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Mathias Döpfner, a journalist who studied 
musicology, German literature and the-
atre, was an unlikely choice to lead Axel 
Springer, a multi-billion-dollar media 
conglomerate struggling to redefine itself 
for the digital age.

“Hardly anyone in the market believed in 
him,” says Jens Müffelmann, CEO of Axel 
Springer Digital Ventures. “He proved them 
all wrong.”

During Döpfner’s 13-year tenure the compa-
ny has invested in 70 start-ups and 130 high-
growth companies. Some 53% of its profits, 
74% of its revenues and 72% of its EBITDA 
now stem from its digital properties, gaining 
Axel Springer recognition “as a driving force 
in re-inventing media business models,” says 
Marco Rodzynek, a partner at NOAH Advi-
sors, the corporate finance firm behind the 
NOAH conference. 

The drive to remain relevant in the digital 
age has prompted not just Axel Springer but 
European media companies Schibsted, Ber-
telsmann and Hubert Burda Media to become 
among the most active corporate acquirers of 
Internet start-ups (see page 4), changing the 
notion of what a media company is.

It is part of a trend. Around the globe “there 
is a tremendous amount of M&A going on 
and it looks likely to accelerate,” says veteran 
journalist and tech executive Craig Forman, 
now a general partner at Next News Ventures, 
a San Francisco-based early-stage fund invest-
ing in technology, mobile and information 

Old Media 
Scoops Up  
New Tech

WWW.INFORMILO.COM  JUNE  2015

Page 05

Picture: © SC | Optical Engineers

   Number 26
   One of Germany’s
   Hottest New Start-Ups



2 3informilo.comJune 2015

l @informilomediaf /informilod Informilo.com

DIGITAL MEDIA

companies. “What we are seeing is a natural 
consolidation, a real push for large-scale 
[media] companies to become platforms and a 
recognition by successful start-ups that some-
times a strategic transaction can help them get 
to critical mass faster.” 

“It can seem from the outside that these 
deals, taken as a whole, are ‘all across the 
board,’ says Forman. “But if you closely 
look at the transactions — particularly those 
acquired in the European and U.S. context — 
the media companies are looking strategically 
at their own ecosystem, deciding where the 

gaps are and making a reasoned analysis. The 
transactions are based on whether it is faster 
and there is a higher return on investment 
(ROI) to buy rather than build.”

In recent quarters there have been a great 
number of deals in Europe, but also in the 
States and in Asia, particularly in greater 
China, notes Forman. “And the high value of 
transactions — the big ones involve some of 
the biggest media, technology and telecom 
companies in the world; everything from com-
panies in Asia to Verizon buying AOL.”

So what do these new platforms look like? 

Bertelsmann, a 180-year-old company that 
started life by publishing Christian literature, 
has built a multi-billion-dollar empire that 
includes not just international radio and 
television broadcaster RTL Group, book pub-
lisher Penguin Random House, and magazine 
publisher Gruner + Jahr, but music rights and 
e-learning companies as well as commercial 
web sites that let consumers sell their cars, 
find a job, buy clothes and manage monthly 
menstrual cycles via mobile phones.

Hubert Burda Media, a private, fami-
ly-owned publishing business founded in 
1903, is now the majority shareholder in 
social network Xing and holds minority stakes 
in e-commerce sites like Etsy.

Forays into these new areas and others fol-
low the more obvious move by media compa-
nies to invest in ad tech and to transfer print 
classified ad revenue to digital marketplaces.

“Axel Springer is making more revenue 
from online classified advertising than we 
ever did in print,” says Müffelmann. It is now 
Axel Springer’s biggest revenue contributor, 
with the segment showing 43% EBITDA; nine 
out of 10 online classified marketplaces it 
owns internationally hold the lead position 
in their markets, according to the company’s 
2014 annual report.

Norway’s Schibsted, an early mover into 
digital classifieds, now wholly owns online 
classified sites in 13 countries.  In November 
it teamed with South African mass media 
company Naspers, Norwegian telecom oper-
ator Telenor and Singapore Press Holdings to 
establish joint ventures for the development 
of online classifieds platforms in four more 
countries: Brazil, Indonesia, Thailand and 
Bangladesh.

 But what about content, the heart of media 
business? The tsunami of information availa-
ble online has raised questions about whether 
journalism is a viable business, with some go-
ing so far as suggesting that reporting should 
be supported by public funds, crowdsourcing 
or philanthropic endeavors.

Europe’s big media companies reject that 
notion. “Journalism does have a value behind 
it,” says Ulrich Schmitz, Chief Technology 
Officer at Axel Springer.

Venture capitalists, private equity firms and 
some of Silicon Valley’s most famous Internet 
entrepreneurs such as Amazon’s Jeff Bezos 
and Netscape’s Marc Andreessen are starting 
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Company: Bertelsmann
CEO: Thomas Rabe
Headquarters: Gütersloh, Germany
Year Founded: 1835

Bertelsmann, which describes itself as “a media, 
services and education company,” owns radio and 
television broadcaster RTL Group, book publisher 
Penguin Random House, magazine publisher 
Gruner + Jahr, service providers Arvato and Be 
Printers, the music rights company BMG and 
e-learning provider Relias Learning. The company, 
which operates in 50 countries, has more than 
112,000 employees and generated revenues of 
€16.7 billion in financial year 2014. It invests 
in start-ups globally through multiple vehicles, 
including a Digital Media investment arm.

Company: Hubert Burda Media
CEO: Paul-Bernhard Kallen
Headquarters: Munich and Offenburg, Germany
Year Founded: 1903

The privately-held, family-owned media company 
publishes more than 320 magazines and has 
more than 30 direct and indirect holdings in radio 
and television broadcasters. It organizes Digital 
Life Design (DLD), an invitation-only international 
conference. The group’s Internet division includes 
business-to-consumer brands in e-commerce, on-
line travel and social networking. Digital activities 
include minority holdings from Burda’s corporate 
venture capital company DLD Ventures. The 
company has 10,000 employees and in 2014 
reported external revenues of €2.456 billion. 

Company: Axel Springer
CEO: Mathias Döpfner
Headquarters: Berlin, Germany
Year Founded: 1946

Axel Springer employs some 14,000 people and 
is active in more than 40 countries. The company 
is divided into three operating units: paid models 
(such as newspapers Die Welt and Bild), market-
ing models (such as aufeminin.com and Bonial 
Group) and classified ad models (StepStone and 
Yad2). Axel Springer reported total revenues of 
€3.03 billion and an EBITDA of €507 million in 
financial year 2014. Digital activities contribute 
more than 74% of its revenues and more than 
72% of its EBITDA. It has invested in some 200 
start-ups and high-growth companies.

Company: Schibsted
CEO: Rolv Erik Ryssdal
Headquarters: Oslo, Norway
Year Founded: 1839

Schibsted, an international media group, that em-
ploys 6,800 people in 30 countries, owns many 
of the biggest newspapers in Norway and Sweden 
and is also engaged in news media businesses 
in other European companies, including France 
and Spain. In recent years it has systematically 
expanded its online classifieds business through 
both acquisitions and organic growth. The com-
pany, which reported 2014 revenues of 15 billion 
NOK (€1.7 billion), is currently investing heavily in 
processing and analyzing data in order to develop 
new services for its users.

to recognize this, investing into what until re-
cently was considering a sector on its way out.

“Three years ago nobody in Silicon Valley 
was interested in journalism but that has 
changed,” says Müffelmann. “There is in-
vestment in sites like Buzzfeed and Business 
Insider. Valuations are in the billions.”

Axel Springer is among those investing in 
new journalism ventures. It has injected cap-
ital into Politico Europe, a Brussels-based site 
covering European politics; Business Insider, 
a U.S.-based business news site; Gründersze-
ne, a news site specializing in Germany’s 
digital economy; Ozy, a Silicon Valley-based 
digital daily and, via its accelerator Axel 
Springer Plug and Play, Egyptian Streets, that 
seeks to give an alternative version of events 
in the Middle East. 

While these new media properties show 
promise, “we are not there yet,” when it 
comes to monetizing content online says 
Schmitz. “How print media is read and con-
sumed didn’t change for 150 years and so it 
will take time.”

Bild, Europe’s largest newspaper with a 
reach of 11 million, is the furthest along of any 
of Axel Springer’s print publications when it 
comes to transitioning to paid online subscrip-
tions. It has converted 265,000 readers within 
23 months, which Axel Springer executives  
concede is not sufficient.

Axel Springer is experimenting with new 
ways for readers to discover and pay for 
articles online, acquiring a stake in Blendle, 
a Dutch company that allows readers to pay 
per article.

Some of the other investments being made 
by media companies don’t appear to be obvi-
ous fits with traditional publishing but there 
is a method to the madness, say executives 
Informilo interviewed. “What we are trying to 
do is create an ecosystem,” says Raoul Grün-
thal, head of the Schibsted Group’s growth 
activities. “We are not proclaiming that our 
commercial sites will finance our non-profit-
able journalism. Journalism is a commercial 
market and should be. The usage of our jour-
nalism sites is very high, people go in to look 
at newspaper sites many times per day. That 
creates a huge frequency and loyalty and that 
is important for the ecosystem.”

The definition of how news organizations 
bring transparency to readers is being 
stretched in a positive way by digital proper-
ties, he says. “If you look at the many service 
companies we have, the mission of these 
companies is quite similar to the mission of an 
old-fashioned newspaper, bringing transpar-
ency to society and helping the individual 
against large powerful companies.” 

As an example he cites Schibsted’s decision 
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to buy Lendo, a Swedish marketplace for 
consumer loans. “What you have in print 
newspapers are financial pages that list the 
amount of interest given by different banks,” 
says Grünthal. “What we are doing with 
Lendo is even more advanced because it is not 
only offering transparency on interest rates, 
but also helping the reader to make the deal. ”

Big data looks set to define the direction of 
media publishers. “Just as ink and the printing 
press were the tools of traditional media, so 
must technology and data science become our 
everyday business tools and we will need to 
master them to meet the challenges of global 
competitors,” Ole Jacob Sunde, Schibsted’s 
chairman of the board, wrote in the 2014 
Board of Directors report.

Start-Up Mentality
The challenge for media companies, as it is for 
all other traditional industries facing massive 
disruption, is how to integrate not just tech-
nology but a start-up mentality.

“It is extremely important from a cultural 
point of view,” says Schibsted’s Grünthal. “All 
media companies with legacy products have 
a cultural challenge. We are not always the 
most change-loving organizations so we need 
these entrepreneurs. Our ambition is not to 
change them, it is to make them change us.”

Axel Springer executives are faced with the 
same challenge. To learn about innovation 
and soak up start-up culture the German me-
dia company partnered with Silicon Valley’s 
Plug and Play Tech Center and opened an ac-
celerator in Berlin in 2013. It invests €25,000 
plus mentoring in new start-ups that are able 
to find a co-investor. Some 55 companies have 
passed through the accelerator, including 
fintech start-up Number 26 (see page 5).

Axel Springer also goes to great lengths to 
give the start-ups it acquires the autonomy to 
retain their innovative cultures. As a result the 
founders have tended to stay even after they 
are no longer required to do so.

Along the way “we learned not to expect 
culture to run through the barriers that exist 
between departments,” says Schmitz. “We 
brought start-ups together with the people 
from Bild and we figured out how they could 
work together. The advantage to the start-ups 
is exposure to a large number of customers 
and on our side it allows us to bring outside 
innovation inside.”

That kind of thinking is key because as even 
the most visionary of Europe’s media com-
panies knows there is still a danger of getting 
scooped on the New, New Thing and ending 
up as yesterday’s news. 

Valentin Stalf, co- founder of banking 
company Number26, learned how to build 
companies at Rocket Internet, the Berlin-
based incubator created by Germany’s 
Samwer brothers. 

Like many young entrepreneurs Stalf and 
his co-founder, Maximilian Tayenthal, both 
natives of Vienna, decided to headquarter 
their company in Berlin because they knew it 
would be easier to find financial backing and 
talent in the German capital.

They incubated their venture in an acceler-
ator created by German media company Axel 
Springer, one of the most active European 
corporate investors in start -ups (see pages 1 4). 
Axel Springer invested, as did Earlybird, one 
of Germany’s most active venture funds, and 
Swiss VC fund Redalpine. In April the compa-
ny attracted Peter Thiel’s Valar Ventures to 
join existing investors in a €10 million round.

Like other Berlin start- ups, Number26 has 
international ambitions; it launched on Janu-
ary 26th in Germany and Austria but plans to 
expand to other European countries this year. 
Stalf is a scheduled speaker at NOAH Berlin.

What were you and co founder Maximilian 
Tayenthal doing before Number26?
I studied business and briefly went to work 
for a large investment bank and for a strategy 
consulting company. After finishing with a 
master’s degree at the University of St. Gallen 
I decided I wanted to do something entrepre-
neurial and joined Rocket Internet. I was part 
of various task forces, mainly on payments 
projects, including Payleven and Paymill, 
so this gave me an overview of the fintech 
sector. In early 2013 Maximilian, a friend from 
school, and I decided to do something on our 

own in this sector. He was working as a lawyer 
and before that as an assistant to the CFO of 
a big insurance company. Fintech requires 
regulatory expertise, so with my experience 
in Internet and fintech and Maximillian’s reg-
ulatory experience and financial background 
we thought, ‘we can do this.’

Why the name Number26? 
In a Rubik’s Cube you have 26 cubes made up 
of different colors. If you know how it works it 
is very easy to solve. The same is true in fintech.

Number26 pivoted while it was in Axel 
Springer’s accelerator. In what ways did 
the company change and why?
In the beginning we envisaged a different 
product: a prepaid card for teenagers that 
would allow parents to load pocket money 
and give real time feedback on their spend-
ing. When we did the beta we found that the 
parents were using it for themselves. We also 
realized that 80% of what people do with a 
retail bank account is connected with their 
cards so at the end of 2013 after raising some 
more money we decided to work on the first 
mobile bank for all types of customers.

Is this why you struck a partnership deal 
with Wirecard Bank?
It makes sense to partner with an existing 
bank that has the regulatory knowledge and 
licenses. Wirecard is more flexible compared 
to other banks and open to new models.

Number26 has been called the Simple of 
Europe. What is your differentiator with 
banking start -up Simple, which only made 
a small dent in the market and was ac-

quired by BBVA in 2014 for $117 million?
There are two fundamental differences. In the 
U.S. there are no banking licenses handed out 
anymore. This is not true in Europe. 

The European banking market has histori-
cally been fragmented so there is an opportu-
nity to create one retail bank for Europe with 
several million customers in 28 countries with 
one back end and the same product offerings.

Secondly from a product perspective we 
want to bring more intelligence into bank 
accounts and show clients the right things at 
the right time. We can, for example, use geo-
location of smartphones to prevent fraud in 
real time. This is something traditional banks 
are not so good at. 

Like Simple we are working with a major 
credit card provider — in our case Mastercard 
— and when you go shopping we can show 
you how you are spending your money and 
help you work on budgeting and spending 
goals. But we plan to go beyond that and 
become a fintech hub.

What does becoming a fintech hub mean 
in practice?
Companies like TransferWise or SavingGlobal 
or Lending Club all are targeting niche markets 
but they are much better at what they do than 
traditional banks. The next step is to bundle 
these alternative banking services and give our 
customers access to those in one click. That is 
where the future is going. It is still very early 
but there is a big opportunity and a massive 
amount of customers that are ready to switch 
their banks. That is the main driver for our 
business. Old traditional banks will lose mas-
sive market share in the coming years to young 
and product-focused fintech companies.
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ON-DEMAND ECONOMY

Deliveroo has its own teams of scoot-
er-based drivers who will deliver food 
from any restaurant to consumers in 
what Picardo calls a “hyper-local” area. 
“Our drivers do very short journeys from 
restaurant to customer — typically within 
a few-kilometer radius of their location. 
We are not going to send food across Lon-
don. It would be cold and take ages. Our 
average delivery time is 32 minutes.”

The company has already expanded 
out of London into seven other cities in 
the UK and has operations in Dublin, 
Paris and Berlin. Other cities are planned, 
says Picardo.

According to Kanji — an investor in 
Deliveroo — this is a game-changer. “The 
likes of Just Eat and Delivery Hero are 
basically competing with the local pizza 
house. Deliveroo is a food that you eat for 
dinner.

Others did not agree. Just Eat’s Buttress 
was dismissive. “We operate this model 
in Denmark and have done for 10 years. 
Why have we not deployed that logistics 
business, called Just Delivery in Denmark?

“Because it doesn’t scale. In our model 
business is concentrated on literally a 
few hours every evening in the week. 
It means, for example, in Copenhagen 
on a Saturday night we need 48 drivers 
and 48 vehicles, but on Monday through 
Thursday you need two. It means you 
have very inefficient use of capital.

After 10 years, with all our market 
position in Denmark, the reality is that 
our Just Delivery model in Denmark is 
2% of our revenues and we make sin-
gle-digit marginal margins on that area 
of the business.”

Melih Ödemiş, co-founder and CIO at 
Yemeksepeti.com agrees. “We looked at 
this model. There was a company called 
Waiters on Wheels in San Francisco in 
the 1990s. 

“It [the model] can never scale up. 
Yemeksepeti is doing more than 100,000 
orders every day. Without the logistics 
of the restaurants that is not doable. In 
order for them to compete with us, even 
take 10% of the business, it would require 
a huge network effect, which takes a lot of 
time and money. Imagine how many cou-
rier guys or bike guys you would have to 
employ in order to do that kind of scale. It 
is not possible.”

Rocket, however, is taking a more 
suck-it-and-see approach. “Our subsidiary 
Food Express is already offering delivery 
services from restaurants in Germany. 
We plan to expand into more countries,” 
said a spokesperson for Delivery Hero.

Two trends from the U.S. may cause 
Europe’s market leaders to raise an eye-
brow. Firstly Google recently announced 
a deal with a number of U.S. players 
letting users order meals for delivery 
straight from the search results.

Secondly comes news that Uber is of-
fering a 10-minute home delivery service, 
UberEATS, in New York and Chicago. 
Uber drivers pick up batches of orders 
in temperature -controlled bags from 
participating local restaurant. When a 
customer orders from the limited menu, 
the meal can delivered very quickly. Oth-
er companies, such as Maple and Arcade, 
are setting up in the same space. 

If it does catch on expect to see it com-
ing to a city in Europe.

Proof, if more were needed, that the 
food delivery market is piping hot came 
last month when two of the biggest Eu-
ropean giants picked up tabs acquiring 
rivals totalling €1.143 billion.

The UK’s Just Eat feasted on Australia 
and New Zealand’s biggest player, Menu-
log, for some AUS$855 million (€608 
million) — a price that values Menulog at 
371 times EBITDA. 

The figure topped the devouring, a few 
days earlier, by German’s biggest player, 
Delivery Hero, of Turkey’s Yemeksepeti.
com — some $589 million (€535 million).

Rocket Internet-backed Delivery Hero 
had just eaten Kuwait-based Talabat for 
about €150 million in February. Mean-
while Delivery Hero’s German rival Food-
panda (also backed by Rocket) agreed to 
buy UAE-based 24h.ae. 

According to a MarketLine report, by 
2019, the European restaurants indus-
try is forecast to have a value of $620.3 
(€563.2) billion, an increase of 20.5% 
since 2014. According to an internal Rock-
et Internet document, €90 billion of that 
will be in takeaway food delivery. 

That explains the race for market share, 
says David Buttress, group CEO of Just 
Eat. “Our strategy globally is to be the 
king in markets of scale,” he says. In a 
winner-takes-all market, being number 
two is “next to worthless.” More than 
70%, or £114.1 million, of Just Eat’s reve-
nues are from the UK.

He points to the Netherlands where 
Just East is number two. “The number 
one player grows by 30% year on year, 
makes high 50% profit margins, and is 7x 
to 10x bigger.

DELIVEROO
Based: London, UK:  Total funding: $29.6 million.
Founded in 2012, the company raised a Series B 
round in January led by Accel Partners, with invest-
ment from Index, Hummingbird, and Hoxton.

DELIVERY HERO
Based: Berlin, Germany: Total funding: $1.3 billion.
Founded in May 2011 the company, valued in Febru-
ary at $1.9 billion, it spent $589 million to acquire 
Turkey’s Yemeksepeti.com in May 2015. 

DINEIN.CO.UK
Based: London, UK. Total funding: £310,000.
Founded in 2011, the company provides delivery 
services to restaurants. The company was funded by 
Crowdcube crowd-sourcing.

FOODPANDA
Based: Berlin, Germany. Total funding: $218 Million.
Part of Rocket Internet’s Global Online Takeaway 
Group, Foodpanda today covers 580 cities across 40 
countries in five continents. 

JUST EAT
Based: London, UK. Market Cap: £2.5 billion.
Went public in April 2014. The company operates 
in 13 countries most recently acquiring Australia’s 
Menulog for AU$885 million.

MEALS.CO.UK
Based: Bristol, UK. Total funding: £500,000.
The Bristol-based service expanded into London in 
2014. It secured £500,000 from investors including 
the ex-CEOs of Open Table and TravelSupermarket.

RESTO-IN
Based: Paris, France. Total funding: €1.6 million. 
Launched in 2006, the company claims more than 
700,000 customers and partners with more than 600 
restaurants, patisseries and stores in five countries.

TAKE EAT EASY
Based: Brussels, Belgium. Total funding: €6 million.
Started in Brussels in September 2013 and operating 
in Belgium and France, in April 2015 the company 
raised €6 million from Rocket, DN Capital and Piton.

VOLO
Based: Munich, Germany. Total funding: Not known.
The first exit for Telefónica’s Munich-based start-up 
accelerator Wayra, Volo launched in October 2014 
but has expanded to Berlin and Frankfurt.

Europe’s Take Aways

“Our Dutch position is basically flatlin-
ing, slightly declining. It cost us hundreds 
of thousands of pounds a year to be in 
that market. That is the reality of being 
number two.”

What’s happening is the consolidation 
of a highly-fragmented market, says 
Hussein Kanji, a partner at London-based 
venture firm Hoxton Ventures.“The big 
open question — that none of us know the 
answer to — is who is going to be the one 
that rolls up the world?”

“The one person in the industry who 
really understands this industry is Oliver 
[Samwer, CEO of Rocket Internet],” says 
Kanji. 

A Rocket Internet presentation claims 
its consolidated group, called the Global 
Online Takeaway Group, operates in 71 
countries and is leader in 58 of them, pro-
cessing an annualized 84 million orders. 

But if the big players are devouring 
smaller players how can new start-ups 
hope to compete? Not by delivering more 
of the same, but by extending the market. 
One such player is London-based Deliv-
eroo, which landed a $25 million Series B 
investment round led by Accel Partners, 
with participation from Index Ventures, 
Hoxton Ventures and Hummingbird 
Ventures back in January.

While Deliveroo does deliver food to 
the home, according to Leonard Picardo, 
Director of Marketing and Corporate 
Relations, Deliveroo is going after a very 
different market from that of Just Eat and 
Delivery Hero. “The restaurants that they 
work with are limited to those who have 
their own delivery logistics,” he says — a 
fraction of the restaurant sector.

European food delivery start-ups 
are on a burn, writes Ben Rooney

Europe’s on-demand food sector is burgeoning

Food Is

Right Now
So Hot

Europe’s 
restaurant 
business is 

forecast to be 
worth €563.2 

billion by 2019
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Cheung 
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In 1999, when Lars Hinrichs launched his 
first company, politik-digital.de, a platform 
for politics and new media that has since 
evolved into a political consultancy, he 
was one of just a handful of German tech 
entrepreneurs. Others include Marco Boer-
ries, Christophe Maire and the high-profile 
Samwer brothers.

Today “there are many more great entre-
preneurs and the people who have made 
money in this industry are re-investing it in 
the next generation,” says Hinrichs.

And how. It is no longer enough to be a se-
rial entrepreneur. The trend in Germany is to 
split your time investing and starting up your 
own new ventures.

The Pioneers
Hinrichs is best known for the Open Business 
Club, later renamed Xing, a site launched 
in 2003 that allowed business people or job 
seekers to manage their contacts. He took 
Xing public in December 2006 and led the 

company to annual sales of €35 million before 
resigning as CEO in 2009 and selling his stake 
to Hubert Burda Media. In 2010 he founded 
HackFwd, a pre-seed investment company 
that invested in 16 start-ups. 

He now serves on the board of Deutsche 
Telekom and as the founder of Cinco Cap-
ital, a private equity fund, and is behind 
the Apartimentum, a housing project in 
Hamburg-Rotherbaum that is aiming to 
reinvent the apartment rental model by 
changing the architecture, contracts and 
in-home technology.

Boerries, who served on HackFwd’s board 
alongside Hinrichs, founded his first compa-
ny, Star Division, as a 16-year-old in 1985. 

The company, which created the popular 
office suite StarOffice and later OpenOffice.
org, was sold to Sun Microsystems. 

His second company, Star Finanz, a 
joint-venture with the Deutsche Sparkassen 
Organisation, was launched in 1996, to re-in-
vent online banking. 

After selling Star Finanz, Boerries founded 
his third company, Verdisoft, in 2001; it 
was sold to Yahoo four years later. After a 
few years heading up Yahoo’s broadband, 
mobile and TV efforts globally Boerries 
returned to Germany in 2009 and started his 
fourth company in Berlin — appropriately 
named NumberFour — which is focusing on 
apps that help small businesses with sales 
and productivity. 

In 2013 NumberFour raised a Series A of $38 
million from Index Ventures, T-Venture (the 
venture arm of German telecom company 
Deutsche Telekom), investment bank Allen 
& Co., Sun Microsystems’ co-founder Andy 
Bechtolsheim, Yahoo co-founder and former 
CEO Jerry Yang, angel investor Klaus Hom-
mels, and Hinrichs, among others.

Maire is the founder of gate5, a mobile nav-
igation software company founded in Germa-
ny in 1999 which was sold to Nokia in 2006. 
Today the unit that emerged from gate5, 
Here.com, employs more than 1,000 people 
in Berlin. Maire also co-founded Plazes.com, 
a company that pioneered “checking-in” 
(bought by Nokia in 2008) and companyB, a 
digital film pioneer. 

As an angel investor Maire backed German 
start-ups Brands4Friends (which was sold to 
eBay), StudiVZ (which was sold to Holtzbrinck 
Ventures), Plista (sold to groupM) and Read-
mill (sold to Dropbox). He currently serves 
on the boards of Berlin start-ups EyeEm 
and SoundCloud and is a venture partner at 
Atlantic Labs.

The Samwer Brothers, who got their start in 

1999 building online auction copycat Alando 
in Berlin and selling it a few months later 
to eBay for $43 million, are widely credited 
with leaving their own indelible mark on the 
German tech scene. 

The Alando sale was quickly followed by 
the creation of Jamba, a wireless provider 
of pictures, games and music for mobile 
phones, which was sold to Verisign in 2004 
for $273 million. 

Next came the backing of German Facebook 
clone StudiVZ and the founding in 2007 of 
Rocket Internet, a combination venture firm 
and start-up incubator that has churned out 
a succession of successful e-commerce com-
panies such as CityDeal, which was acquired 
by Groupon for $170 million five months after 
the German start-up’s inception and Zalan-
do, Europe’s largest online fashion retailer, 
which went public in September of 2014 in the 
largest Germany tech public offering since the 
2000 listing of Deutsche Telekom.

Rocket, which had its own initial public of-
fering in 2014, has trained hundreds of young 

German MBAs to build start-ups, spurring 
them to create their own companies rather 
than pursuing careers as investment bankers 
or consultants. 

This talent pool has been supplemented by 
another wave of entrepreneurs that started 
companies after the original pioneers.

Take the case of Lukasz Gadowski, who af-
ter moving to Germany from his native Poland 
co-founded an online platform for designing 
and selling t-shirts called spreadshirt in 2002, 
without any financing.

Gadowski’s track record includes: co-found-
er and partner at Team Europe, a compa-
ny-building organization that creates two to 
three fast-growing Internet companies per 
year; co-founder and advisor at early-stage 
venture fund Point Nine Capital and founding 
investor and/or company builder at StudiVZ, 
Mister Spex, brands4friends.com, Sponsor-
Pay, HitFox Group, Käuferportal, and others.

 Gadowski is also co-founder and was 
founding editor at Gründerszene, a website 
covering the German tech scene, and current-
ly serves as chairman of the board at Delivery 
Hero, a global food delivery company found-
ed in May 2011 that was valued in February at 

$1.9 billion. (See the story on page 6-7 about 
Europe’s food delivery sector.)

It was Gadowski who recruited German se-
rial entrepreneur Fabian Siegel to take on the 
job as co-CEO of Delivery Hero in 2010.

 A co-founder of European payment service 
ClickandBuy, which was sold to Deutsche Tel-
ekom, Siegel later founded personal finance 
start-up Strateer and ran operations at brows-
er tech company ikin before joining Delivery 
Hero as co-CEO with Niklas Östberg. 

As the company moves toward the possi-
bility of an initial public offering investors 
thought it would be best to have just one CEO, 
says Siegel. “Niklas and I both wanted to do 
it but only one could and he was better at 
convincing the board,” says Siegel. 

So, he joined Global Founders Fund as 
a partner in 2013 and started investing in 
consumer-facing start-ups in Southeast Asia, 
Australia, Latin America and Europe. But that 
wasn’t enough for Siegel. “Investing, to me, 
is too lonely,” he says. “It is possible to find 
amazing teams and entrepreneurs to invest in 
but as an investor you are on the sidelines.”

So, Siegel launched his own new company, 
Marley Spoon, a cook-at-home food delivery 
service. “In our first year we built the business 
in the UK, the Netherlands, Germany, Aus-
tralia and we launched in the U.S a few weeks 
ago,” says Siegel. “I’m very happy with the 
initial traction.”

Like Siegel, Felix Haas, a 2010 World Eco-
nomic Forum Tech Pioneer and co-founder 
of Amiando, an online event management 
company sold to Xing in 2010, is not content 
to just invest. 

In addition to seeding some 30 start-ups in 
Germany, including Hitfox, Sponsorpay and 

“Investing, to me,  
is too lonely … as  
an investor you are  
on the sidelines.”

Kreditech, he is also currently co-founder 
and executive chairman of IDnow, which bills 
itself as the first online solution for convenient 
and secure online identification of govern-
ment IDs in Europe.

Stephan Uhrenbacher, another well-
known serial entrepreneur, is also splitting 
his time between angel investing and starting 
a new company. 

Uhrenbacher began his tech career at 
British travel portal lastminute.com and then 
worked for Axel Springer’s Bild.de, the news 
portal of Europe’s largest newspaper, as well 
as at Dutch online pharmacy DocMorris. 

In 2006 he decided to create his first 
start-up, Qype, a Hamburg-based European 
online recommendations and listings site that 
competed with Yelp. 

“The interconnectedness that you find in 
the market today was virtually non-existent 
back then,” says Schambach. “The amount of 
capital, talent, innovators and media attention 
was super limited.”

Even so, Qype managed to raise capital from 
Advent Venture Partners, Wellington Partners 
and Partech International. It was sold to Yelp 
for €18.6 million in 2012.

In the meantime Uhrenbacher launched 
Avocado Store, a marketplace for eco-friendly 
goods, and raised venture for 9Flats, an early 
European competitor to Airbnb and others in 
the holiday rentals space, which he co-found-
ed in 2011. 

Uhrenbacher stepped down as 9Flats’ CEO 
last year (he now serves as chairman) and is 
busy making angel investments and working 
on his fourth start-up, Flio, an app that helps 
users make better use of their time at airports.

The goal he says, is to go global, and make 
this start-up bigger and more successful than 
the ones that came before.

 Spoken like a true present-day German 
tech entrepreneur.

The entrepreneurs who formed the German tech 
sector continue to shape it, writes Jennifer L. Schenker

Xing founder 
Lars Hinrichs, 
one of 
Germany’s 
tech pioneers

Fabian Siegel, 
former 
co-CEO of 
Delivery Hero, 
has launched 
Marley 
Spoon, a 
cook-at-home 
food delivery 
service
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Uhrenbacher, 
founder of 
Qype, 9Flats 
and Flio

Amiando 
co-founder 
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has invested 
in over 30 
German start-
ups 
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AUCTIONATA
WWW.AUCTIONATA.COM

What it does: Online auction house.
Why it’s hot: Auctionata runs frequent livestream auction 
broadcasts from Berlin and New York. Users from all 
over the world can bid at any time, from any device. The 
company recorded total net sales of €31.5 million in 
2014, and €12.5 million in the first quarter of 2015. 
In March MCI Management led a €42 million Series C 
round, bringing total funding close to €90 million.

BABBEL / LESSON NINE
WWW.BABBEL.COM

What it does: Online language learning services.
Why it’s hot: Launched in 2007 with the idea that 
learning should be easy and effective, today Babbel offers 
courses in 14 languages, has a team of 300 people, and 
sees 100,000 downloads of its app each day. In April it 
launched a location-aware version on the Apple Watch. 
The company has raised roughly $12 million; investors 
include Reed Elsevier Ventures, Nokia Growth Partners, 
Kizoo Technology Ventures and VC-Fonds Berlin.

DELIVERY HERO
WWW.DELIVERYHERO.COM

What it does: Online food home delivery.
Why it’s hot: Delivery Hero claims to be the biggest food 
network in the world, with more than 75,000 participating 
restaurants; it delivers more than 10 million meals 
globally every month. It operates in 23 countries. In March 
Rocket Internet invested $586 million, bringing the total 
raised to $1.3 billion. In May Delivery Hero acquired 
Turkey’s Yemeksepeti for $589 million. 

EYEEM
WWW.EYEEM.COM
What it does: Photography community and market.
Why it’s hot: EyeEm’s free app and supporting platform 
enable its 13 million registered photographers to share, 
interact and learn more about taking pictures on any 
device. More than 50 million photos can be licensed 
through EyeEm’s marketplace. In April the company 
raised $18 million; investors included Peter Thiel’s Valar 
Ventures. Existing investors also participated. Total raised 
so far exceeds $25 million.

FOODPANDA
WWW.FOODPANDA.COM

What it does: Online food home delivery.
Why it’s hot: Foodpanda offers food delivery in more than 
580 cities in 40 countries, focusing on emerging markets. 
It has partnered with more than 60,000 restaurants and 
acquired competitors throughout Asia and Europe. In May 
the company announced it has raised $100 million in a 
round led by Goldman Sachs. Existing investors, among 
them Rocket Internet, participated. Foodpanda has raised 
over $310 million since its launch in 2012.

GOEURO
WWW.GOEURO.COM

What it does: Multi-mode travel platform.
Why it’s hot: GoEuro is a comparison search engine 
for Europe. Travelers no longer need to use multiple 
sites to plan their journeys and book flights, trains and 
buses. The company operates in seven countries. In 
August 2014 GoEuro raised $27 million in Series A 
funding led by New Enterprise Associates. Existing 
investors Battery Ventures, Hasso Plattner Ventures 
and Lakestar participated.

KREDITECH
WWW.KREDITECH.COM
What it does: Credit rating service.
Why it’s hot: Kreditech aims to build a digital bank for the 
unscored worldwide. It uses 20,000 data points to enable 
financial service providers to acquire, identify, score and 
pay out customers in seconds. In 2013 it raised $40 
million from new and existing investors. It secured a $200 
million credit facility from Victory Park Capital in 2014. 
Kreditech has a revenue run rate of $50 million and is 
growing 300-400% per year.

OUTFITTERY
WWW.OUTFITTERY.COM

What it does: Online private shopping service for men.
Why it’s hot: Founded in 2012, Outfittery offers men in eight 
European countries access to style experts who put together 
individual outfits for them; customers only pay for what they 
keep. In March the company raised $20 million in a funding 
round led by Northzone. Previous investors Highland Capital 
Partners, Holtzbrinck Ventures, Mangrove Capital Partners 
and others participated. Outfittery has raised $38 million so 
far and has more than 200,000 users.

SOUNDCLOUD
WWW.SOUNDCLOUD.COM

What it does: Social sound platform.
Why it’s hot: SoundCloud enables its 200 million users 
to discover original music and audio, connect with each 
other and share. In 2014 it introduced paid subscriptions 
and advertising, and started revenue-sharing with some of 
its popular artists. In April it announced a partnership with 
rights management company Zefr. SoundCloud raised 
$60 million at a $700 million valuation in January 2014 
and is rumored to be seeking more funding now.

TADO
WWW.TADO.COM

What it does: Smart thermostat.
Why it’s hot: The Tado app uses geofencing to sense 
when the last resident leaves a house and turns down the 
heating. It also takes weather forecast data and building 
characteristics into account. The company claims it 
can cut overall heating costs by up to 31%. In July 2014 
Tado raised €10 million from previous investors Target 
Partners, Shortcut Ventures, and others. It’s now the 
leading intelligent climate control provider in Europe.

WOOGA
WWW.WOOGA.COM

What it does: Mobile games developer.
Why it’s hot: Founded in 2009, Wooga has become one 
of the most popular developers of mobile games in the 
world. Hits include Jelly Splash, Pearl’s Peril, Diamond 
Dash and most recently Agent Alice (which set a new 
record of three million downloads in four days). Over 50 
million people play Wooga’s games every month across 
multiple platforms. The company has raised more than 
$30 million in funding since it launched.

WESTWING
WWW.WESTWING.DE

What it does: Home decoration e-commerce site.
Why it’s hot: Westwing is Germany’s largest shopping 
club for home decoration products. The company is active 
in 15 markets and has over 17 million members. In 2014 
revenues exceeded €183 million. In January Westwing 
raised €25 million, bringing funding to €179 million. 
Investors include Rocket Internet, Access Industries, 
Fidelity Worldwide Investment, Investment AB Kinnevik, 
Odey, Summit Partners and Tengelmann Ventures.

ADTELLIGENCE
WWW.ADTELLIGENCE.DE
What it does: Ad and site optimization.
Why it’s hot: Founded in 2008/09, Adtelligence 
provides e-commerce optimization and customer 
intelligence services that increase advertising 
effectiveness through machine learning, leading to 
improved conversion rates and increased revenue. 
Customers include eBay, Microsoft and Siemens. The 
company was named a “Technology Pioneer 2014” by 
the World Economic Forum. 

DUBSMASH
WWW.DUBSMASH.COM

What it does: Video lipsynch app.
Why it’s hot: Dubsmash lets users make a video of 
themselves lipsynching to their own sounds, or to songs 
or movie scenes from the app’s own clip list. The app 
launched in November 2014 and has been downloaded 
by more than 50 million people in 192 countries. It gained 
the number one spot in the German Apple App Store 
seven days after it went live there.

MARLEY SPOON
WWW.MARLEYSPOON.COM
What it does: Recipe kit delivery service.
Why it’s hot: Founded in 2014, Marley Spoon delivers 
boxes of ingredients and recipes to time-pressed 
customers. Users can choose from up to seven recipes 
a week, which Marley Spoon claims is more flexible than 
competitors’ services. In April the company raised $3.5 
million from Lakestar, adding to an earlier $5 million in 
investment from Global Founders Capital, Point Nine 
Capital and angel investors.

NUMBER26
WWW.NUMBER26.COM

What it does: Modern banking services.
Why it’s hot: Number26 styles itself as a bank of the 
future. It offers free, flexible services based on traditional 
bank Wirecard’s infrastructure. Accounts are mobile-first 
and can be set up in minutes. Number26 has launched 
in Germany and Austria and has close to 10,000 
customers and a waiting list. In April the company raised 
$10.6 million from Valar Ventures and existing investors 
Earlybird and Redalpine. (See the interview on page 5.)

SIGNAVIO
WWW.SIGNAVIO.COM

What it does: Online investment management.
Why it’s hot: Signavio’s goal is to deliver a collaborative 
business process management service. It claims to offer 
the world’s first integrated platform that covers both 
Business Process Management and Business Decision 
Management. Today, more than 500 customers, 
including Akamai, Audi, Bulgari and Cisco use Signavio’s 
Process Editor and consulting services to document, 
share and optimize their business operations.

AZETI
WWW.AZETI.NET

What it does: M2M technology.
Why it’s hot: Azeti Networks provides IoT and M2M 
technology that enables users to monitor and control 
distant objects from one central location. It works with 
more than 700 clients in 35 countries across a variety of 
verticals. Azeti’s Social Sensor Cloud is an open-source 
communications protocol for sensors and actuators and 
a marketplace for sensor data. The company has raised a 
total of $17 million from Earlybird Venture Capital.

CRATE.IO
WWW.CRATE.IO

What it does: Distributed data store.
Why it’s hot: Crate is an open-source data store. It 
requires no administration on the part of the user and 
claims to be massively scalable. Crate Data can be 
installed on commodity hardware or the cloud; developers 
can then use Crate to query massive data sets in real 
time using SQL rather than building out their own backend 
systems. The company has raised €1.5 million from 
Sunstone Capital and DFJ Esprit.

CUSTOMER ALLIANCE
WWW.CUSTOMER-ALLIANCE.COM

What it does: Cloud solutions for hotels.
Why it’s hot: Customer Alliance provides analytics and 
reputation management for hotels. The software allows 
hotels to manage online reviews at one place, survey 
guests, display reviews on the hotel’s website and 
distribute reviews to relevant review and social media 
websites. More than 3,000 hotels in 35 countries use 
its software. Investors include German Startups Group, 
Rheingau Ventures, KFW and Mountain Partners.

FAIRR
WWW.FAIRR.DE

What it does: Private pensions provider.
Why it’s hot: Fairr’s goal is to become the leading online 
provider of retirement savings services, offering low-cost 
and transparent retirement products. With partner bank 
Sutor Bank, fairr.de offers the only pension product with 
ETFs and Dimensional Funds. Founded in late 2013, 
Fairr.de aims to put an end to poorly-performing financial 
products and expensive sales commissions.

KITCHEN STORIES
WWW.KITCHENSTORIES.DE

What it does: Interactive cooking app.
Why it’s hot: Kitchen Stories provides recipes in 12 
languages and a platform to share them. Features 
include how-to information, auto-generated shopping 
lists, quantity calculator and an integrated timer. The app 
has been downloaded more than three million times. In 
January Kitchen Stories raised $1.8 million from Point 
Nine Capital and Bertelsmann Digital Media Investments.

MONOQI
WWW.MONOQI.COM

What it does: Hand-picked design.
Why it’s hot: Monoqi collects hard-to-find and limited-
edition design products, making 100 of them available 
each day for a short time on its site. To date the company 
has worked with more than 7,000 international designers. 
In February Monoqi acquired the assets of former online 
furniture marketplace Mydeco to help its expansion into 
the UK market. In 2013 Condé Nast Germany acquired a 
26% stake in Monoqi for an undisclosed sum.

ONPAGE.ORG
WWW.ONPAGE.ORG

What it does: SEO software.
Why it’s hot: Launched in 2012, OnPage.org crawls 
users’ websites as search engines do, then analyzes the 
results to show companies opportunities to rank better. It 
also offers monitoring of key performance indicators and 
alerts to enable users to fix errors. The company recently 
launched a brand monitoring tool, called Mentions. 
Customers include Disney, Zalando, Sixt and Condé Nast. 

ZENMATE
WWW.ZENMATE.COM

What it does: Internet security.
Why it’s hot: ZenMate protects users’ internet privacy 
while browsing by routing traffic through its free, encrypted 
private VPN, cloud network of secure servers. ZenMate 
also compresses data by up to 30%, giving mobile users 
real cost savings. The company has more than 12 million 
users in 170 countries, up from one million a year ago. 
In 2014 it raised $3.2 million from Holtzbrinck Ventures, 
Project A Ventures, Shortcut Ventures and T-Venture.

To identify the most 
promising German start-
ups Informilo asked some 
of the most active investors 
in Europe to nominate and 
evaluate companies outside 
their own portfolios. Some 
are well-known, others are 
below the radar but unlikely 
to stay that way for long. Here 
are our picks for the Top 25.

Top

25
Hottest German 
Start-Ups

GROWTH
PROMISING
BELOW THE RADAR
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16:50-17:00

17:00-17:30 

17:30-18:30

Breakfast 

Challengers in Advertising
Ragnar Kruse
Amiad Solomon
Scott Button
Michael Altendorf

Champions in Advertising
Dirk Fromm
Philipp Justus

Challengers in Retail
Klaus-Peter Schulenberg
Michael Lahyani
Dominik Richter
Chris Öhlund
Konstantin Urban
Thierry Petit
Pieter Van Der Does
Christian Bubenheim
Blake Kleinman

Keynote
Sigmar Gabriel

Keynote
Thomas Buberl

European Billion $ Internet Club
Mattias Ljungman

Challengers in Travel & Tourism
Glenn Fogel
Johannes Reck
Jasmin Taylor

Keynote – Champion
Christoph Hartung

Challengers in Mobility
Nicolas Brusson
Shahar Waiser
Jochen Engert
Gero Graf

Connected Car Panel
Dieter May
Bo Ilsoe
Scott Lyons
Philipp von Hagen
Holger Weiss

Lunch

Keynote
Eric Schmidt

SevenVentures Pitch Day

Challengers in Fitness, Wearables & Sport
Florian Gschwandtner
Lucas von Cranach
Cedric Hutchings
Mike Lee

Europe’s Digital Future in the 21st Century
Martin Schulz

Keynote
Ed Hill Wood

Disruption Through Hardware
Benjamin Joffe

Venture Capital Panel
Sonali De Rycker
Dom Vidal
Dr. Hendrik Brandis
Manu Gupta
Frank Thelen
Nenad Marovac
Reshma Sohoni
Marco Rodzynek

Departing Drinks & Networking Snacks

CEO
Co-Founder & CEO
Co-Founder & CEO
Founder & CEO

CEO
VP DACH & CEE

CEO
Founder & CEO
Founder & CEO
CEO
Co-Founder & Managing Director
Co-Founder & CEO
Co-Founder & CEO
SVP
Managing Director

Vice Chancellor Germany

CEO Germany

Partner

Head of Worldwide Strategy
Founder & CEO
Founder & CEO

Head of Connected Car

Co-Founder
Co-Founder & CEO
Co-Founder & CEO
Managing Director

SVP Digital Business Models
Partner
Business & Partner Development
Member of Executive Board
CEO

Executive Chairman

Co-Founder & CEO
Founder & CEO
CEO
Co-Founder & CEO

President

Head of European Internet

General Partner

Partner
Partner
Co-Founder & Partner
General Partner
Managing Director
Managing Partner
Partner
Founder & CEO

Smaato
Komoona
Unruly
ADTELLIGENCE

Omnicom Media Group
Google

CTS Eventim
Propertyfinder.ae
HelloFresh
Verivox
Windeln.de
Showroomprive.com
Adyen
AutoScout24
Hellman & Friedman

German Parliament

AXA

Atomico

Priceline
GetYourGuide
JT Touristik

Daimler

BlaBlaCar
GetTaxi
FlixBus
Drivy

BMW
Nokia Growth Partners
Ford
Porsche SE
AUPEO!

Google

Runtastic
Onefootball
Withings
MyFitnessPal

EU Parliament

Morgan Stanley

HAXLR8R

Accel
Index Ventures
Earlybird
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e42
DN Capital 
Seedcamp 
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SIGMAR GABRIEL KEYNOTE 

INSURANCE & FINANCE

ATOMICO KEYNOTE

TRAVEL & TOURISM

MOBILITY

MEDIA, TELCOM & GAMING

SEVENVENTURES PITCH DAY

FITNESS, WEARABLES & SPORT

MARTIN SCHULZ KEYNOTE

MORGAN STANLEY KEYNOTE

HAXLR8R KEYNOTE

VENTURE CAPITAL

TIME SESSIONS AND SPEAKERS SPEAKER TITLE COMPANY

NOAH 
Berlin 
Timetable

TIME

7.30-8.15
8.30-8.40

8:40 - 9:00 

Breakfast 
Welcome Note 

Marco Rodzynek 
Axel Springer Opening Keynote 

Dr. Mathias Döpfner 

Champions in Insurance & Finance 
Dr. Christian Ricken 
Stefan Tirtey 

Challengers in Insurance & Finance 
Dr. Henrich Blase 
Sebastian Diemer
Michiel Goris 
Dror Efrat 
Robert Henker 
Ismail Ahmed 
Valentin Stalf 
Tony Gallippi 
Raffael Johnen 
Stu Talyor 
Jan Beckers 

Champions in Media, Telecom & Gaming Sector
Arianna Huffington
Dr. Christian Wegner
Donata Hopfen
Facebook Keynote
Martin Ott

Challengers in Media, Telecom & Gaming Sector
Martin Varsavsky
Cristina Riesen
Matthias Henze
Or Offer
Marie-Laure Sauty de Chalon
Gaming Panel
Branko Milutinovic
Khaled Helioui
Jens Begemann
Divinia Knowles
Marco Rodzynek

Lunch

Champions in Education
Michael Hüther
Barry O’Callaghan

Challengers in Education
Ijad Madisch
Johan Brand
Charlie Harrington
Markus Witte
Arndt Kwiatkowski
Jonathan Satchell

Artificial Intelligence Panel
Chris Boos
Oleg Tscheltzoff
Philipp Freise

Champions in Healthcare & Science
Jessica Federer
Dr. Rudolf Freytag

Challengers in Healthcare & Science
Mariusz Gralewski
Simon Bolz
Jörg Land
Thomas Serval

Digital Disruption in Healthcare – Where is the 
Google of Healthcare and Why Haven’t We Seen 
One Yet?

Ulli Jendrik Koop
Daniel Nathrath
Juliane Zielonka
Frank Neumann

Dr. Med. Roman Rittweger

Keynote 
Dr. Klaus Hommels 

Founder & CEO 

COO of Private & Business Clients 
Managing Director 

CEO
CEO
CEO
Founder & CEO
Founder & CEO
CEO
Co-Founder & CEO
Co-Founder & Executive Chairman 
Co-Founder & CEO 
CEO
Founder & CEO 

Co-Founder & Editor-in-Chief
Member of Executive Board
Publishing Director and Head of Management

Regional Director for NE & CEE

CEO
General Manager, EMEA
Co-Founder
Founder & CEO
CEO

Founder & CEO
CEO
Founder & CEO
President & CEO
Founder & CEO

Director
CEO

Co-Founder & CEO
Co-Founder & CEO
Co-Head of Knewton UK
CEO
Co-Founder & CEO
CEO

CEO
Founder & CEO
Partner

Chief Digital Officer
CEO

Founder & CEO
Co-Founder & MD
Managing Director
CEO

Founder & CEO
Co-Founder & CEO
Founder & CEO
Partner

Managing Partner

Founder & CEO 

NOAH Advisors 

Deutsche Bank 
CommerzVentures

CHECK24 
Kreditech 
Interhyp 
Investing.com       
Cashboard
WorldRemit
Number26
BitPay
auxmoney
Algomi
HitFox Group 

The Huffington Post
ProSiebenSat.1
Bild Group

Facebook

FON
Evernote
Jimdo
SimilarWeb
auFeminin

Nordeus
Bigpoint
Wooga
Mind Candy
NOAH Advisors

IWKöln
RiseGlobal

ResearchGate
Kahoot!
Knewton
Babbel
Bettermarks
Learning Technologies Group

arago 
Fotolia 
KKR

Bayer
Innovative Ventures, 
Siemens Corporate Tech

DocPlanner
Klara
Tinnitracks
Kolibree

XLHealth
medx
LARA Companion
Roman Rittweger Advisors
in Healthcare
Roman Rittweger Advisors 
in Healthcare

Lake Star 

INSURANCE & FINANCE 

LAKE STAR KEYNOTE

MEDIA, TELECOM & GAMING

EDUCATION

HEALTHCARE AND SCIENCE

9.00-9.20
9:00 - 9:10 
9:10 - 9:20 

9.20-11:10 
9.20-9.30
9.30-9.40
9.40-9.50
9.50-10.00
10.00-10.10
10.10-10.20
10.20-10.30
10.30-10.40
10.40-10.50
10.50-11.00
11.00-11.10

11:30-12:00
11:30-11:40
11:40-11:50
11:50-12:00
12:00-12:10 

12:10-13:00
12:10-12:20
12:20-12:30
12:30-12:40
12:40-12:50
12:50-13:00
13:00-13:20

13.20

14:00-14:20   
14:00-14:10
14:10-14:20

14:20-15:20   
14:20-14:30
14:30-14:40
14:40-14:50
14:50-15:00
15:00-15:10
15:10-15:20
15:20-15:30

15:35-15:55
15:35-15:45
15:45-15:55

15:55-16:35
15:55-16:05
16:05-16:15
16:15-16:25
16:25-16:35

16:35-16:55

11.10-11:30

SESSIONS AND SPEAKERS SPEAKER TITLE COMPANY
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CHAMPIONS AND CHALLENGERS

Fintech 
Frenzy
Venture capital is pouring into financial 
services, with Europe showing the fastest 
growth, writes Jennifer L. Schenker

Global investment in fintech tripled 
to $12.21 billion in 2014, according to 
analysts.

While U.S. start-ups raised the most 
capital globally, Europe’s fintech sector 
experienced the highest level of growth, 
according to a 2015 Accenture report on 
the Future of Fintech and Banking; the 
report was created with the help of CB 
Insights data (see chart).

VC funding in UK fintech start-ups 
dramatically increased in 2014, rising to 
$539 million. This represents half of the 
total invested in the fintech sector in Eu-
rope, according to Silicon Valley Bank’s 
2015 Fintech Report. The report notes 
that prominent VC funds took part in 
rounds to help speed up the expansion of 
companies such as Borro, Powa, Funding 
Circle, TransferWise, Blockchain, Zopa 
and Nutmeg.

Fintech currently generates £20 billion 
in revenue in the UK, with 18% of the total 
coming from emerging businesses. The 
sector is one of three that CB Insights pre-
dicts will bring a combined £300 billion 
to the UK economy by 2020.

That said, while the UK and Ireland 
dominate Europe’s fintech investment 
(Ireland is counting on creating 10,000 
additional jobs over the next five years by 
placing an increased emphasis on inter-
national financial services) the rest of the 
region is still catching up. The value of 
fintech investment in the rest of Europe 
grew more than twice as fast as that of 
the UK and Ireland in 2014, with the most 
significant levels of investment in the 
Nordics ($345 million), the Netherlands 

($306 million) and Germany ($82 mil-
lion), according to the Accenture report. 
Among Europe’s most successful non-UK 
companies are Dutch global payments 
company Adyen, which in December 
raised $250 million in venture capital 
funding from new investor General At-
lantic with participation from Singapore 
sovereign wealth fund Temasek and exist-
ing investors Felicis Ventures and Index 
Ventures in a round that valued Adyen at 
$1.5 billion.

And, earlier this year Kreditech, a 
fast-growing German consumer finance 
start-up that focuses on lending money 
to unbanked consumers with little or no 
credit rating, obtained a $200 million 
credit line from Victory Park Capital. The 
credit line followed a $40 million B round 
from investors that included the U.S.’s 
Blumberg Capital — the largest funding 
round ever for a German financial servic-
es technology company and one of the 
largest rounds in Germany in 2014.  

Both are presenting at NOAH Berlin 
2015 on June 9-10.

The rise of Europe’s fintech companies 
represents both an opportunity and a 
challenge for traditional banks. Many are 
opening or joining accelerators. Some, 
such as UBS, ING, ABN Amro and Rabo-
bank, are testing blockchain technology. 
BBVA bought U.S. banking start-up 
Simple and Banco Santander has invested 
in Swedish mobile payments company 
iZettle. The Accenture report notes, how-
ever, that established players are still not 
doing enough to keep up to speed with 
this surge in innovation investment.

Fintech Funding  
And Exits

Global Fintech Financing Activity
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Venture capital funds were the largest investors in fintech in Q4 of 
2014 with $1.27 billion invested in 82 deals, while private equity 
funds invested $0.81 billion in 23 deals.

- Corporate and angel investors also featured prominently, with 35 
and 37 deals respectively and a combined $1.13 billion invested.
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Fintech Exits
The number of fintech exits is rising, mostly through 
mergers and acquisitions.

Source: CB Insights
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211 exits in the 
last  12 months

VC funding for bitcoin vs. all fintech funding

Source: CoinDesk, Medium 

*Note: All data are 2014 only

Bitcoin

Fintech

216 deals

100 deals

$150m

$31m*

Biggest deal 

Biggest deal 

Fintech

$3bn invested 
in 2014

Bitcoin

$0.3bn invested 
in 2014

Fintech Exits

Source: SVB Payments Strategy Analysis. Note: * Estimated valuation 

Examples of M&A and IPOs (2013 – 2014, $m)

Date Target Buyer Valuation

Dec 2014

Dec 2014

Nov 2014

Nov 2014

Nov 2014

Nov 2014

Nov 2014

Oct 2014

Oct 2014

Sep 2014

Sep 2014

Aug 2014

Aug 2014

Jul 2014

Jul 2014

Jun 2014

May 2014

Mar 2014

Mar 2014

Feb 2014

Wallaby Financial

OnDeck

Hopster
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Swarm

Fuze Network

L2C
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mopay
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NA
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$50*
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$1,650
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$1,200

$117

Financial Services Section
Sponsored by Level39, Europe’s 
largest accelerator for financial 
services, retail and future cities 
technologies

Total Deal Volume, 2014

Source: Accenture and CB Insights

Source: Accenture and CB Insights
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Carrot Not Stick
For new, teenage, drivers in the UK, the cost 
of motor insurance starts at prohibitively 
expensive, and only gets worse. One company 
looking to bring down that cost is Carrot 
Insurance. Founded in September 2011, 
the company uses its own proprietary “black 
box,” coupled with a smartphone, to reward 
drivers for good driving behavior.
“Sadly everything you read about young 
drivers is pretty much true,” says Andrew 
Brown-Allan, Carrot Insurance’s Marketing 
Director. “Unfortunately the crashes that 
they have tend to be more severe and tend to 
have much higher fatality rates.” 
Carrot’s solution is a device fitted to the car 
by an engineer. Feedback is provided; good 
behavior leads to cash rewards charged to 
a card. “They make the connection between 
driving safely, ‘my insurer gave me the money 
to buy this watch, cinema ticket, festival 
ticket’ — whatever happens to be.” 
For Carrot’s drivers, the benefits are two-fold: 
first, by agreeing to have the device fitted, 
and limiting mileage, drivers can significantly 
lower their premiums (although Brown-Allan 
did say that standard actuarial underwriting 
factors would also affect the premium). 
Second, the feedback provided can help 
inexperienced drivers become better. In 

the UK, according to government 
figures, 50,000 drivers 

will crash in 
their first six 

months of 
driving.

Motor insurance is a $5 trillion global market that 
has resisted disruption — so far, writes Ben Rooney

USAGE BASED INSURANCE

Drive My Car

Car insurance is a ridiculous proposi-
tion. Pootle sedately in your car to the 
shops once a week or floor it ‘round 
winding country roads, at 3 am, in the 
pouring rain, talking on your phone 
after a 16-hour trek with no breaks. 
Either way it costs you the same.

For decades the car insurance industry, 
worth $33 billion annually, has talked 
about “Usage Based Insurance” (UBI), 
either “Pay As You Drive,” (PAYD) or 
its more sophisticated cousin, “Pay 
How You Drive” (PHYD). With the mass 
introduction of smartphones, equipped 
with any number of sensors, is UBI finally 
going to hit the highway? And if so, will it 
open up this most traditional market to 
nimble-footed outsiders? 

The UK is leading the way, although 
heavily-focused on the teen market, 
where premiums for new drivers are 
eye-watering, says a 2013 report by 
Paris-based Ptolemus Consulting Group, 
a firm specialized in telematics, loca-
tion-based services and mobility. The 

report records more than 40 active pro-
grams in the UK; in Germany just two.

UBI has relied on “black box” devices 
fitted by engineers or self-installed don-
gles that use the OBD-II port that gives 
access to the car’s in-built self-diagnostic 
and reporting capability. Devices have a 
SIM card and can relay back where, when 
and how a driver drives.

From a risk point of view UBI works. 
“Basic, simple, absolute scores we think 
differentiate by about 2 1/2 times from the 
best decile of your customers to the worst 
decile of your customers,” Andy Goldby, 
Chief Product Officer at Sheffield-based 
analysts The Floow, told a recent confer-
ence in London. “To put that in context 
for most insurers that’s about the same as 
your best existing risk factor. 

“When you use more advanced scor-
ing, we think we can increase the level of 
differentiation to 10 to 20 times between 
your best and worst decile.”

So what is stopping it? One of the key 
obstacles is price. The growth of price 

comparison services has opened insurers 
up to brutal competition. “The insurance 
industry has done a very good job of 
promoting consumer behavior which is 
value destroying for them,” says Jonathan 
Hewett, Chief Marketing Officer for Octo 
Telematics, an Italy-based maker of tele-
matics devices. “Consumers are very in-
terested in pricing for products that they 
have to buy by law, but there has been no 
innovation around the value proposition 
in other benefits.”

The UK is among Europe’s more expen-
sive insurance markets, but according to 
comparison website Moneysupermarket, 
a 40- to 49-year-old driver will on average 
pay just £306 (€431) a year. Even if a 
box can be delivered for around €50, 
that represents a significant obstacle to 
mass-market adoption.

“For the vast majority — the mass 
market — the cost associated with data 
collection devices has to come down very 
significantly,” says Aldo Monteforte, CEO 
of The Floow. “One way is to use and rely 
on technologies that are already part of a 
consumer’s life: smartphones.”

While significant technical obstacles 
remain in using smartphones (no two de-
vices are exactly the same, GPS tracking 
can vary significantly, considerable signal 
processing needs to be done to filter out 
the movement of the phone in the car 
from the movement of the car), never-
theless Monteforte was confident that 
smartphones were good enough. 

“We have done extensive testing of 
smartphones. The data is remarkably ac-
curate. It is in most cases almost as good 
as the data you would get from a box 
fitted to the chassis of the vehicle.”

“When I say good enough I mean we’re 
not going to get 100% of the movement 
of the vehicle, but maybe I’m going to get 
70% or 80% of accurate mobility informa-
tion about an individual.”

But, says Octo’s Hewett, what really at-
tracts insurers to smartphones is the abil-
ity to change the relationship they have 
with drivers. “All insurance companies 
have negative sentiment in terms of what 
the customers think about them. Ignoring 
customers and hoping they never call you 
unless they want something — i.e., a claim 
— which is the general mentality, is, I am 
afraid, something that should be confined 
to the annals of history. Customers expect 
more engagement. They expect to have 
ongoing relationships based on trust and 
value exchange.”

Hewett suggested companies could 

offer not just feedback and potential 
discounts based on how you drive, but 
special offers at rest stops to encourage 
drivers to take breaks.

All of which begs the question, why 
has this industry not been disrupted 
yet? There are any number of start-ups 
tackling the hardware problem — build-
ing smartphone apps or OBD-devices 
(or combining the two) that give drivers 
feedback on their car and driving per-
formance, but in Europe, outside of the 
UK’s particular teen market, few have 
managed to create an innovative insur-
ance business that combines technology 
and underwriting. 

“I think it’s going to happen,” says 
Thomas Hallauer, research director at 
Ptolemus. “There is a regulator issue 
here, not everyone can become an 
insurer very quickly and I suspect the au-
thorities will have something to say about 
competition. But it is bound to happen.”

Monteforte is not so sure. “The 
insurance industry is extremely reliant 
on branding. Brand is important to con-
sumers because you know that when you 
have a problem you want to be taken care 
off. That plays an important part.”

In fact it is questionable whether this 
will be a good market for either tradi-
tional insurance companies or challeng-
ers. First there is the overall decline in 
the car industry. Looking at the U.S., 
between 2007 to 2011 the number of cars 
bought by people aged 18 to 34 fell by 
nearly 30%, says the Automobile Associ-
ation of America.

While in Europe, according to the As-
sociation of European Carmakers (AEC), 
new car registrations have fallen year-on-
year since 2007. Figures show that fewer 
cars were registered in 2013 than at any 
point since 1996.

Then there is the agree-
ment that 

by 2018 all vehicles in the European 
Union must be fitted with eCall, a system 
that automatically calls the emergency 
services in the event of a serious accident. 
Since the car will already have a telematic 
device, manufacturers could use it to 
offer other services, potentially including 
UBI. Hallauer was not so sure. 

“Becoming an insurer is not a massive 
step for a manufacturer, but it is still 
a step and it is a dangerous one,” says 
Hallauer. “You may have to fight against 
the customer who is plainly lying about 
the accident, a customer who’s saying 
they got whiplash and the manufacturer 
will have to say, ‘no I can see from the 
vehicle that the bump was less than 1G so 
you are lying.’

“What they might do is say you can pay 
less insurance if you drive less. BMW has 
done something with Allianz for its elec-
tric vehicles. With BMW insurance you 
will have a mileage discount if you drive 
less than X kilometers. It is very limited.”

Much more worrying, says Hallauer, 
is what Google is up to. “Google has filed 
to become an insurer in the U.S. already. 
They have all that it takes. It has hard-
ware — it has its own platform, Android. 
Data analytics is what Google does best. 
And it has mapping. It is well placed to 
disrupt the market. Everybody is waiting 
for Google to move.”

And then, ultimately, comes Google’s 
driverless car — the ultimate disruption. If 
driverless cars don’t crash (or 
hardly) what need 
car insur-
ance at 
all?

How not 
to park. 
Insurance 
has yet 
to be 
disrupted by 
start-ups
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Altendorf’s 
Winding Road

Michael Altendorf, who was born into 
a family of rural bankers, says he was 
inspired to enter the Internet business 
after reading Bill Gates’s 1995 book The 
Road Ahead.

He started his entrepreneurial 
journey in 2007 by creating a digital 
 advertising business that rode on 
Facebook’s coattails. But as is almost 
always the case for entrepreneurs, the 
trajectory was not smooth. 

“We had to pivot two or three times 
and come to near death before we found 
what did the trick,” says Altendorf.

Eventually he forged his own path, 
pivoting Adtelligence, the company he 
founded, to help brands use Big Data to 
optimize their websites to convert brows-
ers into buyers. 

The Mannheim, Germany-based 
business was named a 2014 Technology 
Pioneer by the World Economic Forum in 
recognition of the potential its technology 
offers to influence and shape the future of 
business and society. 

And, in November 2014, Adtelligence 
was included in Deloitte Deutschland’s 
Fast 50 list, one of only three German 
companies singled out as “rising stars.” 
The company grew 584% between 2011 
and 2014.

It wasn’t just Adtelligence that took a cir-
cuitous path to success. So did Altendorf, 
who chose to do interdisciplinary research 
for peace and sustainability in Heidelberg 
as part of his military civil service.

Instead of heading off to Silicon Valley, 
he then began working for Germany’s 
SAP, a global provider of enterprise 
software, where he was responsible 
for market intelligence and product 
management, while simultaneously 

working on a master’s in Economics from 
 Ruprecht-Karls-Universität Heidelberg.

Altendorf worked in the same depart-
ment as Shai Agassi, a high-ranking, 
high-profile SAP executive who later went 
on to found the now-defunct A Better 
Place, an Israeli car company. 

The German software company was 
buying a lot of start-ups at the time, which 
made working there exciting, but the 
founders always left, recalls Altendorf. 
“So I had to ask myself why?”

“Today SAP has incubators and start-up 
programs that were missing back then,” 
says Altendorf. In 2007, when he was 
thinking of launching his own start-up in 
Germany, raising capital was tough. And 
about six months later it got tougher after 
Lehman Brothers collapsed.

Then Altendorf met Marco Rodzynek, 
a partner at NOAH Advisors, the cor-
porate finance firm behind the NOAH 
Berlin conference, at a private club in 
London’s Mayfair. 

“It was like that scene in the Facebook 
movie where Sean Parker says, ‘a mil-
lion dollars isn’t cool. You know what’s 
cool? A billion dollars,’” says Altendorf. 
“Marco explained the world to me, told 
me he could introduce me to investors 
and started pinging them right there. 
Then he plunked down something like 
£100 for breakfast.”

Adtelligence raised around €5 million 
from 10 angels, including Rodzynek, 
Harold Mechelynck, founder of Belgium 
online payments company Ogone, 
which was sold for $484 million to 
Ingenico in 2013, and Carsten Thoma, 
a co-founder of hybris, an e-commerce 
software provider acquired by SAP. Jörg 
Sievert, a venture capitalist who worked 

at SAP Ventures from 2007-2011, is an 
advisor. “The basic idea at the beginning 
was to take the data from social net-
works and match it with advertising,” 
says Altendorf. 

“At the time Facebook did not have 
advertising in place so we thought, ‘let’s 
do an ad platform that is a super precise 
targeting engine.’ The problem was we 
were much too early.”

Eventually Adtelligence became the 
first Facebook advertising  platform 
partner, but “after one or two years they 
just started copying all our features,” 
says Altendorf. 

“It was the classic case described in 
Geoffrey Moore’s book Crossing the 
Chasm. Use the middleman until you are 
strong enough to cut them out. That is 
what happened.”

Facebook walked off with the mar-
ket. eMarketer estimates that the social 
network will generate $15.5 billion in ad 
revenue in 2015, which represents 65.5% 
of all social network ad spending world-
wide, a slight increase from the 64.5% of 
the market it owned in 2014.

So Adtelligence has set its sights on 
another lucrative market, helping online 
merchants personalize their advertising.

Digital ad expenditures are projected to 
nearly double between 2012 and 2016, in-
creasing to $163 billion from $87.3 billion. 

ENTREPRENEUR PROFILE

The founder of Adtelligence took a circuitous  
route to success, writes Jennifer L. Schenker

If pundits are right, the effective-
ness of those ads will depend largely 
on personalization.

The companies that understand how to 
operate in this new environment are hot. 
Consider Criteo, an ad-targeting company 
that prices and supplies personalized ad-
vertising in real time for its e-commerce 
clients. It listed on NASDAQ in 2013 in an 
upsized IPO that further increased excite-
ment around the sector.

“We are going from a totally anony-
mous Internet — where we knew a bit 
about you, but not everything — to a 
totally personalized web where we know 
everything about you,” says Altendorf.

Adtelligence works with more than 100 
clients, offering them technology that 
customizes web pages on the fly.

The company is looking to raise up €10 
million in the next 12 to 18 months to fund 
its U.S. market entry, Altendorf says.

In addition to running the company 
and fund-raising, Altendorf is a co-organ-
izer and speaker at TEDx RheinMain; is 
the co-founder of an entrepreneurship 
club near Mannheim, which organizes 
monthly networking events for CEOs 
and investors; and is the organizer and 
co-founder of Rhein-Neckar Technology 
Ventures, a matchmaking event for entre-
preneurs and start-ups.

Oh, and in his spare time he does 

November 2014
Adtelligence is 
included in Deloitte 
Deutschland’s Fast 
50 list and is one of 
only three German 
companies singled 
out as “rising stars” 
after exhibiting 
584% growth 
between 2011 and 
2014

From Peace 
Studies To 
Smart Ads 
1980
Born in Weinheim, 
West Germany 2001-2005

Elects to do 
interdisciplinary 
research for peace 
and sustainability at 
FEST, Heidelberg

2001-2004
Conducts market 
intelligence at SVP 
Deutschland

2004-2008
Market intelligence 
and product 
management for 
emerging solutions 
at SAP

2007
Earns BA MS in 
economics from 
Ruprecht-Karls-
Universität in 
Heidelberg

2008
Launches 
Adtelligence and 
takes on the role 
of CEO (co-founder 
Cyrille Waguet 
continues working 
for SAP).

April 2008-present
Guest speaker at 
World Economic 
Forum, Davos; 
TEDxRheinMain; 
Universität St.Gallen; 
Salzburg Universität; 
Mannheim MBA 
School; Haas 
School of Business, 
University of 
California

2010
Creates Rhein-
Neckar Technology 
Ventures and 
a regional 
entrepreneurship 
club that has 
allowed more than 
200 start-ups to 
pitch to VCs and 
angels, resulting 
in more than 30 
funding rounds

August 2013
Adtelligence is 
named a 2014 
World Economic 
Forum Technology 
Pioneer

Altendorf’’s 
company, 
Adtelligence, was 
Facebook’s first ad 
platform partner

some angel investing and helps organize 
Maifeld Derby, a German music festival, 
which this May attracted some 50 bands 
and 10,000 visitors. “God gifts us with 
24 hours in a day — that is it — but when I 
think about Michael Altendorf the thing 
that I find amazing is that he consistently 
accomplishes more in 24 hours than any 
individual I know,” says Dave Darsch, 
founder of both This Way Up!, an event 
for Chief Executive Officers in Europe, 
and the CEO Collaborative Forum, a 
community of CEOs who are global, high-
growth and willing to help other CEOs. 

“One minute Michael is in Osaka, on 
his way to a World Economic Forum 
meeting in Tianjin, then he is in Silicon 
Valley in meetings, the next thing you 
know he is off raising funding some-
where. The business side of me really 
admires him.”

Altendorf has been a regular attendee 
at the CEO Collaborative Forum for the 
last four years. 

“Some CEOs suck everything they can 
out of all of the other brains,” says Darsch. 

“Not Michael. He is willing to give his 
time to other CEOs, to collaborate with 
them and guide them in accelerating their 
growth or avoiding mistakes.”

There is another quality that people 
who know him say sets Altendorf apart: 
his boundless ambition.

“Germans have a problem in that 
they sell really early,” says Altendorf. 
“Everybody knows how to start up a 
company, but few seem to know how to 
grow companies.” 

So what does the road ahead look like 
for Adtelligence? 

“We have the opportunity to become a 
$100 million company or beyond,” he says.

Entrepreneur Profile Section
Sponsored by Pictet, founded in 1805 and today one of Europe’s leading 
independent wealth and asset managers. Entrepreneurship lies at the 
heart of Pictet’s values. During its 200 years it has a history of managing 
the wealth of some of the world’s most exciting business innovators.
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Poor, But Sexy
What brings entrepreneurs 
to Germany’s vibrant capital, 
asks Ben Rooney

Name: Julia Bösch
Position: CEO, Outfittery
From: Konstanz, Germany

How did you end up in Berlin? 
I wanted to found my own com-
pany since I was 16 but rather 
than starting a company right 
out of university, I wanted to see 
first how you do this. I moved 
to Berlin to join this online shoe 
company — Zalando —which was 
just one year old back then.

What keeps you here?
Berlin is a huge playground. You 
can explore new things and get 
inspiration all the time. It is all 
about the people that surround 
you. In Berlin you meet a lot of 
people who inspire you because 
they are kind of crazy.

How easy is it to run a company 
in Berlin?
What is very important for us is 
that there are lot of creative peo-
ple. Half of our team, about 100 
people, are stylists and experts 
on fashion. For that, Berlin is 

perfect because so many creative 
people move here.

Berlin also has a different 
cost structure. If we had set our 
company up in London, there 
is a whole different salary level, 
office costs, and so on that we 
would have to pay.

How important is German?
It is not an issue. 

What advice would you give for 
anyone setting up in the city?
Provide someone to help new 
employees work with the author-
ities. We accompany them to 
meetings to make sure that this 
really important part of getting 
into Berlin is handled smoothly.

Name: Jens Begemann
Position: CEO, Wooga
From: Detmold, Germany

How did you end up in Berlin? 
After university, I was thinking of 
setting up my own company but 
was not ready. I started to work 
for a start-up called Jamba. My 
goal was to learn how a start-up 
works for a few of years and then 
do my own thing. Then I founded 
my own company — Wooga.

What keeps you here?
You can live in Berlin if you are 
interested in arts and music and 
you want to have a quiet life. The 
eastern districts are where many 
of the students live and where 
parties happen all the time, 

where the clubs are open at 2AM, 
or there are raves before work. 

I live in Prenzlauer Berg. Five 
or 10 years ago it was the hip 
place. Now the hip people have 
babies, but they still live there.

How easy is it to run a company 
in Berlin?
Germany has a reputation for 
bureaucracy. There is a different 
attitude compared to the U.S. 
or UK. We have always carefully 
selected our employees so from a 
practical point of view it’s fine.

How important is German?
You can get along perfectly well 
in English in Mitte and Prenz-
lauer Berg. There are some 
restaurants where the waiters 
don’t even speak German.

What advice would you give for 
anyone setting up in the city?
Hire for Berlin, not in Berlin. 
Perhaps one-third of people who 
we hire were in Berlin. The rest 
we brought in from abroad. 

Name: Tim Nilsson
Position: Managing Director, Glisspa
From: Stockholm, Sweden

How did you end up in Berlin? 
I had run my own company 
but the dotcom bubble burst. I 
applied for a lot of different jobs 
around Sweden and Europe. 
There were a couple of brothers 
— Oliver and Marc [Samwer] — 
[who] were hiring people from 
all over the world. I was recruit-
ed to work with Jamba.

What keeps you here?
There is a great feeling of 
freedom. There is a lot of space. 
The city really has everything. I 
have lived in lots of places before 
Berlin. None of them had that 
feeling. You have more energy to 
be successful because you get so 
much energy back from the city.

How easy is it to run a company 
in Berlin?
It was very easy to go to London  
and set up. But in Berlin to set up 
a company is not a streamlined 

process. [However] I do not think 
we could have acquired the tal-
ent we have acquired anywhere 
else. We would never have been 
able to bring this kind of talent 
from 36 nationalities to London 
or to New York. It would’ve been 
super pricey and we would not 
have got the same talent.

How important is German?
I speak fluent German, but you 
don’t need it. 

What advice would you give for 
anyone setting up in the city?
Make use of whatever support 
networks you can. If there is a 
relocation company that can 
helping foreigners, use it. 

Name: Naren Shaam
Position: CEO, GoEuro
From: Bangalore, India

How did you end up in Berlin? 
We are building the largest 
ground transportation and distri-
bution system for all of Europe. 
I was looking for an ecosystem. 
There are really only three in 
Europe: London, Berlin, and 
Stockholm. Stockholm was a bit 
disconnected from the rest of Eu-
rope. London was too expensive.

What keeps you here?
There is not this quest for 
chasing money. People prefer a 
better quality of life than material 
things. Quality of life plays a very 
big part. It is very good city for a 

mix of art and fashion. When you 
combine this with technology 
you find a lot of very creative 
people here. 

How easy is it to run a company 
in Berlin?
If I compare it to the U.S., Ger-
many is heavily bureaucratic. But 
given the challenges we face as a 
start-up, the bureaucracy of the 
Germans is not a limiting factor.

When you are building a pure 
engineering-driven organization, 
you need to be able to hire a lot 
of engineers at a very affordable 
price. The talent all comes here.

How important is German?
You don’t need to speak German 
to do well in Berlin.

What advice would you give for 
anyone setting up in the city?
You need a very senior German 
person in the company who can 
take care of all the logistics of 
setting up an office, the legalities, 
tax, etc. Hire that person early.

It was Berlin’s mayor Klaus Wowereit, Germany’s first openly -gay 
politician, who drew on the city’s nostalgic decadent past, by de-
claring, “Berlin ist arm, aber sexy” (poor but sexy). It was a phrase 
that encapsulated the post-unification capital. 
Unlike most European capitals, Berlin is not the country’s richest 
city.  But rents are still cheap (though going up) and the city’s rep-
utation as a counter-culture has proved to be an irresistible lure to 
a new generation of entrepreneurs.
Informilo asked four entrepreneurs, none of whom grew up in the 
city, what it was that attracted them to move to Berlin and what 
advice they would give anyone thinking of following their path.

Picture: Jörg 
Schubert released 
under CC4.0

BERLIN LIFE
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German Phrases 
To Make You Sound 
Like A Native5

Nicht alle 
Tassen im 
Schrank haben

Auf dicke Hose 
machen

 
Das ist mir 
Wurst 

Kein Schwein 
war da

Ich habe die 
Nase voll davon

WHAT IT  
MEANS

LITERAL 
MEANING

You are crazy 

 
Someone is 
boasting or 
bragging

I don’t care

 
No one was 
there

I’m sick of it

You do not have 
all your cups in 
your cabinet

To act as if you 
have fat pants

 
It’s sausage to 
me

No pig was there 

I have the nose 
full

GERMAN
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GUEST ESSAY

Berlin’s ecosystem strength has a 
lot to do with its inception. Berlin’s 
scene is young, fresh and vibrant. 

Around the world, digitalization 
is generating change in society and 
shifts in industries, but there is some-
thing special about the German capi-
tal that make it the perfect construc-
tion ground for the next generation of 
relevant multibillion-euro companies 
in Europe.

There is something in the air in this 
city and its tech ecosystem that is 
different from any other ecosystem 
in the world; this is because at its 
core it is a product of Berlin’s unique 
counter-culture.

Culture matters more than any 
other factor when it comes to busi-
ness innovation. 

It takes an enormous amount of cour-
age to build a company against the flow. 

It takes a rebellious mind to dare new 
things and become entrepreneurs.

In Berlin this type of marginal 
behavior has a long history. The 
city has long been a haven for those 
people who refuse the rules and 
conventions, even before the wall 
came down. 

The city has a history of social 
experiment and social freedom that 
carries to this day.

Fifteen years ago, when I started 
my company, gate5, in Berlin, my two 
co-founders were part of a pioneer 
movement dedicated to the explora-
tion of digital technology. 

A large group of our engineers were 
affiliated with the Chaos Computer Club, 
a gathering of hackers and program-
mers. This was a place for digital rebel-
lion and questioning the establishment.

The willingness to question status 
quo and the openness to innovate 
generated the most interesting 
companies in the city — and is what is 
attracting talent from across Europe 
and beyond.

It also helps that Berlin was neither a 
financial nor was it an industrial center. 

As a result of the separation of Ger-
many and Berlin’s unique position, 
very few large companies were in 
Berlin after the reunification. Young 
people coming to the city had to 
create their own opportunities — and 
so, first came the artists, then the DJs, 
then the entrepreneurs.

Today tech adds up to around 10% 
of Berlin’s still emerging economy 
and I am willing to bet that this 
proportion will grow to 30% within 10 
years. Berlin is the only major capital 
where innovation/tech is center stage. 

This means entrepreneurs are part 
of a thriving and compact community 
and it also means few opportunity 
costs for talent — Berlin’s best jobs are 
start-up jobs.

That development happened from 
the ground up, rather than being 
the product of top-down govern-
ment initiatives. 

The ecosystem has not (yet) benefit-
ed from any government foresight or 

central planning comparable to that 
you see in London’s Tech City initiative 
or Israel’s “Yozma” government incen-
tive in the ‘90s, which boosted venture 
capital’s availability in that ecosystem.

Instead, Berlin’s entrepreneurs got 
used to hustle and travel to London, Mu-
nich and Silicon Valley to raise money. 

Entrepreneurs also got used to 
thinking global from day one. 

In the past 10 years some compa-
nies certainly failed — or sold too 
early — due to lack of local profession-
al investors.

The overall result, however, is 
more resilient companies with found-
ers that are used to getting around 
with less. 

The result is original companies 
such as SoundCloud, GetYourGuide, 
ResearchGate, 6Wunderkinder, 
EyeEm, Monoqi, Clue and Medigo 
that are able to compete globally and 
with ambitions on par with the best in 
the world.

These companies are mostly built by 
immigrants finding in the German capi-
tal the right terrain to build and create. 

They thrive on Europe’s diversity 
and on a renewed confidence in 
Europe’s ability to innovate.

Rocket Internet also played a 
positive role in the development of 
the city with their “reinterpretation” 
of what innovation/entrepreneurship 
is about. 

With their exacting focus on fast 
replication and global execution of 

models invented elsewhere, they 
were probably the first to industrial-
ize venture. 

Not only did Rocket Internet help 
create multiple public companies and 
thousands of tech jobs in Berlin and 
elsewhere; it also generated a steady 
flow of second-generation entrepre-
neurs — talent that would have other-
wise be lost to banking or consulting.

Of course Berlin is still small and frag-
ile in comparison with older ecosystems. 

It still needs more successful public 
flotations and the establishment of 
standalone companies (rather than 
exits to the U.S.). 

The next level of development will 
require new venture funds — there is 
room for at least ten times more — and 
more experienced angels who are 
able to harvest the thriving ecosystem.

These are probably the only 
missing pieces to become a lasting 
ecosystem with an impact beyond 
Europe’s frontier. 

Innovation and entrepreneurship 
are a key driver of economic progress 
and re-invention of industries is in 
many ways a rebellious act. 

Berlin is on its way to turning itself 
from a place of counter-culture into a 
place of entrepreneurial innovation.

Work in progress for sure, but it 
certainly makes for an exciting place 
to work.

Berlin’s Counter-Culture 
Drives Entrepreneurs

Christophe F. Maire  
is a serial entrepreneur  
and head of Atlantic Labs
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Social 
Investing
Is popularity on social 
media an indicator?
You might imagine that how popular a company 
is on social media would have some impact on 
how investors view that company, but evidence 
gained on investment choices made by users 
of eToro, a social investment network which 
has almost four million users in more than 170 
countries, suggests not. 
Using only verified accounts (where possible) 
and collating all of a company’s activity across 
two popular networks shows no correlation.
However, what is striking is how stable the 
top of the chart remains: compared with the 
2014 rankings, only two companies — both 
car makers — entered. The rest remained 
remarkably consistent. 
Two surprise entries were British Land and Las 
Vegas Sands, a casino and resort company. 
Neither have a meaningful social media profile.

Top 20 Companies In Which Etoro Users 
Invested And Their Social Media Activity
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BlaBlaCar is HIRING!
We are looking for talented business developers 
and marketing managers to drive our global growth
in India, Brazil, LATAM, South East Asia and more.

  BlaBlaCar.com/dreamjobs
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