hope 2015 represents the 
beginning of the real revolution in 
accountability. Let’s hope that 2015 
marks the eclipse of today’s digital 
robber baron culture and its replace-
ment by more grown-up entrepre-
neurs who take responsibility for all 
the consequences of their disruption.

Happy New Year everyone! It’s only 
the beginning.

Andrew

Today’s Technology Elites  
Cannot Ignore The 
Inequalities They Create

Andrew Keen is a 
commentator and author

25% Of People 
Don’t Trust 
Their Bank

INVESTING FEATURE

Steffi Czerny: DLD Co-founder

A quarter of British people surveyed do not trust 
traditional banks with their money, according to a 
recent survey conducted in the UK by eToro, a social 
investment network that allows people to trade 
currencies, commodities, indices and stocks online.
While start-ups are targeting faster, cheaper, 
better ways of banking in all its forms,
 zeroing in, for example, on areas such as 
loans to small and medium-sized businesses 
and forex — the revenue they are taking from 
banks is still just a drop in the bucket. However, 
according to a 2014 report by Accenture, by 
2020 more than 30% of retail banking revenues 
could be at risk from new competitors and 
business models.
DLD 2015 speakers include entrepreneurs from 
five start-ups disrupting the banking industry: 
Funding Circle, an online marketplace for small 
businesses looking for loans; TransferWise, a 
money transfer company which is rumoured 
to be in discussions with Sequoia Capital for 
a $50 million investment that would value the 
start-up at $1 billion; World Remit, a remittance 
company which raised $40 million from Accel 
Partners; Paga, a consumer mobile payment 
service with operational headquarters in 
Nigeria; and Stellar, a decentralized payment 
network that supports transactions in traditional
 and alternative currencies.

Source:  Data based on a survey conducted by OnePoll on behalf of eToro of 1,500 consumers, October 2014.

Strongly agree

Agree

Neither agree nor disagree

Disagree

Strongly disagree

To what extent do you agree with the following statement: “I don’t trust banks with my money”?

Yes

No

Maybe

Do you think you would earn more money from an investment if you had complete control over it?

Yes

No

Do you know what the alternatives to traditional investment with banks are?

They are only interested in making money, not in me

They give their CEOs big bonuses

I don’t think that I will see a good return on my money

They have a track-record of mis-selling products to people

They are dishonest

They are only interested in big investors, not little old me

Other reason(s)

If you said you agree/strongly agree, why don’t you trust banks with your money?

6.40%

18.87%

39.13%

27.93%

7.67%

67.81%

63.06%

51.19%

42.74%

32.98%

33.51%

1.85%

22.53%

35.33%

52.13%

41.33%

58.67%

DLD Conference  
Returns To New York 

DLD will cross the Atlantic for its second full-blown confer-
ence in New York City on May 6th to 7th. Connecting industry 
leaders, start-ups, designers and artists from Europe, Israel 
and the U.S., DLD NYC will once again bring one of Europe’s 
hottest conferences to the Big Apple.

The NYC event is a spin-off of the invitation-only Digital Life 
Design (DLD) conference in Munich, which has been held 
annually since 2005, and was founded by Steffi Czerny. The 
Munich conference, chaired by Israeli Internet guru Yossi Var-
di and Hubert Burda, the chairman of the Hubert Burda Media 
Group, is global in scope and focuses on digital disruption.

Previous speakers at DLD in Munich include: Google chair-
man Eric Schmidt; YouTube founder Chad Hurley; Wikipedia 
founder Jimmy Wales; “Xoogler” Megan Smith, who was 
recently appointed as Chief Technology Officer for the U.S. 
government; scientists such as biologists Craig Venter and 
Richard Dawkins; author Nassim Taleb, musicians Yoko Ono 

and Lady Gaga and Nobel Laureates Martti Ahtisaari, Muham-
mad Yunus and Daniel Kahneman.

This year’s line-up for DLD Munich includes Huffington 
Post’s Arianna Huffington, LinkedIn founder Reid Hoffman and 
Uber founder Travis Kalanick,

DLD also organizes the DLD Tel Aviv Innovation Festival, 
Israel’s largest international high-tech gathering.

DLD NYC 2014, which took place at the IAC building on 
April 30th and May 1st, attracted 800 attendees. Speakers 
included: Steve Case, the former CEO and chairman of AOL; 
author Deepak Chopra; Pat Mitchell, President and Chief 
Executive Officer of the Paley Center for Media; Huffington 
Post CEO Jimmy Maymann; serial entrepreneur Max Levchin, 
a co-founder of PayPal; and Alex “Sandy” Pentland, who 
helped create and direct MIT’s Media Lab, chairs the World 
Economic Forum’s Data Driven Development council and is a 
member of many advisory boards.
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