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Where Business Meets Innovation

London’s 
Lifeblood

It took only six months for Adbrain, a Cam-
pus London start-up focused on targeted 
digital advertising across multiple devices, 
to move from idea to assembling a four-per-
son team, developing a product and pitch-
ing for a $1.5 million seed round.

One year on, the company, which was 
originally formed inside the Entrepreneur 
First program on the third floor of Campus, 
has moved into its own office space. It has 
forged strategic partnerships with some of 
the biggest names in advertising, including 
London-based mobile-first ad specialist 
M&C Saatchi Mobile as well as Annalect 
(part of the Publicis empire).

In March, it announced a $7.5 million 
Series A round. The money will be used to 
fund expansion into the U.S. and Europe.

Adbrain’s success illustrates how two 
years on Campus, the Google-owned 
co-working space in Shoreditch, is not only 
at the heart of Tech City but the start-ups it 
is fostering are fuelling London’s lifeblood.

Many are targeting sectors where London 
is already strong, and a swelling number 
are moving up and out, helping the UK 
achieve its goal of becoming a global hub in 
areas such as ad-tech, fintech, gaming and 
the merger of fashion and tech.

“The value of London, as [former Tech 
City CEO] Joanna Shields once said, is 

Campus is injecting new vigor in 
London’s tech strengths of ad-tech, 
fintech, games and fashion, write 
Jennifer L. Schenker and Ben Rooney

CONTINUED ON PAGE 2
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Global digital advertising spend broke 
through the $100 billion barrier in 
2012, according to eMarketer, and desk-
top, laptop, tablet, and mobile adver-
tising now account for more than 20% 
of the market. By 2016 one in four ads 
is expected to be digital and pundits 
predict that within a decade advertising 
and marketing will go entirely digital.

Going digital often means bringing 
innovation in from the outside, benefiting 
start-ups that set up in close proximity to 
London’s advertising sector. For exam-
ple, the Bakery, an east London acceler-
ator, is helping connect start-ups to big 
brands as well as advertising agencies.

The cross-pollination doesn’t stop 
there. Take the case of LoopMe, which 
specializes in social ad discovery on 
mobile devices and at press time was in 
discussions to close venture funding to 
accelerate its international expansion. 
Its advisors include digital advertising 
pioneer Kate Burns, who worked for Alta 
Vista, DoubleClick, Google, Bebo and 
AOL Europe; as well as Russell Buckley, 
a former global chairman of the board of 
The Mobile Marketing Association and 
the first employee at AdMob, which was 
sold to Google for $750 million; he then 
became Vice President Global Alliances 
at Google focused on mobile advertising. 
“London is a very exciting place to be 
right now,” says Buckley, an investor in, 
and advisor to, a number of London ad-
tech start ups. 

Campus London ad-tech companies 
like Adbrain are also benefiting from the 
type of cross-fertilization possible in Lon-
don. Its angel investors include British 
ad industry heavyweights such as Nick 
Hynes, Sacha Carton and Tobin Ireland. 
“Our engineers and product folks are 
right here in London and that is a huge 
competitive advantage,” he says.

Fashion And Retail

TECHNOLOGY  

CONTINUED FROM FRONT COVER

London, one of the great fashion capi-
tals of the world, is helping lead the way 
in the merging of tech and fashion. The 
direct value of the fashion industry to 
the UK is nearly £21 billion, said a 2010 
report by the British Fashion Council.

 Much of that has migrated online, so 
that the UK has the largest e-commerce 
sector among the G-20 nations, forecast-
ed to account for 23% of all retail sales by 
2016, a market worth some $230 million 
according to a 2012 Boston Consulting 

Group report. Dow Jones VentureSource 
data suggests UK start-ups in the retail 
and personal goods sectors attracted 
$830 million in funding from 2003 to the 
third quarter of 2013; in Europe only Ger-
many, with $844 million, attracted more.

The UK’s online giant is the AIM-listed 
ASOS. With a market cap in excess of £5 
billion the company, founded in 2000, is 
by a considerable margin the exchange’s 
largest company. Net-a-Porter was anoth-
er early pioneer of online fashion.

The global games market is expected to 
grow to $86.1 billion by 2016, says market 
researcher Newzoo, with mobile devices 
grabbing bigger slices of the market. 

That is good for Europe, whose 
companies have been more successful at 
monetizing new platforms than U.S. com-
panies. In the last 10 years London has 
become a gaming hotspot, thanks to com-
panies like King (which is filing an IPO in 
the U.S. valuing it at around $7.6 billion), 
Playfish, sold to Electronic Arts in 2009 in 
a $400 million deal, and NaturalMotion, 
the company behind Clumsy Ninja (sold 
to Zynga in January for $527 million). 
Games played for real money — like Bet-
fair and Pokerstars — are also attracting 
and generating strong talents. Then there 
is Mind Candy, behind Moshi Monsters, 
which is morphing into an entertainment 
company with global ambitions.

King and Mind Candy have benefited 
from talent that left Playfish when it was 
sold. Its employees have gone on to at 
least 20 London start-ups, including new 
gaming companies like Space Ape Games.

“With [King’s] coming IPO they will also 
certainly become an active consolidator 
of the EMEA ecosystem, starting with 
London,” says Julien Codorniou, Face-
book’s Director, EMEA Platform, adding 
that Facebook considers London to be a 
key global hub for gaming.

London is a hotspot because you can 
attract talent from everywhere, says 
Codorniou. “You could not do that in Par-
is, for example, because of the language 
barrier,” he says. “The best UA [user 
acquisition] leads now work in gaming 
companies, and they were probably 
all working for marketing agencies in 
London before. You can’t build a gaming 
company now without UA experts, and 
they are easier to find in London.”

It is little wonder then that Campus 
London companies like 232 Studios, mak-
er of a game called Epic Eric, are targeting 
this burgeoning sector.

London’s fashion tech scene is contributing 
to the £21 billion market in the UK. 

A new cohort of London start-ups  
is building on the capital’s traditional 
technology strengths

that unlike the U.S., in London you have the finance 
sector, the advertising sector, the tech sector, gov-
ernment and world-leading universities all in one 
city and when you throw it all together you have an 
incredible network effect,” says Adbrain’s Davies.

The hope is that the best of breed from this start-up 
revolution will go global — and public — from London. 
Aggregating start-ups in one location and making it 
easier for them to connect to mentors, big corporates 
and investors is expected to speed up the process.

“It starts by nurturing — by creating the mentorship 
and education and the right environment for start-ups 
to execute,” says Eze Vidra, who has headed up Cam-
pus London for the past two years. “You have young 
people who are trying to use technology to solve a 
problem in a novel and original way, you couple this 
ambition with the right environment of education 
and support and that is how you create magic.”

But there are issues that the community must 
tackle, such as immigration. At the same time that Ad-
brain is celebrating its funding, one of its co-founders 
risks having his visa application denied (see the story 
on immigration policy and other factors holding back 
the UK on pages 6 and 7).

 The government must also strike the right balance 
between supporting incumbent banks and fintech 
start-ups that are out to sell to them or destroy them 
(see the fintech story on pages 20 and 21).

 Such challenges aside, few would argue that Cam-
pus has played a significant role in helping London 
start-ups. In March partner TechHub, which operates 
co-working spaces, opened up new digs to cater to 
start-ups with teams grown too big for Campus.

On hand to inaugurate the new building was Lon-
don Mayor Boris Johnson, who chose the occasion 
to launch a London “Tech Week” that he hopes will 
one day rival Fashion Week and to announce the nine 
people appointed to be “London Tech Ambassadors.” 
The ambassadors are expected to highlight London’s 
emerging tech strengths as well as traditional ones 
like ad-tech, gaming, fashion and fintech. Read on to 
learn how Campus London companies are feeding 
into these sectors.
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London 
Pride

London-based Lyst, founded by 
Chris Morton, a former VC, and which 
announced earlier this year a $14 million 
Series B round, is one of a new generation 
of social shopping and curation platforms 
growing out of London. Founded in 2010, 
Lyst aggregates on- and off-line inventory 
to produce personal recommendations. It 
takes a commission for every sale.

Farfetch, founded in 2008, and Boticca, 
founded in 2010, are examples of mar-
ketplace start-ups — matching buyers and 
sellers without the inventory risk, in Bot-
icca’s case with accessories, in Farfetch’s 
case garments from independent apparel 
boutiques. Farfetch has raised over $23 
million from Condé Nast, Advent Venture 
Partners, e-ventures, and Index Ventures.

ESTABLISHED King, Mind Candy.
UP AND COMING Space Ape  
Games, Supersolid.
CAMPUS START-UPS 232 Studios.

LONDON GAMING 
START-UPS

ESTABLISHED Skimlinks,  
Unruly Media.
UP AND COMING Qriously, Adbrain, 
LoopMe, Blippar, Future Ad Labs.
CAMPUS START-UPS Avocarrot, 
Relative.AI.

LONDON AD-TECH 
START-UPS

CAMPUS START-UPS
BrandID
Stylect
I Style Myself

UP AND COMING 
Lyst 
EDITD
Farfetch

ESTABLISHED 
ASOS 
Net-A-Porter

LONDON 
FASHION 
START-UPS
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What’s Next 
For London?

Grech’s 
Challenge

The UK government is to make availa-
ble £45 million in funding for research 
in the emerging field of Internet of 
Things (IoT) technology, as well as 
a £1 million European grant fund to 
support start-ups working in the space, 
the Prime Minister David Cameron 
announced in March.

 “I see the Internet of Things as a huge 
transformative development — a way 
of boosting productivity, of keeping 
us healthier, making transport more 
efficient, reducing energy needs, tack-
ling climate change,” Cameron said at 
CeBIT, an annual technology trade fair 
in Hannover, Germany. “We are on the 
brink of a new industrial revolution and 
I want us — the UK and Germany — to 
lead it.”

The government’s focus on IoT came 
as welcome news to the UK’s Amadeus 
Capital Partners, which earlier this year 
announced it had raised £33.2 million 
in a fund it will invest in UK companies 
developing technologies in low-power 
computing and the Internet of Things, 
Big Data analytics, cloud computing and 
cyber security, medical technology, and 
digital healthcare.

 “As a fund manager we evaluated some 
sectors that will be high growth and Inter-
net of Things is one example,” says Amade-
us’s Alex van Someren. “Interestingly the 
UK government independently decided 
that IoT is going to be very important as 
an opportunity for UK innovation and is 
setting aside additional money for research 
to boost UK innovation at the pre-company 
stage. That means we stand a much greater 
chance as a country of having a good quali-
ty pipeline of innovation in the sector.”

 The Internet of Things and the technol-
ogy ecosystem surrounding it are expect-
ed to be an $8.9 trillion market in 2020, 
according to technology analyst firm IDC. 
IDC is predicting that the installed base 
of things connected will be 212 billion by 
the end of 2020, including 30.1 billion 
connected autonomous things. Intelligent 
systems will be installed and collecting 
data by this point.

Devices like Fitbit and Jawbone are 
pumping more and more data about peo-
ple’s behavior into the cloud. Information 
about movements and personal health 
have to be secured and tools need to be de-
veloped to extract meaning from the data.

“Healthcare, wellness, security and big 
data analytics are all fertile domains with-
in IoT for start-ups,” says Van Someren. 
“There is a great deal of potential and 
deal flow in this space.”

Another emerging area exciting 
London-based investors is ed-tech. In 
March, London-based mobile e-learning 
company Quipper announced a £3.4 
million funding round, bringing the to-
tal raised  to $10 million. Skype founder 
Niklas Zennström’s venture capital 
firm Atomico, an early investor in 
Quipper, took part in the latest round. 
Index Ventures earlier this year led a $1 
million seed round in Gojimo, a start-
up targeting mobile as a delivery and 
engagement platform for learning.

In total, UK ed-tech start-ups, which 
currently number over 500, have 
raised more than £400 million and 
there are already success stories: Men-
deley, a London start-up for academic 
collaboration, was bought last year 
for £65 million by academic publisher 
Reed Elsevier.

But London is late to opportunities in 
the ed-tech sector, says Ian Fordham, 
co-founder of The Education Foundation, 
the UK’s first independent, cross-sector, 
education think tank. “The Americans 
have at least a 10-year start on us,” he 
said. That, he said, was one of the drivers 
for setting up Europe’s first accelerator 
program specifically for the sector, Ed-
tech Incubator.

The rewards could be substantial. In 
2012, IBIS Capital’s Global e-Learning 
Investment Review valued the global ed-
ucation market at some $4.4 trillion;  the 
UK government is predicting that will rise 
to $6.3 trillion in 2017. To show how big 
that is by contrast, a 2012 report by IMS 
Health says global spending on prescrip-
tion medicines is just under $1 trillion.

Within the education market, IBIS 
Capital predicts the e-learning will be the 
fastest growing segment, worth some 
$91 billion, and forecast to grow by 23% 
compound annual growth to 2017. 

So it is no surprise that start-ups are fol-
lowing the money trail and that Campus 

London is now hosting its own ed-tech 
accelerator, Emerge Venture Lab. Along 
with the usual selection of tech mentors, 
Emerge Venture Lab has partnered with 
the 574-year-old Eton College, alma mater 
of UK Prime Minister David Cameron, 
among many others.

Eton will not provide financial support 
or take equity (though it does not rule 
that out), but its teachers will help guide 
the start-ups in the program and may also 
try the new products with their students, 
an indication that even those who are 
old school can be quick learners when it 
comes to the new, new thing.

TECHNOLOGY

The Internet  
of Things

Education 
Technology

The Internet of Things and 
education are the new frontiers for 
London start-ups write Jennifer L. 
Schenker and Ben Rooney

Cameron:  ‘On the brink of a 
new industrial revolution’

INTERVIEW

What exactly is Tech City? A simple question to ask, a 
trickier one to answer.

When the initiative was launched by UK Prime Minster 
David Cameron, in November 2010, he was clear: “A 
hub that stretches from Shoreditch and Old Street to the 
Olympic Park,” he told the audience in east London.

More than three years on if you went to Tech City’s 
sparsely-worded website (55 words) and watched 
the breathless video you would think not much had 
changed. But according to the newly-appointed CEO, 
Gerard Grech, you would be wrong.

Tech City is no longer focused just on promoting 
the start-ups around the Old Street roundabout and 
Shoreditch; it seems to have morphed into a slightly 
fuzzy-edged conduit between government and start-ups 
that focuses on the whole of the UK — including the 13 
clusters around the country. The ‘Tech City as synonym 
for Silicon Roundabout’ has been superseded.

Grech, who replaces Joanna Shields although she 
remains the chair of Tech City UK, said the 12-strong 
organization’s role “is focusing on the digital entrepre-
neur and lowering the barriers for growth for them and 
shining a light on them and clusters across the UK.” 

He describes Tech City UK as “a ground-up, grass-roots 
entity that brings insight into government at senior levels 
in the best way possible.”

He has only been in the job since February but says 
he is a strong believer that government has a key role 
to play going forward. “The government is part of the 
ecosystem, just like investors, like universities, just like 
the entrepreneurs themselves… and therefore they 
have to be actively involved in the development of the 
ecosystem to continue accelerating growth for London 
and the UK,” he says.

By way of example, he said the UK government’s recent-
ly-announced Internet of Things grant fund for start-ups 
was driven by his organization (see the story about the UK’s 
emerging tech strengths on page 4). “Tech City UK took a 
leadership role saying this is a growing area, this needs to 
be addressed, we need to raise the profile of things in the 
country and let’s make sure we are helping the next wave 
of digital entrepreneurs in this space,” says Grech.

But since the money will be granted by the Technology 
Strategy Board, another government body, wouldn’t that 

have happened anyway? “I think there are strengths to the 
TSB and to Tech City UK,” he says. “When you put those 
two strengths together it is something a lot more powerful.”

Grech denied that Tech City UK has been sidelined 
because it has lost responsibility for attracting foreign 
investment, a role taken over by London & Partners, the 
official promotional organization for London. 

“On strategic inward investment that will not only 
concern London, but the rest of the UK, we will very 
much be part of that,” he says before adding “we are 
being measured on how well are we helping accelerate 
those developments.”

He also refuted suggestions that Tech City did not have 
clear objectives. “The programs have specific KPIs and 
success factors,” he said, citing by way of example the 
Future 50 program designed to aid selected high-growth 
UK companies with access to expertise within govern-
ment and across the private sector.

But measuring his own success as CEO, the metrics are 
a bit less clear. He cited things like: “how much advocacy 
have I done on behalf of the community? How much in-
forming have I done to government and making the right 
changes or making sure that the relevant issues are being 
raised in the right forums with the right people.” That 
all sounds like worthy stuff, but when called to account 
measuring those may prove challenging.

When that reckoning would take place Grech wasn’t 
certain. His role is dependent on the budget cycle, he 
said, which means if funding is not extended his job 
could end as early as March 2015.

Above all Grech says he wants to hear from the tech 
entrepreneur community right across the country and 
not just in London about what it wants and how govern-
ment can help. He has launched a number of initiatives 
to garner opinion and suggestions, and he is not afraid to 
put his money where his mouth is.

When challenged that if he really wanted to hear 
what people had to say, he would make his own private 
email address public, he mulled it over before saying 
“Gerard@techcityuk.com.” 

If you have constructive suggestions, drop him a line. 
He wants to hear from you.

The new CEO of Tech City UK has to 
represent all of the country’s start-ups 
to government, writes Ben Rooney

Quipper, Gojimo, Knodium, proversity.
org, Ellumia*, Edhub*, Lexicum*, 
Sixth Domain*, Learned By Me*, 
NurseryBook*
* Currently housed at an accelerator at 
Campus London

LONDON EDUCATION 
START-UPS

1997
Leaves university

1998-2000 London 
Music journalist, 
United Business 
Media

2005-2008 Paris
Group Director, 
Strategy & Business 
Development, 
Content Division

2009-2014 London
Seedcamp, Apps 
For Good, TechStars 
mentor

2013 London
Entrepreneur in 
residence, Nokia 
Growth Partners

1997-1999 London
Co-founds Centric 
Records 

2001-2005 London
Group Head of Music 
& Video, Orange

2008-2009 London 
& Paris
Director, UK 
Operations, Next.com, 
Orange

2009-2012  
New York
Global Head of App & 
Content Distribution, 
Nokia

2013 New York
Senior Director, 
BlackBerry World 
Marketing

2014 London
CEO, Tech City UK
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Changes to government immigration policy are 
welcome, but the increasingly hostile rhetoric 
risks London’s tech future writes Ben Rooney

Adbrain, one of the most successful com-
panies to come out of Campus London to 
date, attributes its achievements — which 
include attracting over $8 million in 
funding and partnerships with some of 
the biggest names in advertising — to hav-
ing a diverse international team. The ad-
tech company’s 30 employees include 
12 different nationalities, many of whom 

are non-European. “We live and die by 
the strength of our product,” says Gareth 
Davies, CEO of Adbrain, a company that 
helps clients develop ads targeted to 
clients across multiple devices. 

That’s the company’s strength — hiring 
the best people globally — but it comes 
with its own issues. One of its co-found-
ers risks having his visa application 

denied on a technicality. While Davies 
says he is “confident we will get this re-
solved,” the issue has cost the company 
precious time and “a fortune in specialist 
legal fees.”

If London truly wants to be a global 
tech hub it will need to revamp its im-
migration policy to allow more talented, 
highly-educated foreigners to stay in 
Britain, says Davies. “It is critical for our 
country and our economy.”

The UK government has responded. 
Having opened up visas for overseas en-
trepreneurs, the government announced 
in March an expansion of its “Exceptional 
Talent” visa to include for the first time 
“exceptional talent in the field of digital 
technology.” Tech City UK will be able to 
endorse 200 applications.

To date the number of people able to 
stay in the UK under the scheme has been 
extremely limited as the qualification 
criteria were so stringent. Only 60 were 
issued in 2013 said the Home Office.

“A lot of what the government has done 
has been excellent,” says Dan Crow, CTO 
of Songkick, which operates a database of 
concerts, pointing to earlier policies like 
the entrepreneur and investor visas, and 
making it easier for companies to sponsor 
a small number of visas, effectively 
fast-tracking employees through the 
convoluted system.

London Tech  
Needs Immigrants

IMMIGRATION  

“If London truly wants to 
be a global tech hub it 
will need to revamp its 
immigration policy to allow 
more talented, highly-
educated foreigners to stay 
in Britain.”

Rigid Rules Drove 
Entrepreneur Away
Indian-born, but Barcelona-based, entrepre-
neur Sindhu Joseph was pretty confident that 
she stood a good chance in a 2012 European 
Union-backed start-up contest. In fact her 
company, Cognicor, won, and as a result later 
landed a €1 million funding deal. 
But because of UK immigration restrictions 
she nearly didn’t make it at all.
The final stages of the contest were to  
be held in the UK but first Joseph, who  
has Spanish residency, had to get a visa.  
As the deadline got closer and closer there 
was still no answer from the British Embassy 
in Madrid.
“I called up the European Union and I told 
them I had to get a visa. I asked for a letter ex-
plaining why I want to go to the UK. They sent 
me the letter but it didn’t make any difference.
“I knew someone at UKTI [the UK government 
department for Trade and Industry] and I called 
him up directly,” says Joseph. “That fast-for-
warded the process. I had to go to Madrid to 
pick it up. And I only got it on the day I was 
traveling.”
Even today Joseph finds it all but impossible to 
visit the UK, despite the success of  
the company. 
She is actively looking to relocate but says it is 
almost impossible for her to move to the UK. 
She took legal advice on getting a UK entre-
preneur visa, but her lawyers said it would be 
very hard.
“I still prefer the UK. It sits in a strategic posi-
tion between the US and Europe. For funding it 
is good, for living — except for the weather — 
it is really good. We are also interested in our 
kids’ education. All of this was a good match.”
The UK’s loss is the U.S’s gain: The U.S. gov-
ernment has already given Joseph a 10-year 
multiple entry visitor’s visa and she is applying 
for a Green Card to get permanent residency.

But that is not enough, says Hussein 
Kanji, partner at London’s Hoxton Ven-
tures, a new fund focused on early-stage 
investment. While it is too early to say 
what effect the expansion of the “excep-
tional talent” visas will have, Kanji says 
the government’s efforts to date rate an 
“incomplete.” To get a passing grade it 
will need to focus on the roles that will 
make the biggest impact. “Where does 
job creation come from? It comes from 
start-ups that begin small and scale up 
rapidly. Look at Google; it went from 
nothing to 20,000 jobs in five years.”

For London start-ups needing to scale 
there is a missing person, someone you 
can’t find in Europe — product manag-
ers. “Most products in our industry are 
bad — product management is a poor 
profession. But the ones who are good 
are consistently good. Why is this? Prod-
uct management is not something you 
teach at business school. It is an appren-
tice-driven industry. You can trace back 
the good product managers in Silicon 
Valley. Every product he or she touches 
is a good product. All of the people who 
get trained underneath him or her know 
how to do it.

“These people don’t exist here in Lon-
don because we don’t have the guys here 
who have done it who can teach the next 
generation.” 

But there are fears that the UK’s 
increasingly hostile political climate 
towards immigration is going to make 
it harder to recruit. “The rise of UKIP 
makes a difference,” says Crow, referring 
to the anti-European Union political party 
that is predicted to do well in the May 
European elections. “That is having an 
effect [on recruiting]. We as a start-up are 
having to work a lot harder to open the 
conversation with candidates.”

A February poll conducted by YouGov 
found some 70% of voters said they want 
immigration reduced (49%) or stopped 
completely (21%). 

Nor is it just opposition parties. Home 
Secretary Theresa May told an audience 
in 2012: “It is not a choice between wealth 
and poverty, but of the sort of country 
one desires to inhabit.” 

And earlier this year, in a hard-hitting 
speech, the junior immigration minis-
ter said immigration “puts pressure on 
social cohesion, on public services and 
infrastructure ... 

“The people who lose out are from 
working class families, they’re ethnic 
minorities and recent immigrants 
themselves. Try telling them that rising 
immigration is good news.”

Even if the economic argument can be 
proved, persuading a skeptical public 
of the benefits may prove a lot harder, 
meaning things could remain difficult for 
start-ups with culturally diverse teams 
like Adbrain.

Is European 
VC Broken?

Limiting the number of talent-
ed foreigners who can work 
in Britain is not the only thing 
holding back the UK. Compared 
with Silicon Valley London, like 
the rest of the UK and Europe, 
suffers from a dearth of capital 
invested in its start-ups.
Taken across the last five years, 
a European start-up will attract 
about 30% less capital when 

compared with its U.S. counter-
part in all stages of the compa-
ny’s growth.
But, says Hussein Kanji, a partner 
at London’s Hoxton Ventures, 
there isn’t a lack of capital in Eu-
rope; the problem is more funda-
mental. “The European VC market 
is structurally broken,” he says. 
Like any investment class, the 
VC industry has to make a return 
on investors’ capital. “A passing 
fund should make a 3x return, 
a good one 4x.” The problem in 
Europe is that funds are too big 
when compared with the size of 
the market exits.
“If you have a $500 million fund 
you have to return $1.5 billion 
just to be considered OK. But 
you don’t own 100% of your 
companies, you own 20%. That 
means you need to generate 
$7.5 billion of market cap. That 
can’t be done.”
According to research by 
Hoxton Ventures, in the 10 
years from 2000 Silicon Valley 
venture-backed companies 

generated $600 billion in mar-
ket cap. “You can easily create 
$7.5 billion from that,” he says. 
Over the same period in Europe, 
including Russia, $70 billion has 
been created. “You can capture 
all the Criteos and Skypes, but 
you are not going to capture 
$7.5 billion.”
One of the biggest ven-
ture-backed European companies 
is Finland’s Supercell. “Supercell 
is $3 billion — let’s say it gets 
to $5 billion. If you capture two 
Supercells, then job done. If 
Supercell turns out to be a $50 
billion company, happy days and 
my argument no longer exists.”
News that King, maker of the 
popular Candy Crush Saga, is 
seeking a $5 billion listing is 
certainly welcome, but it will take 
a lot of Kings to fix the problem. 
The solution, says Kanji, is 
smaller funds in the $100 million 
range. Smaller funds will have 
better returns, which will help 
European VCs raise more capital 
from investors.

Adbrain team: Gareth Davies, 
CEO, Rashid Mansoor, CTO, 
Pourya Saber, VP AI, Elia 
Videtta, VP Engineering
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Worked at/director/chair/founder etc

Investor
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Informilo has, with the help of the London community, tracked some of the key com-
panies and individuals who together make the London Web. Due to the number and 
complexity we have reduced relationships to just three broad categories: is someone an 
investor, an advisor, or do they work with or for the company in some capacity. Venture 
Capital companies are listed as investors. However if individual VCs have a role in a com-
pany aside from their position as a VC (e.g. as an angel) then they are listed as well. Venture Capital firm*
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eToro (Europe) Ltd., a Financial Services Company authorized and regulated by 
the Cyprus Securities Exchange Commission (CySEC) under the license # 109/10. 
Past performance is not an indication of future results. Also, leveraged products 
can carry a high degree of risk. eToro offers protective measures to manage risk 
effectively, but in rare occasions it is possible to lose more money than invested. 

Invest and Trade With 
Over 3 Million Users
Benefit from the financial 
wisdom of the crowds

Your Social 
Investment Network

Register on eToro.com & 
make your first social stock
investment on us!

Google Entrerepreneur hubs:
    Campus
    Incubator/Accelerator
    Physical space/Sponsored hub

FOR THE PAST YEAR CAMPUS LONDON HAS BEEN GATHERING DATA, 
SURVEYING ITS MEMBERS AND VISITORS, AND PULLING TOGETHER 
THE KEY FACTS AND FIGURES OF WHAT MAKES THE PLACE TICK:

TOP 4 
START-UP 
CATEGORIES

CAMPUS BY THE NUMBERS

TECHNOLOGY

19%

COMMUNICATIONS

10%
EDUCATION

9%

MEDIA

8%

Let’s Fill This World 
With Start-ups

CAMPUS LONDON

In many ways, Campus London’s 
trajectory is much like that of any 
successful start-up: the first phase 
was all about establishing a minimum 
viable product. The next stage is all 
about scaling.

London already had plenty of accel-
erators and co-working spaces when 
Google decided to launch Campus 
London. What London needed was 

a hub that would allow participants 
from all of these to meet up for large 
community events, to hack and to 
learn together. Google has given the 
city that and more.

In fact the model has been so 
successful it is being emulated around 
the globe. Since Campus London 
launched on March 29th, 2012, 
Google has opened a second Campus, 

Campus London’s mission was to fill London with start-ups. It has 
now embraced a much bigger ambition, writes Jennifer L. Schenker

in Tel Aviv; it has partnered with 
Campus-like entities in other parts of 
Europe, such as Numa in Paris and 
The Factory in Berlin; and Campus 
has become a stop for start-up delega-
tions coming through London.

“Governments are starting to 
realize that start-ups are where the 
growth is coming from,” says Eze 
Vidra, the man who has been heading 
up the co-working space on Bonhill 
Street for the past two years. “They 
used to say we want to build Silicon 
Valley, now they say we want a Tech 
City,” with a Campus-like entity at 
its center. Some are going as far as 
planning look-alikes.

Google doesn’t seem to mind. As 
more campus-like entities flourish in 
Europe and elsewhere and connec-
tions between them become stronger, 
it will create a network effect between 
the hubs and a sharing of best prac-
tices, ensuring that not just London 
but cities across Europe and even the 
world are filled with start-ups.

Campus London was the first, and 
remains the largest, physical hub sup-
ported by Google for Entrepreneurs, 
which also supports a network of 
start-up hubs across the U.S., Europe, 
Middle East and Africa (see the map). 
Building Campus London was a way 

So, in the spirit of “getting out of the 
building,” rather than limiting classes 
and lectures to the physical space 
(as these are often sold out), Campus 
London is starting to live stream its 
events to a larger, not only physically 
present, audience.

Lots of other changes are afoot. 
Vidra, who has been juggling both 
his new role as head of Google for 
Entrepreneurs Europe and running 
Campus London since October will 
focus primarily on Europe. Google 
is planning to appoint a community 
manager for Campus shortly.

The basement is also undergoing a 
change of management: the Campus 
cafe, a buzzing open seating area at 
Campus, which has played a central 
role in brewing new start-ups over 
the last 24 months, will be completely 
transformed in the coming weeks. Gi-

ant touch screens will enable people 
to find out who is on Campus, ticker 
screens will flash social media com-
munications, and, promises Vidra, 
there will be better visibility into what 
is going on at Campus at any given 
moment. “We want to make it more 

high tech and more connected.”
Among the most important chang-

es: a program called Launchpad 
will be introduced in London. (Until 
now Launchpad has been unique to 
Campus Tel Aviv.) The week-long pro-
gram — which is free — will cover sub-
jects such as user interface, product 
strategy and technology, marketing, 
business development and analytics 
and measurement tools. Start-ups 
from other European hubs will com-
pete for the chance to participate in 
the Campus London Launchpad.

“This is a big part of my new role,” 

Campus 1.0 was “all about the physical and establishing 
the community. The next iteration is all about satisfying the 
demand and getting out of the building,” says Eze Vidra.

says Vidra. “To take what we have 
learned from working closely with 
start-ups at Campus London and ap-
ply that knowledge to other start-up 
ecosystems but also to connect them 
to each other.”

Launchpad builds on what already 
works well on Campus. “We started 
as an open source building with multi-
ple apps,” explains Vidra. Start-ups 
participate in events organized by 
partners like Seedcamp or TechHub, 
or those run by Google. One of the 
most popular programs is “Google 
Office Hours,” which are scheduled 
30-minute slots for entrepreneurs to 
tap the brains of experts from Google 
on topics ranging from mobile to so-
cial media. Entrepreneurs who make 
the trek to Campus can also sign up 
to CampusEDU for lectures on topics 
including legal issues and product 
management. Campus Talks offer a 
chance to learn first-hand from tech 
star guest speakers such as Google’s 
Bradley Horowitz or Wikipedia found-
er Jimmy Wales.

Launchpad “is all about learning 
how to nail your product. It is very 
hands on. It is not an accelerator per-
se but a bootcamp where start-ups 
work side by side with mentors on 
a variety of issues in a much deeper 
way during a whole week,” says 
Vidra. “Start-up founders can work 
intensely alongside of a UI person, 
study the pros and cons of different 
approaches and actually prototype.”

As the first, and biggest, of such 
projects the London Campus has set 
the path for Google’s program world-
wide. It has helped put London on the 
start-up map, and in return London 
has helped put Campus on the map.

for Google for Entrepreneurs to invest 
in start-up ecosystems outside of the 
U.S. “Campus London was a very new 
thing for us — it was the first to be built 
by Google anywhere in the world. It 
was a way for us to say we care about 
entrepreneurship. It is an “open source 
building” that is open to any entrepre-
neur, regardless of whether they de-
velop on Facebook, iOS or are hosting 
software on Amazon,” says Vidra.

Campus has hosted more than 
200,000 entrepreneurs, developers 
and techies in the last two years.

The community comes together to 
seize opportunities; for example, the 
chance to “Pitch the Palace,” a com-
petition at Buckingham Palace that 
will include an appearance by Prince 
Andrew. Or to help out the wider 
community, as was the case with 
#FloodHack, a February hackathon 
which gathered over 200 developers 
in less than 24 hours to figure out how 
to use government data to help UK 
flood victims and emergency services.

Campus 1.0 was “all about the phys-
ical and establishing the community; 
the next iteration is all about satisfy-
ing the demand and getting out of the 
building,” says Vidra.

The goal of Campus 2.0 is also to 
reach a greater number of people. 
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CAMPUS DIARY

Campus EDU 

Our Campus EDU program is a comprehensive 
learning path to empower start-ups with all 
the tools needed to successfully kickstart their 
business. We will be hosting a series of 9 month-
ly Learning Days which will cover all areas of 
developing a product, setting up a company 
and running a businesses. Academics, entrepre-
neurs, experienced businessmen and women, 
Googlers will be sharing their expertise and 
lessons learned with the community. 
www.campuslondon.com/edu/tag/classes

Campus Serve

Our new annual event where we invite the com-
munity join together to participate in projects 
addressing local needs. These projects help to 
revitalize and deepen our connections with 
local communities, and build a stronger sense of 
community among Campus residents, members 
and friends. 
www.campuslondon.com/events

Campus Office Hours

Need some 1:1 advice from an expert? Every 
week, we run Office Hours on topics such as on-
line marketing, UI/UX design and Android app 
monetization to introduce start-ups to Googlers 
who specialize in that field. Since we launched 
the scheme, over a thousand start-ups have 
benefited from fast, free advice from dozens of 
experienced Googlers. 
www.campuslondon.com/edu/tag/office_hours

Campus Talks

We want to inspire the community by giving ac-
cess to the vision and experience of some of the 
world’s most outstanding thinkers. At Campus 
we have been lucky enough to host everyone 
from Eric Schmidt to Jimmy Wales, Guy Kawa-
saki to Dan Pink. We regularly invite thought 
leaders and authors to introduce you to their 
recently published books, and try to bring some 
of the world’s most inspiring people to Campus, 
including industry experts, business leaders 
and senior Googlers, to share their vision and 
experience with you.

Campus for Mums

In 2013, our inaugural Campus for Mums aimed 
to accelerate start-ups founded by parents. This 
year, we're running Campus for Mums v2.0, an 
improved combination of talks, workshops and 
mentoring designed to be rocket fuel for your 
start-up. 
www.campuslondon.com/events

Campus Event Space and Hire

We are a community for tech start-ups & 
entrepreneurs and prioritize events held by 
our community or events that directly benefit 
the community. Whether it’s a pitch event, 
hackathon, launch party or presentation, we 
can help.
Apply to host your event at Campus here -   

www.campuslondon.com/events

Campus brings you a range of 
events, free to attend and open 
to all, from learning days to 
mentor sessions to talks.
We want our programs to be 
available to many more start-
ups than those physically 
located in Campus, so we will 
now be live-streaming all of 
our classes, testing remote 
participation and more. Keep 
an eye out on the website 
(www.campuslondon.com) 
for opportunities to stream 
Campus events. 

Campus Programs CALENDAR OF EVENTS

25 March
Campus Talks — Meet Bill Maris
5:30pm — 6:30pm

27 March
UP Europe Launch Party
6pm — midnight

28 March
Campus Office Hours — mobile app launching 
and marketing
10am — 12am

Le Camping Demo Day
2.30pm — 6.30pm

31 March
Pretotype! Make sure you’re building THE 
RIGHT it before you build IT right
1pm -5pm

2 April
Campus Talks — Buzzfeed

3 April
Campus Talks — Meet Jawbone
6:30pm — 9pm

4 April
Women 2.0 Founder Friday

4-6 April
London Start-up Weekend
start 6pm 4 Apr, end at 9pm 6 Apr

7-8 April
1st Annual Global Social Entrepreneurship 
Network

9 April
Edtech Job Fair
6pm — 9pm

12-13 April
Code First: Girls — Hacking your career
10am — 5pm

 

£34m
Declared amount of 
funding raised by 
Campus members

70,500
Mentorship sessions between 
Googlers and start-ups

1,000
Number of people 
attending events at 
Campus in 2013

Age of campus 
residents

18-24
25-34

35-49
50+ 

CAMPUS TWENTY PERCENTERS
ADRIAN DENT

Real Job: Lead Project Manager, Creative Services
Campus Job: YouTube project manager

ALEXIA ARRIZABALAGA

Real Job: Strategic Partner Manager, UK and IE
Campus Job: Women @ Campus

BEN BOLTON

Real Job: YouTube Music Propositions Manager
Campus Job: Campus Cam

BRONNIE SPENCER

Real Job: Public Affairs Associate
Campus Job: Google Office Hours

BRUNO PANARA

Real Job: Technical Account Manager
Campus Job: Campus tours and delegations

CASS FORSYTH 

Real Job: “Product Marketing Manager, Android and 
ChromeOS/ Campus Brand”
Campus Job: Campus brand

CHARLOTTE MART 

Real Job: Campus website project manager
Campus Job: Campus website project manager

DAVID THORPE

Real Job: PPS Live Solutions Manager
Campus Job: everything video related and 
live streaming

ERICA HANSON

Real Job: Project Manager, Sales Strategy & Opera-
tions, North & Central Europe
Campus Job: Google office hours

GEORGIA DIENST

Real Job: Campus Talks
Campus Job: Campus Talks

GILLIAN THOMPSON

Real Job: Recruiting Specialist
Campus Job: Campus HR

LIVIA GIULIA ZUPPARDO

Real Job: Product Development Manager
Campus Job: Campus EDU

MARIANA FÉLIX

Real Job: Industry Manger
Campus Job: Google Office Hours 

MATHILDE DONOVAN

Real Job: Administrative Assistant
Campus Job: Campus creative review

MAXIME DAMAGNEZ

Real job: Social Ads Specialist
Campus Job: Campus social media

NICOLA POWER

Real Job: Administrative Assistant, YouTube EMEA
Campus Job: Herding cats

NIKO SCHROER

Real Job: Multi Screen Product Specialist 
Campus Job: Google office hours

PETER JOHNSTON

Real Job: Digital Designer, Creative Services - London
Campus Job: Campus brand and marketing

Google permits all of its employees to commit 20% of their time to projects in which they are 
interested. Meet the Google employees who chose to spend that time helping out on Campus

of campus  
members are  
female

20%
different nationalities  
of Campus members

33
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 WORK/LIFE BALANCE

Long hours with no downtime. Nerves 
frazzled from multitasking. Sleep dep-
rivation. Such is the life of an entrepre-
neur or a new parent. Doing both at the 
same time? Not for the faint hearted.

Getting the work/life balance right is a 
challenge for every entrepreneur on or 
off Campus and all the more so for young 
parents running young companies.

It is a particularly tricky issue for wom-
en. The work-around-the-clock start-up 
culture has traditionally dissuaded wom-
en of child-bearing age from becoming 
entrepreneurs. Although the percentage 
of women on Campus is higher than the 
norm, they are still in the minority.

 A new program called Campus For 
Mums at the Google-run co-working 
space on Bonhill Street is highlighting 
how things are changing. For starters, 
20% of the participants that have applied 
for a place in the next round, which is 
scheduled to start April 8th, are men.

That’s a good sign, because, say Cam-
pus entrepreneurs interviewed, the only 
way that society will transform is if both 
men and women step up to their parental 
roles and decide to make their families 
and having a personal life a priority. 
Those who manage to do their jobs well 
and have a life don’t pretend that it is 
easy. But they say that it is possible if 
companies decide to make this a value 
and core part of their culture.

Everyone on a team — not just the wom-
en — can make a firm rule that they leave 
the office by late afternoon, eat dinner 
and take part in bath time and bed time 
stories with their children, then get back 
online to work from home later.

That’s how Reshma Sohoni, a partner 
at Seedcamp, a micro-seed investment 
fund and mentoring program housed 
on Campus’s fourth floor, copes with a 
demanding job and 17-month-old Lukas.

In the late afternoon on a recent 
weekday Sohoni could be found sitting 
on the floor, playing with her son in her 
apartment. People who know her know 
she does not return calls from 5 p.m. to 
8 p.m. on the two days a week when she 
goes home early.

As with building companies, parent-
hood is all about teamwork and being 
organized. Sohoni goes home early on 

Tuesday and Thursday. Her husband, 
Philipp Stoeckl, the director of London’s 
Future Fifty program, relieves the nanny 
on Monday, Wednesday and Fridays. 
Both get back on their laptops and back 
to work after Lukas goes to sleep. “If he 
didn’t take such an equal role there’s no 
way I could do this job,” says Sohoni. “So 
for us it’s lots of give and take both ways.”

Her advice to other parents? Expect 
the balancing act to evolve constantly. 
From the time Lukas was born until he 
was three months old Sohoni worked 
from home; from three to six months 
she worked four hours a day; from six 
months to 12 months she worked six or 
seven hours a day. Now she works eight 
hours a day and at night. “The flexibility 
has to change over time,” says Sohoni. 
“There is constant adjustment.”

Sohoni says she has learned not to be 
shy about telling others that she isn’t 
available because she needs to spend 
time with her child. The person who 
taught her that it was important do this, 
she says, was Saul Klein, the chairman of 
Seedcamp and a partner at Index Ven-
tures, who makes a point of carving out 
time for his own children.

Other men in the tech sector are 
becoming more open and creative about 
how they juggle life as a parent.

Take the case of London native 
Andrew Crump, an entrepreneur who 
runs Bluesfields.com, a mobile app that 
makes it easy for amateur sports teams 
to organize, inform and update players 
on everything from practice schedules to 
game times. He has found his own way 
of dealing with the work/life balance: 
get everyone in the family to become 
an entrepreneur. The company, which 
started out at Campus London, has 
received funding from VegasTechFund 
and he now splits his times between Las 
Vegas and London. Crump says he is able 
to cope because his wife runs her own 
company and, until recently, so did his 
two daughters.

Because the family knew that it might 
be a while before Bluefields had steady 
revenues, Crump’s wife, Rachel Baker, 
launched her own start-up, a UK hair 
extension business that was designed to 
generate revenue from day one. Not only 

did that lessen financial stress, it helped 
to have his wife share the roller-coaster 
experience of starting a company, says 
Crump. Then they got their daughters 
Chloe and Nicole into the act.

The girls were 8 and 11 at the time the 
couple started Sockingly Good, a mail-or-
der subscription business selling unusual 
socks online. “They were involved from 
the beginning as we started it in summer 
holidays whilst in the U.S., but Rachel and 
I led it,” says Crump. “Its original intent 
was the same as the hair extension busi-
ness (and as our new maid business in the 
U.S., Maidly.net): flexibility and revenue.”

Over time Crump and his wife decided 
not to pursue selling socks online but, he 
said, it made a lot of sense to pass it over 
to their daughters, at least temporarily. 
(The site was recently shut down.) “They 
made pocket money and learnt lots of 

lessons,” he says. “It was important to us 
that they gained insight into the journey 
that myself and Rachel are going through, 
but also that they started to see the world 
in an entrepreneurial fashion.”

Being an entrepreneur “can be very 
stressful but it becomes a way of life; and 
there does not seem to be a way back to 
life without it,” says Crump.” It is also ex-
tremely rewarding so with that in mind, it 
seems to make a lot of sense for the whole 
family to be a part of that life journey.” 

Pregnant With Possibilities
One of the goals of Campus is to increase 
the number of women entrepreneurs. 
It wasn’t that long ago when women 
approaching investors were told “great 
business plan. What if you get pregnant?” 
Try telling that to Hilla Brenner, one of 
the women behind Campus for Moms in 
Tel Aviv, the model for the program at 
Campus London.

Brenner, a serial entrepreneur, has 
raised a total of $20 million for two 
different start-ups. And she was pregnant 
both times she pitched investors. Her 
first company went public. The second is 
flourishing. Brenner, who helped create 
a Tel Aviv-based networking group for 
women entrepreneurs called Yazamiyot, 
approached Google’s Tal Sarig-Avraham 
about holding classes for women on 
maternity leave on topics such as cloud 
computing and tips on legal issues. Thus 
the idea of Campus for Moms was born at 
Campus Tel Aviv.

The response to Campus for Moms in 
Tel Aviv has been so overwhelmingly 
positive that Campus London decided to 
offer the course.

Two babies were born during the first 
nine-week course in London, says Goog-
le’s Sarah Drinkwater, the Campus 20%er 
responsible for the program. One of the 
women was back on Campus to partici-
pate in class one week after giving birth. 
How’s that for entrepreneurial spirit?

Everyone on a team — not just  
the women — can make a rule to 
leave the office, eat dinner and enjoy 
bath and bed time, then go online to 
work from home later.

London has taken a leaf 
out of Tel Aviv’s book and 
introduced the Campus  

for Mums program

Having a young family while running a 
start-up seems an impossible mix, but with 
careful planning, true shared parenting  
and the right approach it can be done, 
writes Jennifer L. Schenker

Sohoni with her son Lukas: “There is constant 

adjustment” 

84%
of Campus start-ups
report a positive 
outlook

24%
of Campus start-ups 
funded through angel 
investment

8%
of Campus start-ups 
funded through per-
sonal credit cards

576
Declared number 
of jobs created by 
Campus members

Number of babies born 
during the Campus for 
Mums course

2 63%
of Campus start-ups involved in 
one of three industries: Technology, 
Communications and Entertainment

Baby Steps



ADBRAIN
WWW.ADBRAIN.COM
What it does: Real-time, multi-screen advertising platform.
Why it’s hot: Adbrain’s vision is to help global advertisers use 
their data to better understand and reach mobile first, multi-
screen consumers — whatever device they use. It works with 
agencies and trading desks that include Annalect, M&C Saatchi 
Mobile, Fetch and Somo. Following a $1.5 million investment 
from Notion Capital and a number of well-known angels in 
June 2013, in March 2014 Adbrain raised $7.5 million in Series 
A funding from Octopus Investments and Notion Capital. 

FLATCLUB
(WWW.FLAT-CLUB.COM)
What it does: Online peer-to-peer flat or room rental service.
Why it’s hot: FlatClub is an accommodation network geared 
towards alumni and students of top universities. It focuses on 
creating trusted networks within which members can rent 
and let properties. It has more than 50,000 members, and 
465 clubs in 112 cities that feature properties from alumni of 
more than 50 of the world’s top universities. In November it 
received a $1.5 million investment from MLC50, Professor Eli 
Talmor of London Business School and others.

SAYDUCK
(WWW.SAYDUCK.COM)
What it does: Virtual showroom platform.
Why it’s hot: Sayduck provides a virtual showroom platform 
that provides a single point of access for consumers to browse 
and purchase products. The service enables consumers to 
experience products in real size, 3D and photo-real quality, 
with all the material and color options. Sayduck clients 
include fashion brands like Adidas and Onitsuka Tiger. After 
Seedcamp Sayduck raised a €350,000 investment from 
IncubAsia Ventures, Arteel Ventures and angel investors.

HASSLE.COM
(WWW.HASSLE.COM)
What it does: A new way to book a cleaner.
Why it’s hot: Hassle.com is a free-to-the-consumer website 
that enables consumers to search for a vetted cleaner, read 
ratings and reviews, and instantly book and pay (currently 
in London and Manchester). The company plans to roll out 
its platform to other categories such as caregivers, tutors, 
personal trainers, etc. Cleaners pay Hassle a finder’s fee and 
10% of the value of one-off cleaning jobs. It has raised just over 
$400,000 in funding from Springboard and angels.

SHOPLY
(WWW. SHOPLY.COM)
What it does: Social shopping site.
Why it’s hot: Shoply connects small brands and local 
businesses with buyers worldwide. Its main product focus is 
on homewares, art, jewelry and crafts. Shoply charges either 
a 10% fee on sales or a monthly flat rate of $29.99; there are 
no set-up fees to create a store in its marketplace. More than 
10,000 sellers use the platform. Shoply raised an undisclosed 
amount of seed funding from angels Chamath Palihapitiya and 
Fabrice Grinda in 2012.

AZIMO
(WWW.AZIMO.COM)
What it does: Social and mobile migrant remittance network.
Why it’s hot: The first player to let individuals make direct 
money transfers between international bank accounts via 
Facebook, in more than 190 countries. The company raised 
£300,000 from angels in January 2013, $1 million from 
eVentures in September and in March 2014 announced a 
$10 million round led by Greycroft Partners, with Accion’s 
Frontier Investments Group, eVentures, TA Ventures, RI 
Digital Ventures and KRW Schindler Investments.

SECONDSYNC
(WWW.SECONDSYNC.COM)
What it does: Social TV analytics solutions.
Why it’s hot: SecondSync analyzes millions of daily social 
media conversations around TV broadcasts to provide insights 
to be used with traditional TV audience figures. Clients include 
every major UK TV network as well as advertising agencies. 
In January SecondSync announced a deal with Facebook that 
extends its reach to include anonymized interactions from 
Facebook. In August 2013 audience measurement firm Kantar 
Media took a minority stake in SecondSync. 

TRDATA
(WWW.TRDATA.COM)
What it does: Financial trading platform.
Why it’s hot: TRData is a financial platform designed for 
professional traders, brokers and analytics that promotes 
itself as “Bloomberg for emerging markets.” It claims to collect 
accurate real-time market information from remote places, 
from scattered and illiquid markets, where other systems fail. 
As of the end of 2013, TRData had 486 corporate customers; 
its clients include US AID and BNP Paribas. A Seedcamp 
company in 2012, it has raised $425,000.

SOCIALBRO
(WWW.SOCIALBRO.COM)
What it does: Twitter analytics tool.
Why it’s hot: SocialBro enables Twitter users to learn more 
about their followers; determine the best time to tweet; find, 
engage with and segment followers; benchmark against 
competitors; and monetize services. In June 2013 it raised 
£1.2 million in Series A funding, mainly from Scottish Equity 
Partners (SEP). It has previously raised a €500,000 seed 
round from angel investors. The company offers a tiered 
pricing plan for its more than 5,000 paying customers. 

BRANDID
(WWW.GETBRANDID.COM)
What it does: Male-focused online shopping service.
Why it’s hot: Currently in beta testing, BRANDiD allows users 
to try on any item of clothing from any brand in the world for 
free. A member of its team will suggest clothes in real time that 
customers can try on in multiple sizes; they’re only charged 
for items they keep. For anything else, the company offers 
free collected returns (currently in the San Francisco Bay Area 
only). The company has raised €50,000 from Seedcamp and 
another €70,000 from angel investors.

PIXELPIN
(WWW.PIXELPIN.CO.UK)
What it does: Cyber security company.
Why it’s hot: PixelPin’s founders had long careers working 
with military intelligence and defense companies before 
developing their patented approach to online authentication: 
using personal pictures to replace passwords. Chosen as one 
of seven companies in this year’s FinTech Innovation Lab 
London, PixelPin is also a Wayra alum. The company has 
a few small live customers, and is now doing beta proof of 
concept trials with banks and e-commerce companies.

BABELVERSE
(WWW.BABELVERSE.COM)
What it does: Translator for spoken communication.
Why it’s hot: Babelverse offers real-time interpretation 
powered by people, on demand in any language. Its services 
are used for real-time interpreting at conferences, and to 
provide streaming video in multiple languages. The vision is 
to enable users to make a request for a given language pair, 
select a tier of service, and be connected to the best available 
interpreter. Babelverse currently offers translation into 155 
languages via 5,000 interpreters.

EYETEASE
(EYETEASEMEDIA.COM)
What it does: Digital taxi-top advertising.
Why it’s hot: Eyetease has developed Europe’s first digital 
taxi-top ad service and the world’s first ads-for-access high-
speed in-taxi Wi-Fi system. Ads can be scheduled and changed 
remotely, and targeted by location. The company has won 
a number of awards, including one for innovation at the HP 
Smart Business Awards 2013. Launched in 2012, in June 2013 
Eyetease announced a deal with Verifone Media that will 
enable iTaxitop to be offered to 6,000 London cabbies. 

SEDICII
(WWW.SEDICII.COM)
What it does: Social authentication.
Why it’s hot: Sedicii’s patented authentication technology 
solves the problem of password overload by eliminating the 
need for passwords to be transmitted or stored anywhere 
except in the user’s head. Eliminating the need to transmit and 
store information should increase the security of a person’s 
online identity. Sedicii is targeting ISPs and enterprises; its 
model is based on per-user license fees. Received €28,000 in 
pre-seed investment from Oxygen Enterprise Partners.

SWIFTKEY
(WWW.SWIFTKEY.NET)
What it does: Language technology experts.
Why it’s hot: Builds apps that learn from their users to make 
text entry easier, faster and more productive. SwiftKey is one 
of the world’s best-selling Android apps. In 2013 and 2012, it 
spent more days as Google Play’s No.1 paid download than 
any other app. Currently supports 61 languages. In September 
2013 SwiftKey raised $17.5 million in a Series B round from 
Index Ventures, Octopus, Cambridge Capital Group and 
angels, bringing total funding to $21.6 million.

AVOCARROT
(WWW.AVOCARROT.COM)
What it does: Mobile high-engagement native advertising.
Why it’s hot: The company offers a range of native ad-units 
it claims result in higher engagement and more revenue. 
Avocarrot enables advertisers to reward users for in-app 
achievements; recommend interesting apps to users; and 
soon, engage users with short HD videos. Advertisers in 
its network include Uber, Sprite, Starbucks, L’Oreal and 
Unilever. Raised £100,000 in seed funding in July 2013 after 
going through the Collider accelerator.

DRDOCTOR
(WWW.DRDOCTOR.CO.UK)
What it does: Clinical appointment management.
Why it’s hot: One in ten hospital appointments scheduled 
through Britain’s National Health Service is missed, costing 
£900 million a year. DrDoctor’s online appointment service 
aims to reduce the number of people who drop out, saving 
a typical hospital up to £2 million per year. The company is 
now working with Heatherwood and Wexham Park Hospitals 
and University College London Hospitals. So far it has raised 
£15,000 in funding from Bethnal Green Ventures.

YPLAN
(WWW.YPLANAPP.COM)
What it does: Last-minute going-out app.
Why it’s hot: YPlan enables users in London, New York and 
San Francisco to browse through a curated shortlist of events 
every night and book in two taps. Launched in November 
2012, the 100% mobile service had 150,000 downloads in its 
first three months. A year on YPlan has more than 500,000 
users. In June 2013 it raised a $12 million A round led by 
General Catalyst Partners. Existing investors Wellington 
Partners and Octopus Investments also participated. 

BLAZE COMPONENTS
(WWW.BLAZE.CC)
What it does: Bike lights.
Why it’s hot: Blaze has re-imagined the light; in addition to 
providing a strong light, its Laserlight projects a green image 
of a bike five to six meters onto the road ahead, enabling the 
bike to be seen even in drivers’ blind spots. Blaze claims 79% 
of bike accidents occur when the bicycle is travelling straight 
and a vehicle moves into its path. Blaze raised its first £25,000 
on Kickstarter in five days. Its first run sold out in January; the 
second batch will be available this month.

CAMBRIDGE HEALTHCARE
(WWW.CAMBRIDGEHEALTHCARE.COM)
What it does: Healthcare informatics provider.
Why it’s hot: The company aims to improve outcomes for 
patients; create access to better care; and enable healthcare 
professionals to work more effectively. It is building a health 
record, analytics and open API, for an e-Health portal for 
patients and healthcare professionals. It won the Institute 
of Engineering and Technology 2011 Innovation Award for 
Best IT Technology and HealthInvestor 2012 Award for IT 
Innovator Of The Year. 

PLANVINE
(WWW.PLANVINE.COM)
What it does: Events listings.
Why it’s hot: Planvine powers “What’s On” listings for 
content publishers in the UK and Ireland, including the 
Trinity Mirror Group and Bauer Media. Event listings can be 
integrated into customers’ websites, blogs or apps through 
an API. Also offers its own events app, Line-Up, that allows 
users to follow venues and create their own personalized 
guides. The app won Seedcamp London in January 2013. The 
company has funding from three angel investors.

FAIRPHONE
(WWW.FAIRPHONE.COM)
What it does: Ethically-sourced phones.
Why it’s hot: Fairphone’s goal is to make a phone that puts 
ethical considerations first. The social enterprise started in 
2010 as a project aimed at raising awareness about conflict 
minerals in electronics and the wars that their sourcing is 
fuelling in the DR Congo. In 2013 Fairphone was established. 
After running a successful crowdfunding campaign in May 
2013, 25,000 Fairphones were released in December 2013. 
These sold out; a second batch is due around June 2014.

REVISIONAPP
(WWW.REVISIONAPP.CO.UK)
What it does: Learning app.
Why it’s hot: Revision App lets students learn anywhere via 
its flash cards app; it provides more than one million study 
notes covering GCSE, A-Level and university subjects. The 
company claims it can improve grades by up to 20% if used an 
average of three minutes a day. Revision App says the average 
UK student spends £344 a year on text books and aims to help 
them save 50%. The app has been downloaded more than one 
million times since its launch in November 2011. 

EDITD
(WWW.EDITD.COM)
What it does: World’s biggest apparel data warehouse.
Why it’s hot: EDITD translates retailers’ raw fashion data 
into insights to optimize product mix, price, discounting and 
merchandising. It analyzes 50 million SKUs daily; tracks more 
than 4,000 webpages; and provides a database of more than 
2,000 blogs and 600 million opinions from social media. 
The company works with more than 200 retailers, including 
ASOS, Gap, and Target. In February 2014 it raised $4.4 million 
from Index Ventures and new investor Frog Capital. 

TRAITY
(WWW.TRAITY.COM)
What it does: Aiming to set the standard for reputation.
Why it’s hot: Traity aggregates information from 
social networks to build a representation of a person’s 
trustworthiness. It gained 800,000 registered users in its 
first year of operation. The company is backed by Horizons 
Ventures, Bertelsmann’s BDMI, Lanta Digital Ventures, Dave 
McClure’s 500Start-ups and Seedcamp. It has won a number 
of awards, including, in 2013, EmprendedorXXI Madrid 2013; 
BBVA OpenTalent 2013; and Spain Start-up 2013.

Tens of thousands of 
entrepreneurs have worked 
out of Campus in the last two 
years. Some have worked 
out of the basement; others 
have been hosted at Campus 
by Seedcamp, TechHub 
or accelerators such as 
Bethnal Green Ventures 
and Entrepreneurs First. 
Informilo reviewed the start-
ups that have been based on 
Campus and with the help 
of industry insiders came up 
with a list of the best and the 
brightest. Some, like Azimo, 
Adbrain and YPlan, have 
moved off Campus. Others 
are below the radar but 
unlikely to stay there for long.

Top

25
Hottest Campus  
Start-ups

AD TECH & ANALYTICS
BOOKING SERVICES
RETAIL
FINTECH
SECURITY
HEALTHCARE
OTHERS

Top 25
Sponsored by Orange
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ASOS has been listed in London on 
AIM for 12 years and has expe-
rienced life as a small and large 
company so we are well placed 
to comment across the spectrum. 
From a market capitalization of £12 
million in 2001, we have grown to 
be valued at over £5 billion today. 
Overall the experience has been 
good. It has provided an excellent 
platform for our growth, the market 
has understood our story and val-
ued and encouraged our growth.

ASOS has been one of a few 
disruptive technology businesses 
on the London market alongside 
Ocado, Rightmove and now AO 
World.com. Each has demonstrated 
the power of the e-commerce model 
and the markets willingness to value 
such businesses on par or even at a 
premium to their U.S. counterparts 
dissolving any argument of transat-
lantic arbitrage.

Support has come in many guises: 
global institutional investor under-
standing and support as our business 
has grown and internationalized; 
private money support as there is 
favorable tax treatment for investors 
on AIM; a largely positive media that 
has helped us grow our brand; and 
high-quality advisers that have guided 
us on our growth path and how to 
present it. Probably none of this 
would have been achieved without 
the structure and status that a London 
listing has provided. We also would 
not have had access to, or been able 
to hire, the directors from a very early 
stage who have helped shape our 
growth without our share structure to 

incentivize them.
Growing from a UK base, into 

Europe and then further afield, it was 
appropriate that we listed in London. 
Would the U.S. even have supported 
a small start-up, based in the UK with 
a UK focus to start with...this we are 
unsure of.

As we have grown, AIM has not 
provided any barriers to global insti-
tutions that have wished to invest. 
Institutions are increasingly running 
global mandates, particularly the 
largest domiciled funds which offer 
international and global products 
and are totally agnostic to location 
of listing instead focusing totally on 
the quality of the business, its growth 
dynamics and its potential.

Perhaps there was an argument 
about where one should list 10 years 
ago with the benefits of a more tech 
savvy and sympathetic market in the 
U.S. There is no such case now as the 
world has got considerably smaller, 
investors ever more keen to seek out 
disruptive business models wherever 
they are and there being no interna-
tional barriers to investment.

The UK is a leading global e-com-
merce player. The knowledge that 
the UK capital markets have gained 
through exposure to the successes 
that are ASOS, Ocado and many 
others when comparing notable 
failures in the U.S. such as Zynga and 
Groupon makes listing in the UK more 
attractive.

ASOS is now a global business and 
has approximately 75% of its share-
holder register held by international 
investors. London is a liquid and 
transparent capital market that func-
tions well for those who are listed on 
it and those that invest.

Did we ever consider a U.S. listing? 
No. Has London been good for us? Yes. 
We would recommend it most highly.

Many have asked why Alfresco, a 
UK-headquartered tech company, 
would choose to go public in the 
U.S. rather than at ‘home’ and what 
the London Stock Exchange (LSE) 
could do to encourage companies 
like ours to stay local. Listing here in 
the UK was something that we con-
sidered and it might have happened 
had the conditions been right, how-
ever there were just so many more 
reasons to go across the pond.

When we first began thinking about 
going public, we gave serious consid-
eration to listing here on the London 
market. The government at the time 
had made the decision to cut Capital 
Gains tax, and it appeared the UK 
could become an environment that 
was competitive with the U.S. market. 
This was a time when venture capital 
really started taking off. Then with the 
reintroduction of regulation and the 
changing of the Capital Gains Tax, a 
big step backwards was taken.

Despite these setbacks, I do believe 
that the LSE could be a desirable 
destination for companies and I’m 
hopeful that at some time in the 
future, listing high-growth technolo-
gy companies in London will be the 
done thing. The New York Stock Ex-
change (NYSE) was able to transform 
itself into a high-growth market and 
surpassed NASDAQ in terms of new 
issues, so there is still the chance the 
LSE could grow to be an attractive op-
tion in the future for tech companies.

The recent launch of the LSE High 
Growth Segment is definitely a step 
in the right direction. However, at 
this stage, capital markets are still 

too immature in the UK to encourage 
IPOs. A series of companies success-
fully floating on the LSE will encour-
age UK companies to list locally. Until 
then, investors will continue to go to 
the U.S. because it has the liquidity 
and the proximity to the markets, the 
analysts and the investors. 

This is where the government plays 
an important role. What is required 
from the government is for it to put 
its money where its mouth is. It’s 
all well and good to talk about the 
importance of high-tech growth in 
the UK, but, what’s really required 
is investment in local companies in 
order to encourage sustainability. If 
you look at companies like Micro-
soft and Oracle, they wouldn’t exist 
without U.S. government investment, 
especially in the early days. Last year, 
the Mayor of London, Boris Johnson, 
spoke at the Innotech Summit and 
urged companies in the UK to buy 
British Tech so that the UK technol-
ogy industry would have a chance of 
matching Silicon Valley. Frustrating-
ly, Alfresco has always found that the 
UK government has tended to spend 
more with U.S. vendors rather than 
with British companies. 

The most significant event for 
any company is going public. After 
long consideration, we decided that 
the best future for Alfresco, and its 
investors, is to drive our growth and 
ultimately pursue an IPO in the U.S. 
We appointed former SuccessFactors 
president Doug Dennerline as our 
CEO and he will run the company 
from San Francisco.

While building the company, the 
UK has been an important place for 
our main headquarters to be located, 
giving us access to some great engi-
neers. Nevertheless, when it comes to 
going public, the only place to be is in 
the U.S. – at least for now.

Uber is the on-demand, luxury car service that’s 
transforming personal transportation across the 
globe! Uber London has a fleet of luxurious cars 
(LUX); S Classes, XJs and 7 series that anyone 
can order at the push of a button, it’s exactly like 
having your own private driver. Use EXEC for E 
classes and for day to day trips, use uberX, 30% 
- 50%  cheaper than a black cab!
The Uber app is now available in over 75 cities 
across the globe including Paris, NYC, Milan, 
Singapore and LA.

All Informilos get their first ride FREE in London  up 
to £20! All you have to do is enter the promo code 
INFORMILO before you ride.

Want to travel in style? Then 
download Uber, the app that 
provides the ultimate car service. 

FIRST RIDE FREE!
A gift for all Informilo 

readers: use the promo code 
below and receive a free ride 
up to £20 on Uber London. 
Promo code: INFORMILO

Expires 25/6/15
First time riders only. 

everyone’s 
private driver

How to Uber
Order a car
Download the iPhone or Android app.
Your driver comes to you
Sit back and relax! We’ll text you when 
your Uber arrives outside. You can call 
or text your driver as soon as he has 
been dispatched. 
Arrive in style
After arriving at your destination, we’ll 
charge your credit card on file and email 
you a receipt. You never need cash 
again.
Questions? 
Email us at supportlondon@uber.com

Where Should You Go Public?
We asked two tech leaders to battle it out over where start-ups should seek to list: NICK 

BEIGHTON of ASOS fights for London, while JOHN NEWTON of Alfresco picks New York

DEBATE

Nick Beighton is the Chief Financial 
Officer of ASOS

John Newton is CTO and Chairman 
of Alfresco

BASED IN SHOREDITCH, IN THE HEART OF LONDON’S TECH CITY, WE ARE A BOUTIQUE EXECUTIVE SEARCH 
& INTERIM MANAGEMENT FIRM, FOCUSED SOLELY ON THE DIGITAL & TECHNOLOGY INDUSTRIES.

Gordon & Eden work with both early stage and corporate clients; helping start-ups scale 

and transforming big businesses with entrepreneurial talent. Our work covers Digital, 

Technology and Multichannel leadership teams across all major functions. We have built 

our reputation by being infectiously passionate about what we do, obsessively dedicated 

to high quality execution and providing an outstanding client and candidate experience.

If you would like to learn more about our work and how 

we may be able to help you or your business then we 

would love to hear from you.  

81 Rivington St, London, EC2A 3AY 

+44 (0) 20 3367 1634

contact@gordoneden.co.uk

www.gordoneden.co.uk
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In The Bank
Adam Joyce and James Smith no longer wear 
pinstripes. They have left jobs in the City, Lon-
don’s financial district, and now work along-
side T-shirt-clad dreamers in Campus London. 
There, in Seedcamp’s fourth floor co-working 
space, they are trying to invent the future of 
banking services.

Joyce, a soft-spoken mathematician, honed his 
skills at an options market-making firm in the 
City as a quantitative analyst, working on price 
and volatility modeling, real-time risk analytics, 
and automated market-making software. 

Smith, who earned a PhD in Computer Science 
(Machine Translation) from the University of Ox-
ford, is a former derivatives trader. He worked 
for an options market-making firm on the fixed 
income desk and as a trader on a volatility arbi-
trage desk, focusing on global equity indices.

A third co-founder, Tom Robinson, has a PhD 
in Atomic and Laser Physics, with experience in 
the finance and commercialization of new tech-
nologies emerging from universities.

 Their start-up, Elliptic, is developing money 
management services for people who own Bit-
coins or other types of encrypted digital curren-
cies. “The money management services of the past 
will not be those needed in the future,” says Joyce.

Elliptic is just one of a growing number of 
London-based fintech start-ups that are out to 
disrupt financial services (see the chart) and Cam-
pus companies are helping to swell their ranks.

There are plenty of reasons why London 
serves as a magnet for fintech companies. It is 
considered to be one of the world’s leading finan-
cial capitals, with a far more international scope 
than either New York or Singapore, and is home 
to five of the world’s biggest banks. Financial 
services represent the single largest sector by 
GDP in the UK. “Think of it like a petri dish of 
opportunity,” says Monitise founder and CEO 
Alastair Lukies, who was recently appointed as 

a Business Ambassador for the financial services 
industry by the UK government. 

Industry pundits joke that half of the fintech 
start-ups are trying to sell their services or the 
companies to the banks and the other half are 
trying to destroy the banks. 

The tension between the old and the new 
worlds of financial services is “needed for fintech 
to thrive and I really think that consumers and 
London benefit from that,” argues Lukies. “It is a 
very healthy tension because it is needed to push 
the incumbents to keep moving.”

That may be true but it puts the UK govern-
ment in a delicate position. On the one hand it 
needs to protect the incumbents, which repre-
sent one of the country’s most important indus-
tries. On the other, it needs to cater to start-ups if 
it wants to promote itself as a global fintech hub.

In December news leaked that UK Prime Minis-
ter David Cameron was hatching a plan to throw 
Whitehall’s weight behind Britain’s fintech indus-
try. The aim is to “re-invent Britain as the world 
center of financial services and repair consumer 
trust in the sector,” according to a story in the 
Sunday Times.

It’s no accident that the UK has asked Lukies 
to be its ambassador. Monitise, the 10-year-old 
company he founded, bridges the two worlds. 
A start-up, it built its business by helping banks 
with online money services. 

It took four years for it to net its first bank as 
a customer. Today it is a public company with 
a market value of around £1.3 billion and was 
named one of the UK’s fastest-growing technol-
ogy businesses in Deloitte’s 2011, 2012  and 2013 
Technology Fast 50 rankings.

Lukies’ job will be to represent the traditional 
banks as well as a new generation of London fin-
tech companies fighting to either win business from 
traditional financial services companies or steal 
some of their customers. Azimo, a Campus alum-

London sees itself as a future center for financial 
technology start-ups but it has to get its house in  
order if it wants to thrive, writes Jennifer L. Schenker

nus which specializes in remittances, announced 
a $10 million round from the U.S.’s Greylock in 
March. (The same week WorldRemit, another Lon-
don start-up in the remittances space, announced a 
$40 million round led by Accel Partners, reportedly 
one of the biggest ever Series A rounds in Europe.)

With all signs showing that the fintech 
sector is hotting up it is no wonder then 
that a number of new fintech accelerators 
are sprouting up to encourage more start-
ups to target the burgeoning sector. They 
include Startupbootcamp FinTech, Barclays 
Accelerator, powered by Techstars, FinTech 
Innovation Lab and Level39, which bills itself 
as the largest financial services accelerator in 
Europe. Since its official opening last March 
Level39 says it has received over 682 appli-
cations for membership from technology 
companies internationally, and played host to 
over 30,000 visitors and 200 events includ-
ing a 3DFintech Challenge sponsored by the 
French company Dassault Systemes to help it 
identify start-ups with which it could team up 
to bid for the business of banks. 

Level39 is positioning itself as a neutral plat-
form for the industry. It provides office space for 
start-ups such as eToro, an Israeli social stock 
trading company, that is planning its European 
expansion from the UK. 

“We are bringing the social layer into finance 
and into investment and we believe that having 
a base in the UK is a natural fit to building the 
future of our business,” says eToro CEO and 
co-founder Yoni Assia.

At the same time Level39 is hosting a series of 
“access to innovation events” for a large number 
of established financial services and banks, says 
Eric Van der Kleij, Level39’s director and previ-
ously the CEO of London’s Tech City. 

The banks are increasingly recognizing that they 
need to bring innovation in from the outside and 
some, like Barclays, are even starting to open their 
APIs. “This is a huge step,” says Van der Kleij.

While there is lots of positive progress he cau-
tioned that there are “very big policy issues that 
we should be watching carefully.” These include 

“ensuring that Europe remains a single addressa-
ble market for inward investors,” he says.

That’s not all. Unless a group representing 
both traditional financial instutions and start-
ups can be convened and hash out agreements 
on industry issues the danger is that, when it 
comes to regulatory issues, the government will 
favor incumbents. 

That is why Britain’s bid to become a global 
hub for fintech companies is “by no means a 
slam dunk,” says Errol Damelin, founder and 
chairman of venture-backed Wonga, which com-
petes with banks on consumer loans.

 Due to regulations, upstarts are forced to ride 
the rails of the incumbents and that does not 
make for a level or healthy playing field, Damelin 
says. The UK government has a chance to play 
a leading role by easing regulations on payment 
and banking services that limit what start-ups 
can and can not do. “If we don’t get it right other 
people will” and fintech companies will set up 
elsewhere, he says. 

“We can’t have one-sided fiscal policy,” agrees 
Udayan Goyal, a co-founder at London-based 
Anthemis Group, an investment and consulting 
group  focused on financial services. 

“The regulators need to be sensitive to new 
business models coming in. In our mind a 
little bit of finesse is required to nurture a new 

business model and not use a hammer to control 
them. Otherwise start-ups will go away and start 
up in other jurisdictions.”

That said, if the right regulatory policies are 
put in place and spaces like Campus London and 
Level39 can help bridge the gaps between the City 
and the start-up world, then London does have a 
good shot at becoming a global fintech capital.

“Nobody else in the world has the ingredients 
we have,” says Goyal. 

“We are not there yet — the City of London is 
by and large very backward looking and not very 
proactive about adopting business models for the 
21st century — but if we can build a bridge to the 
fintech sector then I believe that London can be 
to finance what Silicon Valley is to tech.” 

“If we can build a bridge to the fintech sector  
then I believe that London can be to finance 
what Silicon Valley is to tech.”

Monitise founder and CEO 
Alastair Lukies: London is a 
“petri dish of opportunity”

LONDON’S  
DISRUPTIVE  
FINTECH COMPANIES

Faster, Cheaper, Better Ways  
of Trading/Hedging (Retail)

eToro Nutmeg

Faster, Cheaper, Better Ways  
of Trading/Hedging (Institutional)

Algomi
Bondcube
Calastone
Digital Vega
FSwire

GMEX
R5FX
Vega-Chi

Data

Duedil 
Heckyl Technologies

Kurtosys
Myriada Systems

Cloud Based Infrastructure

Currency Cloud Mambu

Faster, Cheaper, Better Ways  
of Moving Money/FX (Retail/ SME)

Azimo
Currency Cloud
Currency Fair

Kantox
TransferWise
WorldFirst

Risk

Digital Shadows
Kusiri

OpenGamma

Borrowing/Lending (Retail/SME)

Borro
Capital Aid
Capital On Tap
Funding Circle

iwoca
Marketinvoice
Wonga
Zopa

Payments

GoCardless
Ixaris
Judopay
JustYoYo

Monitise
Ringpay
Semafone

FINTECH

Source: Anthemis Group, Level39, Seedcamp, 

Hoxton Ventures
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Home to dazzling start-ups, the 
best access to early stage capital in 
Europe, a world-famous arts and 
design scene, a global financial 
center and 20+ category-breakout 
tech companies including Funding 
Circle, JUST EAT, King, Mimecast, 
Transferwise, Swiftkey and Zoopla, 
London today is the center of 
Europe’s digital revolution. But it’s 
an Internet-led success story which 
has yet to be felt across the rest of 
the capital, country and the wider 
business community. 

A similar problem is in evidence 
writ large at a national level too. 
The British are world-class Internet 
consumers. According to research by 
the Boston Consulting Group, by 2016, 
products and services delivered online 
are predicted to account for 12.4% of 
UK GDP, making the Internet econo-
my larger than almost any other single 
economic sector including financial 
services, construction and education.

Last year, the Office for National 
Statistics reported that 36 million 
people used the internet every day 
a figure that has more than doubled 
since 2006. 83% of households have 
Internet access. 73% of adults bought 
online in 2013 - almost 20% more 
than in 2008. 

This blizzard of positive data would 
certainly seem to suggest a bright fu-

ture for Britain in the Internet age. Yet 
that is only part of the story. If we truly 
want to stay at the forefront of digital 
change, and the way it’s reshaping al-
most every aspect of the world around 
us, then simply being world-beating 
consumers isn’t enough. 

“The Internet isn’t really a technol-
ogy. It’s a belief system,” wrote Joichi 
Ito, director of MIT Media Lab. That’s 
a phrase, written in 2011, which 
remains just as resonant today. The 
digital state of mind is both empower-
ing and intoxicating. It teaches you to 
spot opportunities, innovate around 
barriers and collaborate on ideas with 
others, whether in the same room, or 
on the other side of the world. 

However in order to harness the 
Internet’s transformative powers, 
the UK faces two challenges. First, 
we must equip the next generation 
with the tools required to operate in 
a dynamic and highly competitive 
marketplace. Under 25s are digital 
natives, 93% of whom are on a social 
network. Yet, strikingly, only a small 
minority within this group has ever 
created a website themselves.

The introduction of coding to the 
national curriculum from Septem-
ber 2014 is a milestone on the path 
towards universal digital literacy. But 
it’s only a down-payment on the in-
vestment required, not least because 

71% of adults don’t know the policy 
exists and 90% can’t code.

Second, we need to capture the 
imagination of people, no longer in 
education, who are in effect Internet 
self-starters. Many of them think 
nothing of streaming movies, booking 
holidays or ordering the family super-
market shop online, but have little or 
no idea how to deploy software cre-
atively to solve problems or acquire 
new skills and jobs. 

This group may include supposedly 
digitally-literate marketing teams, 
who divide themselves into digital 
and non-digital departments. Or 
companies that use the redundant 
“e” prefix in their job descriptions, 
plainly failing to comprehend that 
the Internet long-since ceased to be 
a specialisation and is now part of 
everything their organisation does.   

The one thing we can predict with 
certainty is that the Internet will ignite 
further momentous change. Think 
about how recently it would have 
seemed unimaginable to order din-
ner, book a taxi or adjust your home 
heating through a couple of swipes on 
your phone. My seven-year-old son 
doesn’t understand that a phone was 
once just something you only used 
to make a call. Look around and ask 
yourself  which part of your daily rou-
tine will be obsolete in ten years time? 

Yet our ability to understand and 
leverage fully how the Internet’s 
impact is being felt not only in the 
workplace, but in education and our 
social lives, too, lags far behind our 
day-to-day adoption. 

London has a strong start-up eco-
system - something I’ve spoken and 
written a lot about in the past. Com-
panies like ASOS, Betfair, Lovefilm 
and Skype show how successfully we 
can produce significant companies. 
The government has bought into the 
belief system of the Internet, too, 
with the introduction of Government 
Digital Services. Old Street rounda-
bout is a hub of initiatives nurturing 
this ecosystem and Google Campus 
feeds it with events, investments, and 
collaborative office-space. 

London has the diversity, openness, 
creativity and confidence needed to 
be a leading player in this Internet age.

Creativity cannot come from a 
computer. You can’t, for example, 
code the flair and brilliance seen in 
the Central Saint Martins graduate 
show. But what we can and must do, 
is empower people, and crucially 
all businesses, with the tools to use 
the Internet to its full effect, not just 
as consumers, but as creators and 
innovators too. 

London’s Digital  
Revolution Is Incomplete

GUEST ESSAY

Saul Klein is a partner at Index 
Ventures and co-founder and 
chairman of Seedcamp
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innovation in every part of the pipeline — from the smallest start-up with the best idea to 
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WHY WALK 
WHEN YOU  
CAN FLY?

10 years ago Monitise was a 
start-up, now we lead the world 
in Mobile Money.  

If you have the talent and the 
ideas to help us – we want to 
hear from you.

recruitment@monitise.com
monitise.com/careers
    @MonitiseJobs 
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