
European start-ups know only too 
well that being first does not necessar-
ily mean winning. Several pioneered 
e-commerce models such as flash sales 
and selling eyeglasses on-line but did not 
become global giants, while U.S. copycats 
raised gobs of money and gained con-
siderable traction, thanks to the deep 
pockets of Silicon Valley venture funds 
and the luxury of a large and lucrative 
homogenous market.

The tables may be turning.
E-commerce 3.0 is about super-targeted 
personalized curation and social shar-
ing. The most successful play to date is 
New York’s Fab.com, which pivoted from 
a social site for the gay community to a 
fast-growing flash sale site for design, sell-
ing everything from pieces of furniture to 
smaller accessories for the home.

 Conquering the Continent 
 
But it turns out that Europeans spend 

significantly more on interior design than 

Americans. So this time the U.S. does not 
necessary have the upper hand.

Three European companies are already 
gearing up to conquer the Continent – and 
maybe even the world — with sales sites 
for design: Germany’s Casacanda, backed 
by Klaus Hommels, one of Europe’s most 
seasoned angel investors; Germany’s West 
Wing, funded by Oliver, Marc and Alex-
ander Samwer, often called Germany’s 
most successful serial entrepreneurs; and 
London-based Llustre, financed by former 
Google executive Rob Kniaz, design firm 
IDEO’s Tom Hulme, angel investors Hus-
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sein Kanji and Oleg Tscheltzoff, and John 
Earner, an ex-managing director of social 
gaming company Playfish.

Like Fab.com, all three European com-
panies will try to make smart use of social 
media. Social sharing tools are key because 
they allow users to communicate to their 
friends that they have joined the site and 
share the products they buy on Facebook 
and Twitter.

 Creating Communities 
 
“Social is all about taking things out of 

the wide world and bringing them back 
into your own circle, to make it human 
and personal,” says Vivienne Bearmann, 
who worked at social gaming company 
Playfish before co-founding Llustre. The 
company, which will go live in March, is 
focusing uniquely on “beautifully designed 
products for the home.”

Llustre says it is attempting to recreate 
an experience similar to the one offered 
by Pinterest, a U.S. social photo-sharing 
site. Its social photo-sharing will allow 
users to upload photos of their own homes 
and to specify items that are important to 
them. “What we are trying to create is a 
community of designers and brands and 
people who are passionate about home-
ware and interiors,” she says.  “It’s design 
porn in a very vertical sense; we want to 
offer a keyhole into other peoples’ homes 
and let you know where they bought the 
things that give it such a beautiful look.” 

The hope is to get the kind of traction 
enjoyed by the likes of One Kings Lane, a 
well-established site that sells home dé-

Start-ups are aiming to socialize  
and gamify online shopping.
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The scene is a restaurant: A waitress 
has just left the check on the table for a 
group of friends dining together. Mobile 
phones are pulled out and the diners 
take turns scanning the code on the bill. 
One person slips something that looks 
like a credit card out of her wallet. Fin-
gers tap on several dark squares, which 
light up when her personal code is acti-
vated.  The card – an intelligent check 
-- is waved over the bill and debited. 
Just beneath the charges for food is a 
space for tips. The waitress prefers to 
be compensated in Facebook Credits, an 
alternative digital currency called Ven, 
or transferable frequent flyer miles, any 
of which can be automatically placed 
into her linked accounts with the tap 
of a diner’s finger or the wave of a mo-
bile device.

 new CurrenCies gaining traCtion 

 Such a future, described last Septem-
ber at Sibos, an annual meeting of over 
9000 banks organized by SWIFT, the 
global financial services provider, is not so 
far off. Mobile payments and alternative 
currencies such as Ven, Bitcoin, Ripple 
and Flattr are already gaining traction, 
shaping the future of money and widen-
ing the way the world determines and 
trades value.

“Banks have to care about this because 
people value these other currencies, in 

some cases more than cash,”  says Heath-
er Schlegel, a New York-based member 
of Innotribe, SWIFT’s innovation team.  
“Consumers are going to make transac-
tions using different currencies and banks 
are going to have to get with the picture, 
since there are a ton of service opportu-
nities here.”  To that end, SWIFT is now 
organizing competitions across the globe 
to find start-ups that can help forge the 
future in this area and others. (See http://
innotribestartup.com for details.) “We 
are trying to do matchmaking between 
start-ups and financial organizations and 
banks – a lot of the start-ups want to dis-
rupt and the banks and financial institu-
tions do need to innovate and provide new 
technologies and services,” says Schlegel.

Digital currencies are not new. Start-
ups like Beenz and Flooz were around 
as far back as 1998 but disappeared by 
2001. The latest entrants may have more 
success because they are succeeding in 
blurring the lines between the physical 
and digital worlds, causing banks to sit 
up and take notice.

 money is just data 

Take the case of Ven. There are now 
some 8 million Ven in circulation with a 
value of more than $800,000 USD. Hub 
Culture, a London-based social collabora-
tion network revolving around the Ven, 
says it is possible to buy over $100 mil-
lion in goods and services with its digital 
currency, such as a room in the Lesic 
Dimitri Palace luxury hotel in Croatia 
(see photo). The use of the Ven is now 
expanding into Asia, adding goods and 
services in Vietnam, China and Thailand. 
While you can’t change Ven – the only 
virtual currency trading inside Facebook 
other than Facebook Credits -- back to 
cash, you can use it to buy property, cars, 
coffee or carbon credits. 

And the Ven is now being traded along-
side other currencies on Thomson Reuters 
terminals, yet another sign of how alter-
native currencies are going mainstream.

Then there are Facebook Credits. Fu-
turists, like Vanessa Miemis, believe it will 
not be long before the popular social net-
work site’s credits are used to buy more 
things in the physical world. Some have 
even gone so far as to predict that more 
people would use Facebook Credits than 
the euro if it was as easy to use them in 
the physical world as cash.

“Our notions of money and how 
it is created have been similar for 
over 600 years, since the emer-

the Future of Money
Digital currencies are changing what money can be, and 
widening the way society determines and trades value.

“Some have even predicted 
that more people would use 
facebook credits than the 
euro from the moment they 
are available for use outside 
of cyberspace.”

	

01 	 	11 	 		New	Models	For	
e-CoMMerCe.	

02 	 	20 	 		The	FuTure	oF	MoNey.	

	 03 	FaCebook’s	JoaNNa	shields,	
a	dld	speaker,	oN	europe,	
soCial	aNd	Mobile.	

04 	 	16 	a	Global	exChaNGe	For	
persoNal	daTa:	a	swiFT	
iNiTiaTive	To	expaNd	iNTo	
daTa	baNkiNG.	

	 05 	europeaN	CoMMissioN		
viCe-presideNT	viviaNe	
rediNG,	a	dld	speaker,	
oN	europe’s	New	daTa	
proTeCTioN	rules.	

06 	 	07 	 		aT	look	aT	how	
loNdoN’s	sTarT-ups	are	
TraNsForMiNG	The		
FashioN	iNdusTry.	

	 08 	dr.	david	aGus,	a	dld	
speaker	aNd	oNe	oF	sTeve	
Jobs’s	CaNCer	doCTors,	
Talks	abouT	his	New	
book,	The end of Illness. 

09 	 	23 	 		all	iN	The	FaMily:	a	proFile	
oF	dld	speakers	FreeMaN,	
esTher	aNd	GeorGe	dysoN.	

10 	 	22 	 		The	buzz	arouNd	berliN:	
The	CiTy	is	eMerGiNG	as	
a	hoT	europeaN	hub	For	
sTarT-ups.	

	 	11 	whaT	To	expeCT	aT	dld.		

12 	 	13 	 		europe’s	Top	25	hoTTesT	
diGiTal	Media	sTarT-ups.	

14 	 	15 	 		Mobile	MoNey:	a	New	
survey	abouT	NFC	
payMeNTs	shows	ThaT	
siliCoN	valley	players	are	
prepariNG	To	disrupT	The	
seCTor.	

	 	17 	 		how	sTarT-ups,	iNvesTors,	
aNd	CorporaTes	iN	The	
u.s.	aNd	europe	are	
sTreNGTheNiNG	Ties.	

18 	 	19 	 		Tel	aviv’s	bid	To	beCoMe		
a	Global	hub	

continued on page 20

lešic dimitri palace hotel in croatia is one of hundreds of businesses that now accept payment in ven, an alternative currency.
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Joanna shields, facebook’s vice president and managing director of Europe, the middle East and Africa.

Shields discusses how 
Facebook has made 
shopping more social; 
helped European start-ups 
go global; and has moved 
to support a richer mobile 
experience.

Joanna Shields, Facebook’s Vice Presi-
dent and Managing Director of Europe, 
the Middle East and Africa, has played 
an important role in Europe’s Internet 
scene for over a decade. After moving 
to the UK in 2000 to run Real Networks 
International, she served as Google’s 
Managing Director of Syndication and 
Partnerships for EMEA.  She left Google 
to become Chief Executive at Europe-
an social networking site, Bebo, and 
spearheaded its successful acquisition 
by AOL Time Warner for $850 million 
in March 2008. After the acquisition 
she served as President of AOL’s social 
and communications division running 
AIM and ICQ product development 
and global operations. She joined Fa-
cebook in 2010.  Shields, a scheduled 
speaker at DLD in Munich January 22-
24, agreed to share some of her insights 
about social and mobile with Informilo 
Editor-in-Chief Jennifer L. Schenker. 

Q We are beginning to see the 
growth of social shopping, with 

companies like eBay announcing 
plans for Facebook integration. How 
do you see this evolving?

A Making shopping social is a natural 
next step for retail.  We’re now see-

ing companies building Facebook into 
their business models. Everyone from 
large physical retailers like Walmart to 
online companies such as Etsy and eBay 
are focusing on the social experience, and 
that is enabling them to respond directly 
to the needs and wants of their customers. 
Facebook can do so much for retailers, 
from building brand identity, to custom-
er engagement, to driving demand 
through social discovery of their products.

The role of mobile will be particularly 
interesting as people take that powerful 
online tool with them into real-world 
retail outlets.

Q Big  brands have been racing to 
get as many “likes” and “fans” 

as possible on Facebook.  How does 
this impact sales?

A Some brands have more fans on 
Facebook than all their other web 

presences combined. But what matters is 

not just how many “likes” you have but  
what you do with these relationships.  
Engagement with a brand doesn’t begin  
or end with a purchase. It is an ongoing 
relationship, and one that is inherently 
social. The most popular luxury brand on 
Facebook today is Burberry, with over 10  
million fans. Three years ago they had less 
than 300,000. They are using that con-
nection to rebuild their business around 
the customer. It started with how they 
market their products, and now it is im-
pacting how they sell their products. In 
the future it will determine which prod-
ucts they make to begin with, and how 
they introduce those to the market. It will 
also affect how they recruit talent to join 
the company. Burberry is one of the 
thought leaders in its market, but what 
they’ve discovered is applicable and can 
be done by any company, large or small. 

Q How can start-ups leverage 
Facebook to expand their 

businesses? 

A Facebook has enabled European 
start-ups to expand their reach and 

establish a global footprint, often in a mat-
ter of weeks. Nordeus, a game developer 
from Belgrade, has over a million paying 
customers from 140 different countries. 
Five years ago they would have had to raise 
millions of euros and strike expensive dis-

Facebook’s Joanna Shields  
on social and Mobile

tribution agreements with retailers to get 
that kind of access. Yet they were able to 
scale their business from zero to one mil-
lion customers in less than two years, with 
three employees and no external invest-
ment. Diamond Dash, a game released by 
our partner Wooga, is benefitting from 
widespread social discovery on Facebook 
and also on Facebook mobile. One of the 
best ways to help those start-ups is to give 
them a means of generating revenue. Fa-
cebook Credits simplifies the process of 
payment for both users and developers.  

Q Some are predicting that 
Facebook Credits will have  

a big impact on the future of money.  
In what ways have Facebook  
Credits already extended beyond  
the digital world?

A Facebook Credits are used to make 
transactions on the Facebook plat-

form and their popularity already ex-
tends into the ‘real world’.  Users can buy 
Facebook Credits gift cards from a range 
of major retailers including Walmart in 
the United States, FNAC in France and 
Tesco in the UK.  We are also seeing 
Credits put to imaginative use: British 
TV show Big Brother allows users to vote 
for contestants via a developed app, paid 
for with Facebook Credits.  Almost 50% 
of votes cast during the 2011 season were 
purchased through Facebook.

Q Facebook  has just launched a 
new mobile app to bring the 

service to more basic phones, giving 
easy access to users in emerging 
markets who don’t have computers, 
tablets or advanced phones.  Is this 
part of a larger or a new strategy for 
mobile devices?

A In the developing world in particu-
lar, many countries have skipped 

fixed line Internet altogether and gone 
straight to mobile. We believe that they 
should be able to access the same rich 
social experiences as users in the devel-
oped world.  We want to ensure that Fa-
cebook is not just available to those using 
expensive high-end devices, hence our 
focus on improving the experience on 
lower-end specified feature phones. 

Q How does Facebook see its 
mobile strategy evolving?

A Over 350 million people use Face-
book on mobile, from native iOS 

and Android apps to our mobile interface 
(m.facebook.com) and our Java applica-
tion. We are expanding our platform to 
support richer mobile experiences so that 
the viral discovery and distribution we 
see on the web can be replicated on native 
and mobile web applications.
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a global exchange For Personal data
A SWIFT Initiative to expand into data banking could help secure all types of digital data exchanges, transforming the Internet.

 
By JeNNIFeR L. sCHeNkeR

Can SWIFT, the global financial services 
provider, succeed in doing what Mi-
crosoft and other tech titans famously 
failed to achieve? It is exploring an ini-
tiative that could provoke a sea change 
on the Internet that is so significant and 
so widespread in scope that the digerati 
say it could mirror the shift from main-
frames to the personal computer. 

The Society for Worldwide Interbank 
Financial Telecommunications (SWIFT), 
a global organization that handles finan-
cial transactions such as wire transfers 
for more than 9,000 banks, is preparing 
an expansion into data banking – helping 
to secure all types of digital transactions. 

Such a move would allow banks and a 
whole chain of other actors to play a key 
role in securing and disseminating per-
sonal data, a service that Microsoft tried to 
introduce ten years ago and that other big 
tech companies, such as Intel, Sun, Oracle 
and AOL, attempted to develop through a 
group called The Liberty Alliance. 

“This innovation will bring bank-grade 
identity, privacy and security to the global 
exchange of any digital asset between 
any parties,” says Kosta Peric, head of 
Innotribe, the innovation arm of  SWIFT.  
SWIFT’s project, called the Digital Asset 

Grid, or DAG for short, “is one of the ma-
jor innovation initiatives ahead,” he says.

Since 1973, SWIFT has provided a 
shared worldwide data processing and 
communication link for the world’s banks, 
using a common language for interna-
tional financial transactions. It does not 
hold funds, manage accounts on behalf of 
customers, or store financial information 
on an ongoing basis. Its main function is 
to be a carrier of messages. But SWIFT is 
increasingly taking on the role of a catalyst 
to bring the financial community together 
to innovate and work collaboratively.

Drummond Reed, one of a number of 
Silicon Valley digital identity thought 

leaders recruited by SWIFT as advisors 
on this project, says the digital access grid 
has the potential to become “an eBay for 
the entire planet,” democratizing the 
value of user-generated data.

Data is becoming a new type of raw 
material that’s on par with capital and la-
bor, according to a 2011 World Economic 
Forum report entitled “Personal Data: 
The Emergence of a New Asset Class.” A 
handful of the largest Internet companies, 
such as Google and Facebook, are reap-
ing most of the profits from collecting, 
aggregating, analyzing and monetizing 
personal data. But consumers have no 
control over and little knowledge of what 
is being done with their data.

Hence the birth of a movement which 
seeks to put the control and dissemina-
tion of personal data back in the hands 
of the individual. (See interview with 
European Commission Vice-President 
Viviane Reding, page 5). Going forward, a 
person’s data would be equivalent to their 
money, says the WEF report. It would 
reside in an account where it would 
be controlled, traded and accounted 
for just as personal banking services 
operate today. The services would be 
interoperable so that the data could be 
exchanged with other institutions and 
individuals globally. Users could po-
tentially start to leverage their data the 

same way money is leveraged for credit. 
But, the WEF report specifies, “an essen-
tial requirement would be for the services 
to operate over a technical and legal infra-
structure that is highly trusted.” That is 
where SWIFT comes in. It is a neutral or-
ganization and already operates a secure 
global network with an established legal 
framework, placing it in a pole position to 
help facilitate access to the kind of secure 
personal data services first envisioned a 
decade ago.

  swiFt’s role 

“SWIFT has a closed, old, but nonethe-
less highly reliable and secure network 
for interchange of money between the 
banks – the vision is that you could take 
that underlying infrastructure and make 
it more open and more interchangeable 
and make it work between any entity,” 
says Craig Burton, a founding member 
of networking giant Novell and advisor 
to SWIFT on digital identity. “This is 
so big and so significant in scope that 
to speculate on what it might look like 
would be premature.”

Peter Vander Auwera, the SWIFT in-
novation leader who is driving DAG, has 

going forward, a person’s 
data would be equivalent to 
their money, says the World 
Economic forum report. it 
would reside in an account 
where it would be controlled, 
traded and accounted for just 
as personal banking services 
operate today.

continued on page 16
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Q How will your proposed 
reforms help put individuals in 

control of their own data? 

A Today many people, especially 
young people, are not aware of pri-

vacy policies when they create profiles on 
social networks. At the same time, adults 
are unaware that their search data can be 
used by online advertisers. The rules are 
clear – they require informed consent — 
but these rules are not being applied uni-
formly. That is why we need to reform the 
personal data legislation that dates back 
from 1995 – the pre-Internet age – to adapt 
it to the new Internet age. What is needed 
is clear, plain language informing the 
citizen what is happening with their data, 
how and when it is used, what the citizens’ 
rights are and what they have to do to ex-
ercise these rights.

Q Do these rights include the 
right to be forgotten? 

A The right to be forgotten will be a 
central pillar of my reform propos-

als. People should be able to have their 
data deleted when data is no longer neces-
sary for legitimate purposes. This should 
be a right and not only a possibility. The 
burden of proof should not be on the con-
sumer but on data controllers. The com-
panies that collect the data have to prove 
why they have to keep the data, rather 
than individuals having to prove that col-
lecting their data is not necessary. When 
there has been a data breach – that means 
that people’s data have been unlawfully 
accessed – companies should have to no-
tify consumers without delay. I have done 
that already in the telecom sector and am 
planning to extend it to the Internet now.

Q What about supplier lock-in? 
Who owns the data?

A We have already achieved number 
portability in the telecom sector. 

Portability of consumers’ data from social 
networking sites — be it photos or friends’ 
contacts — will be included in the new 
data protection rules.

Q How long will it be before the 
legislation is put in place in 

member states? 

A I will make up my mind on the final 
form of the proposed legislation in 

the coming weeks and present it to the 
Council of Ministers and to the European 
Parliament. Then it will depend on their 
speed. Member states will also have to 
individually adapt national rules so it can 
take some years before the new rules are 
put into effect.

Q How can you ensure that the 
new legislation is applied 

uniformly across the EU?

A We know that one of the big prob-
lems today is the patchwork of leg-

islation and interpretation of law in the 
European Union. Compliance costs com-
panies some 2.9 billion euros per year in 
unnecessary fees. We want to get rid of 
this and have one data protection rule for 
all of Europe. The law will be the same for 
all 27 member states. 

Q Who will enforce the new rules 
in the EU and what sort of 

sanctions do you have in mind for 
companies that violate them?

A National data protection authori-
ties will enforce the rules. That is 

why a central pillar of the reform is the 
strengthening of national data protection 
authorities and ensuring they work very 
closely together. They must have the 
rights tools to act, including the possibil-
ity to sanction data breaches. Sanctions 
could be financial or administrative. This 
will give the legislation the necessary 
teeth so the rules can be enforced.

Q Is there a chance this new 
legislation will be in conflict 

with rules in other regions, such as 
North America?

A Europe is really a front runner in 
the way it protects the personal 

data of the individual. Of course, we 
need to work very closely together with 
other regions. Dialogue with the U.S. is 
essential to data protection issues. U.S. 
Senators John Kerry and John McCain 
recently proposed a commercial 
privacy bill of rights, arguing that the 
U.S. government must act to level the 
playing field for all collectors of 
personal data. This shows that things 
are moving in the U.S. and this is 
encouraging indeed.

Q The World Economic Forum is 
working on the issue of data 

protection from a global perspective. 
Is the European Commission playing 
a role in those discussions?

A Absolutely. For the last several years 
I have been going to Davos to meet 

the IT and media governors on this topic. 
Data protection is moving higher and 
higher on the agenda. I am again expect-
ing a busy couple of days in Davos.

 

europe’s New data 
Protection Rules

 
By JeNNIFeR L. sCHeNkeR

Viviane Reding, the Vice-President of the European Commission, is spearheading 
reform of Europe’s data protection laws. Reding, a scheduled speaker at the DLD 
conference in Munich January 22-24, negotiated a major overhaul of the Conti-
nent’s telecommunications sector as the member of the Commission responsible 
for Information Society and Media from 2004-2010. The reforms included a provi-
sion to force telcos to report data breaches and the prevention of supplier lock-in 
by allowing consumers to quickly move a telephone number from one network to 
another. She recently spoke to Informilo’s Jennifer L. Schenker about her plans 
to implement similar reforms to Europe’s data protection rules to bring them in 
line with the Internet age.  

EC Vice-President Viviane Reding wants to give internet 
users more control over their own data: defining how and 
when it is used, what the citizens’ rights are and what they 
have to do to exercise these rights.

viviane Reding, vice-president of the European commission.
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While Europe’s undisputed leaders 
in the fashion industry are Paris and 
Milan — in that order according to 
the French and reversed if you ask 
the Italians — over the past five years 
London has quietly become the city of 
choice for start-ups seeking to use the 
Internet to disrupt and redefine the 
fashion industry. 

Most of London’s fashion start-ups are 
developing online sales models that they 
hope will allow them to emerge from a 
crowded field of competitors.  Fantasy 
Shopper, for example, is using social me-
dia to drive online sales while farfetch.
com is offering a platform for small de-
signers to get in touch with consumers. 
Other start-ups, such as Editd, which 
produces innovative market research 
for fashion companies, are creating the 
building blocks online retailers are using 
to redefine fashion.

With online sales growing steadily, 
even as the economies of the world’s rich-
est countries sputter, the prize for the 
start-ups that find the right formula is 
potentially huge. Business-to-consumer 
online sales – including travel, digital 
downloads and event tickets – will grow 
an average 11 percent a year in Western 
Europe through 2015 to reach $344 bil-
lion, according to estimates by eMarketer. 

Online fashion retailers fall into three 
categories and European start-ups have 
played an important role in each: 

 s a first generation that had a “pull” busi-
ness model: they had large stocks of 
merchandise and tried to guess what 
people wanted, essentially moving an 
offline store online, a model pioneered 
by Italy’s Yoox in 2000;  

 s a second generation that “pushed” 
products by offering large discounts 
and impulse-based short-lived sales to 
entice buyers, a model first developed 
by France’s Vente Privée  which has 
since been copied worldwide; and 

 s a third generation that is now working 
to exploit the opportunities offered 
by online communities and social 
networks, such as London’s Fantasy 
Shopper, which recently beat 1,500 
start-ups to win the global grand prize 
at an annual Web Services competition 
organized by Amazon.
 

“Fashion is a social trend-led experi-
ence,” says Sonali De Rycker, a London-
based partner at Accel Partners, the 
venture firm behind Facebook, and an 
investor in Fantasy Shopper and fashion 
start-up Stylistpick. “The so-called third 
generation of online or mobile innovators 
will grow because they are adding a social 
dimension to the discovery and purchase 
to create a frictionless experience. If done 
right, social can both drive adoption and 
purchase as well as improve the funda-
mental business model.” 

Fantasy Shopper uses elements of social 
gaming to drive engagement and allows 
people to explore items sold in brick and 
mortar stores, connecting the online and 
offline worlds. It is in the process of raising 
money from Accel and  New Enterprise 
Associates (NEA), Groupon’s backer, 
to expand into the U.S. market. Editd, 
founded in 2009, uses chatter on social 
networks – including Twitter, Facebook 
and Tumblr  – together with data mined 
from blogs, retailers, and tradeshows to 

identify fashion trends before they make 
it onto the runways and into glossy maga-
zines. Armed with that data, retailers, de-
signers and fashion businesses that have 
paid Editd for the information have extra 
input when deciding what to feature on 
their homepages, what to discount and 
what to stop offering altogether.

“Fashion moves so fast and Editd is a 
way to understand much more quickly 
what the trends are,” said Frederic 
Court, a general partner with Advent 
Ventures Partners and an angel inves-
tor in Editd. “If leopard prints are what 
people are after, you want to know that 
before your competitors.”

 Building online Channels 

Big name fashion designers are ad-
justing to a changing environment. Karl 
Lagerfeld, the German designer, said in 
December he would be launching a new 
line called Karl that will initially only 
be available online on London’s Net-a-
Porter, a global site launched in 2000 
that helped pioneer the selling of designer 
clothes online. Many other luxury fashion 
brands such as Prada, Marc Jacobs and 
Dolce & Gabbana work with sites like 
Yoox to sell end-of-the season inventory.  
Yoox, which delivers to more than 100 
countries worldwide, now also operates 
thecorner.com, an online boutique show-
casing cutting-edge fashion and accesso-
ries through dedicated mini-stores that let 
designers feature their latest collections 
alongside multimedia content. 

Several London-based start-ups have 
created platforms to give designers di-
rect access to consumers. Lookk uses a 
social networking environment to engage 
visitors in a marketplace stocked with 
the latest creations of dozens of design-
ers. The company has roots in Vienna 
but is run from London; Lookk looks for 
the next big names in fashion, gather-
ing customer feedback to help budding 
designers improve and evaluate which 
designs are ready to go to market. Bottica, 
backed by French ISAI, a superangel fund 
started by some of France’s most expe-
rienced Internet entrepreneurs, groups 
together little-known designers of jew-
elry and other fashion accessories, while 
Dia-Boutique provides a marketplace for 
more than 30 designers selling dresses 

and other clothing items with a focus on 
Arab consumers. Farfetch.com acts as the 
online channel for a myriad of independ-
ent brick and mortar boutiques located 
in nine European countries, the U.S. and 
Canada,  offering everything from little-
known young designers to Chanel Vintage 
and Gucci. Then there is Mr. Porter, a 
spin-off of Net-a-Porter, specializing in 
clothes for men made by designers such as 
Burberry, Gucci, Lanvin and Paul Smith. 
The site includes a magazine and tips on 
how the other half of the population can 
improve their style.

Ecommerce is, of course, about sell-
ing to people wherever they may be, but 
it helps to have a vibrant home market 
to sell in, if for no other reason than to 
make it easy and relatively cheaper to 
offer free shipping. Here London beats 
out all competitors on the Continent as 
the UK had $102 billion in online sales 
in 2011, according eMarketer. That was 
more than Germany, France, Spain and 
Italy put together. Online sales in Italy 
are barely more than one-tenth that in 
the UK and only in 2014 will the other 
four countries together have more online 
sales than the UK.

 Personalized serviCes 

A whole crop of London fashion sites 
hope to entice shoppers to buy even more 
by offering personalized stylist services. 
Dressipi, co-founded by serial entrepre-
neur Sarah McVittie, uses a carefully de-
fined set of algorithms to calculate your 
personal definition of looking good and 
find your best size in any brand with no 
need to scan or measure.

Another company taking advantage 
of Britons’ propensity to spend online 
is one-year-old Stylistpick, which de-
signs, produces and sells shoes, bags 

How London start-ups  
are transforming the 
Fashion Industry

 By eRIC syLveRs
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the team behind london start-up dressipi.
penelope, a brick and mortar shop in Brescia, italy, one of dozens 

of fashion retailers that sell their wares on farfetch.com.

uk style icon Cheryl Cole in a december tv ad announcing that 
she is designing shoes for online fashion retailer Stylistpick.

tO adveRtIse IN INFORMILO eMaIL SAlES@informilo.com

and accessories. Fashionistas respond to 
Stylistpick’s 20 questions that delineate 
their “style profile,” then for £39.95 a 
month they get to pick a product each 
month from a list of recommendations. 
UK style icon Cheryl Cole is among Styl-
istpick’s designers.

 london Calling 

Like many of its competitors, Styl-
istpick is based in London’s Tech City 
in the East End, an agglomeration of 
Internet start-ups serving a multitude 
of industries. Tech City is helping Lon-
don in its bid to become a global tech 
hub, competing with cities like Berlin 
and Tel Aviv (see stories pages 10 and 
11).  The buzz and activity in Tech City 
has helped facilitate London’s rise to 
the top of the fashion-meets-Internet 
world ahead of cities with longer-stand-
ing fashion pedigree. But with fashion 
start-ups sprouting up from Chelsea to 
Docklands, there is more at work in the 
British capital than just the growth of 

an area dubbed Silicon Roundabout. 
Government policies that offer tax breaks 
for local investors have helped. And, of 
course, London is home to famous stylists 
and a fashion week that, though not on 
par with Paris and Milan, is well attended 
by important designers and fashionis-
tas.  The city also hosts one of the world’s 
best-known schools for fashion designers, 
Central Saint Martins, which continues to 
churn out a throng of twenty-somethings 
with an itching desire to find a way into 
the industry. Notable alumni include John 
Galliano, the late Alexander McQueen 
and Stella McCartney. 

London is proving a vibrant environ-
ment for online fashion start-ups as well, 
and some of these companies’ founders 
are likely to become fashion industry 
stars in their own right. They may even 
help their home city in its bid to become  
Europe’s fashion leader. Look out, Paris 
and Milan.

lookk cEo and co-founder tamas Locher.
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By JeNNIFeR L. sCHeNkeR

Dr. David Agus, a distinguished on-
cologist and pioneering biomedical 
researcher, planned to title his new 
book “What is Health?” But one of his 
most famous patients – Apple’s Steve 
Jobs - instead insisted the book be 
named “The End of Illness”.  Wishful 
thinking? Agus argues that it is not.  
Apple’s co-founder could not be saved 
because advanced cancers are mostly 
untreatable. But Agus, who is sched-
uled to speak at the DLD conference in 
Munich January 22-24, believes most 
diseases can be avoided by making the 
right lifestyle choices and leveraging 
innovation in information technology 
and the life sciences, such as computer 
modeling and protein analysis. Agus 
is the co-founder of three companies: 
Navigenics, a personal genetic test-
ing company; Oncology.com, an online 
cancer resource and virtual commu-
nity; and Applied Proteomics. He re-
cently talked to Informilo’s Jennifer 
L. Schenker about his theories and his 
new book, which was published by Si-
mon & Shuster on January 14. 

Q Why did you write the book?

A Sometimes you have to go to war to 
understand peace. I spent 25 years 

treating advanced cancer and failing most 
of the time.  I believe that most cancers 
can be prevented or delayed and almost 
all illness can be avoided through technol-
ogy, drugs, and lifestyle choices but we are 
not doing it.

Q What can individuals do to take 
charge of their own health? 

A Taking an aspirin a day reduces the 
overall rate of cancer by 20%, taking 

statins can also significantly reduce the 
incidence of cancers. Inflammation is a 
culprit, so getting a flu shot helps. Walk 
and move rather than sit. The more regu-
lar you can make your schedule, the better. 

Q But people who do all of those 
things sometimes get sick 

anyway. Isn’t it a fallacy to believe 
we can control health?

A I am an optimist. I see hope. If, for 
example, I can delay Alzheimer’s 

in a patient for five or six years, I might 
have a drug to treat it by then.

the end of Illness?

Left: dr. david agus, oncologist and pioneering 
biomedical researcher.
below: dr. Agus’s new book, “the End of illness.”

Q If technology and life style 
choices enable people to take a 

bigger role in their own health, 
should there be  economic sanctions 
if they choose to smoke, don’t 
exercise, or are overweight?

A There does need to be culpability. 
If you do the wrong thing you 

should pay more.

Q What role can technology play 
in curbing illness?  

A If we really want to achieve a pro-
ductive society, we have to look at 

the real data and use technology to mod-
el disease in the body as a complex system. 
Big data allows us to start to see trends 
and understand outcomes.

Q How will data mining help?
 

A There exists a staggering oppor-
tunity to make medical records 

electronic and collect data. But every 
country has their own data standards so 

if we don’t develop a global standard we 
won’t reap the benefits. We need to learn 
from the data. Today we can track what 
a consumer is doing with their credit 
cards and change the product placement 
in retail stores accordingly. We ought to 
be able to do the same in medicine.  
There is a new field called proteomics 
that will allow us to see and process a 
huge amount of data so that we can actu-
ally learn what is going on rather than 
rely on the descriptors.

Q Won’t that raise privacy 
issues? 

A We need to strip the data of identi-
fiers and set some standards so we 

can learn from it. 

Q Do we need an independent 
global body that could set 

international technical standards for 
the exchange of medical data? 

A I certainly think it is needed. We 
need a world convention and could 

learn from bodies like the Gates Founda-
tion and WHO on how to do something 
like this. If we really want to achieve a 

productive society we have to look at the 
real data and use technology to model 
disease in the body as a complex system.

Q Could venture capital and the 
capital markets play a bigger 

role in advancing health care? 

A All of the money is going into IT and 
not into biotech and health care. 

The capital markets have to change in this 
regards. This is the century of conver-
gence of the sciences and this convergence 
will most definitely include information 
technology. Putting them together will 
lead to the next big advances.

 

David Agus, one of Steve Jobs’  oncologists,  “spent 25 years treating advanced cancer and 
failing most of the time.”  But he believes cancer and most diseases can be avoided, thanks  
in part to  innovation in information technology and life sciences.

informilo’S nExt puBlicAtion, 
“the networked eConomy: how 
teChnology, innovation and 
venture CaPital are transForming 
the Future oF moBile,” wILL be 
dIstRIbuted at MObILe wORLd 
CONgRess, RuNNINg FebRuaRy 
27-MaRCH 1st IN baRCeLONa. 

for morE informAtion  
or to AdvErtiSE, EmAil  
AdSAlES@informilo.com.
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It is not particularly unusual for a 
world-renowned scientist, an Inter-
net thought leader and a respected 
historian to share the stage at DLD, a 
European digital conference known 
for bringing together an eclectic mix of 
people. But this year will mark a first.  
Three people scheduled to be on such 
a panel at DLD2012 belong to the same 
family: Freeman, Esther and George 
Dyson are all expected to speak. 

The accomplishments of each Dyson 
are extraordinary. Freeman, a British-
born American theoretical physicist and 
mathematician, is famous for his work in 
quantum field theory, solid-state physics, 
astronomy and nuclear engineering, and is 
the author of eight books, on topics rang-
ing from artificial life to disarmament. 

Esther, who was awarded the Aenne 
Burda Creative Leadership award at the 
2009 DLD conference, has long been syn-
onymous with everything digital. She is 
the founding chairman of ICANN, the In-
ternet governing group, an early investor 
in Russian and Eastern European start-
ups and an active investor in Internet 
companies everywhere. Known for her 

prescient views on emerging technolo-
gies, she calls herself the Internet’s court 
jester because, like a jester, she has no 
connection to any institution but has the 
ear of the court because she tells it like 
it is. Restless and inquisitive and a die-
hard road warrior, she has worked as a 
proofreader,  journalist, securities analyst, 
conference organizer, book author, back-
up cosmonaut and philanthropist.  

  siBling rivalry 

While it was not easy being the son of 
“the great Freeman Dyson, it was much 
harder to grow up as Esther’s brother,” 
says George, the younger sibling. “She 
was just so phenomenally successful in 
school that teachers expected the same 
of me and were disappointed,” he says. 
While Esther went off to Harvard at age 
16, George dropped out of high school and 
moved to Canada to learn boat building 
and live in a tree house for three years. 
He became interested in how Russians 
colonists in the 18th century adopted the 
kayak-building knowledge of the Aleuts in 
Alaska and began building his own copies 

of the boat, then wrote a book about it. It 
was a success and led to other non-fiction 
book contracts, earning him a reputation 
as a respected author and historian.

So what is it like having famous par-
ents? “Some of our neighbors were No-
bel Prize Winners,” recalls Esther, who 
was born in Switzerland and grew up in 
Princeton, New Jersey. “We didn’t think 
this was special or weird; we just took it 
all for granted.” 

There was the normal sibling rivalry 
but it took somewhat unusual forms. As a 
girl, Esther kept a secret diary in French. 

“When I started to learn French in school 
she had to find another language, so she 
ended up learning Russian and reading 
Russian literature,” says George.    

Although the family does not have 
any roots in Russia, the Dysons share an 
affinity for that country and its people. 
“We were exposed to Russia and its great 
physicists and mathematicians through 
our father,” says George. “There is a lot 
to learn from Russia and it turns out that 
later in life that is where Esther’s and my 
worlds crossed.”

  an unConventional Family 

 Not surprisingly, there are some other 
shared traits between family members. 
Esther admits to inheriting her father’s 
contrarian streak: “He was a good role 
model,” she says. “He has never been 
interested in convention.” Neither has 
Esther, who turned up at her first meeting 
as a member of advertising giant WPP’s 
board wearing jeans.

All In The Family:  
Freeman, esther and george dyson 

esther dyson, sitting on Freeman’s lap, and george, in a 1955 photo snapped in 
Berkeley by the children’s mother, mathematician verena huber-dyson.

An accomplished, 
unconventional family 
shares an interest in space 
and a desire for challenges 
and “unexpected new 
opportunities.”

While it was not easy 
being the son of “the great 
freeman dyson, it was much 
harder to grow up as Esther’s 
brother,” says george, the 
younger sibling.

continued on page 23
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By vaLeRIe tHOMPsON

SoundCloud, a Berlin start-up that 
aims to be the YouTube of sound and 
music, is one of Europe’s hottest young 
tech companies. The company, which 
allows users to record audio such as 
podcasts, crunch it, and then share it 
with friends, attracted funding from 
Hollywood movie star Ashton Kutch-
er’s A-Grade Fund and has just raised a 
reported €39.15 million C round led by 
venerable Silicon Valley firm Kleiner 
Perkins Caufield & Byers. 

SoundCloud is the latest in a new breed 
of truly innovative start-ups popping up 
on the banks of the Spree, creating a lot 
of buzz around Berlin. 

“Berlin has a rare combination of 
finance, tech, style, youth and grit to 
make it a fertile ground for start-ups 
who push conventional limits and entre-
preneurs who take risks to achieve big 
goals,” says David Blumberg, founder of 
San Francisco-based Blumberg Capital. 
“It has the same young entrepreneurial 
energy that one feels in the streets, of-

fices, gyms and night clubs of vibrant 
hubs such as San Francisco, New York, 
London and Tel Aviv.”

Blumberg recently invested in mad-
vertise, a mobile advertising start-up nur-
tured by Team Europe, one of a number 
of Berlin’s active incubators started by ex-
perienced and ambitious entrepreneurs-
turned investors that identify, coach, and 
back young teams (See chart of Berlin 
incubators).

  a new gloBal teCh huB 

Berlin is clearly now on the map of the 
tech sector, competing against London 
and Tel Aviv to be a global hub. The city 
is also attracting a great deal of interest 
from European VCs.  Among those ac-
tive in Berlin, although not based there, 
are Atomico, Balderton, and Highland 
Capital, as well as France’s Seventure and 
Partech and Russian funds Kite Ventures 
and DST Global. (See chart for a list of 
recent investments.) 

“London may be the primary location 
for venture capital, but for early-stage 
investment, you have to go to Berlin,” 

says Paul Jozefak of Hamburg-based 
venture fund Neuhaus Partners. It is 
a view shared by Jens Munk, an M&A 
advisor and an investment director of 
CF Partners’ recently-created venture 
capital fund. “Berlin is a start-up play, as 
opposed to London which is an enterprise 
play,” he says.

Incubators are playing an important 
role in linking start-ups to capital. Spring-
star, an incubator founded in 2007 by 
German and angel investors Klaus Hom-
mels and Olivier Jung, has co-invested 
with Mangrove Capital at least twice,  
while Team Europe, founded by a group 
of successful entrepreneurs, has attracted 
the likes of Earlybird, Blumberg Capital, 
and Hasso Plattner Ventures as investors 
in its businesses. 

Berlin snagged one-third of the venture 
capital raised in Germany in 2011. Of 270 
deals in the German market totaling €920 
million, 79 were Berlin-based deals worth 
€300 million, according to data provider 
Majunke Consulting. Earlybird Ventures 
has even moved its headquarters to Ber-
lin, closing down its original Hamburg 

location. It’s rare for a venture capital 
investor to relocate, but Earlybird says it 
did so because Berlin has become by far 
the largest source of deal flow.

Berlin’s good exits have been, in large 
part, clones of U.S. companies that have 
been churned out by the Samwer Broth-
ers’ Rocket Internet. Most recently it 
was Groupon’s acquisition of Citydeal, 
which had been funded by the Rocket 
Labs, Holtzbrinck Ventures, eVenture 
Capital and Kinnevik. Its shareholders 
owned about €750 million worth of Grou-
pon shares at the time of the IPO. But 
companies like Soundcloud are helping 
change the city’s reputation from one that 
copies to one that innovates.

  loCal talent 

“I have been very impressed with the 
level of business sophistication, technical 
talent and general business competence 
among the start-up entrepreneurial and 
early-stage investor teams I have met in 
Germany and Europe on recent visits,” 
says Blumberg. “We are seeking and find-
ing innovative entrepreneurs with scal-
able, world-class solutions for business 
and consumer markets.” 

The low cost of operations in Berlin 
is one draw for budding entrepreneurs. 
“Costs are still reasonable in Berlin for 
Internet start-ups,” says Olivier Sichel, 
a partner at Sofinnova Partners in Paris. 
“We’re seeing entrepreneurs from other 
parts of Europe move to Berlin to base 
their start-ups there, like Flattr and 
Soundcloud.” 

Access to a talented, multinational, 
multi-lingual work force for rapidly-
growing sectors including social media, 
e-commerce, mobile and local applica 

Berlin Is 
buzzing
Berlin is a strong contender to join London and Tel Aviv as 
a key hub for tech start-ups. And in turn, the city’s start-
ups are attracting a great deal of interest from European 
and US VCs.

“Berlin has a rare 
combination of finance, tech, 
style, youth and grit to make 
it a fertile ground for start-
ups who push conventional 
limits and entrepreneurs 
who take risks to achieve big 
goals,” says david Blumberg, 
founder of San francisco-
based Blumberg capital.

continued on page 22

Soundcloud founders alex Ljung (right) and eric wahlforss (left).
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what To expect At dLd
Three days before the World Economic Forum in Davos 
(WEF), leading representatives from international companies 
will gather in Munich to shape the digital agenda for 2012.

cor, gifts and kitchenware handpicked 
by tastemakers and brands.

“The European homeware market is 
much larger than the U.S.’s and it has a 
broader base of designer talent so this 
is a really exciting market to target for 
a European company,” says Llustre co-
founder Tracey Doree.

vThere are other advantages: the Fab.
com model overcomes some of the chal-
lenges faced by online fashion shops be-
cause sales are not as brand dependent, 
says angel investor Hommels, a speaker 
at the DLD conference in Munich Janu-
ary 22-24. What’s more, “with design 
products for the home there are no issues 
about whether something fits, so returns 
are not a big issue – it is 2% versus 8% to 
9% and the overall metrics look better 
than flash sales,” he says.

So far Casacanda, the Fab clone being 
backed by Hommels, is focused just on 
Germany but there are plans to expand 
internationally.

 Centralize and soCialize 
 
The U.K.’s Fantasy Shopper, one of 

Europe’s hottest 3.0 e-commerce com-
panies, is already doing just that. The 
company, which recently won out over 
1,500 start-ups  to gain the global grand 
prize at the annual Amazon Web services 
competition, is in the process of raising 
a new round of funding from Accel, the 
venture firm behind Facebook, and New 
Enterprise Associates, the venture firm 
behind Groupon, to expand into the U.S., 
says CEO Chris Prescott.

Fantasy Shopper, which uses ele-
ments of social gaming to drive en-
gagement and allow people to explore 
items sold in brick and mortar stores, 
connecting the online and offline 
worlds, neatly exhibits several other 
of Europe’s emerging ecommerce 3:0 
areas of strength: fashion, collaborative 
consumption and gamification.

“People want entertainment, they want 
to feel social when they are shopping on-
line,” says Prescott. “What we are doing is 
to make social gaming relevant to the shop-
ping process. Our mission is to centralize, 
socialize and gamify online shopping.”

Right now the service is available only 
to UK consumers but thanks to its new 
funding round, Fantasy Shopper will soon 

be launching in New York, San Francisco, 
Paris, Milan, Tokyo and Shanghai.

If the young company’s success to date 
is mirrored by the new design sites, Eu-
rope’s 3.0 ecommerce future could be 
more fabulous than Fab.com’s.

Every year since its creation in 2005 
DLD organizers Stephanie Czerny and 
Marcel Reichart and co-chairs Hubert 
Burda and Israeli tech investor Yossi 
Vardi have invited some of the bright-
est and most interesting people on the 
planet to brainstorm and network at its 
invitation-only conference in Munich. 

Since much of the conversation cent-
ers around digital disruption it is not 
surprising that previous speakers have 
included Facebook founder Mark Zucker-
berg, Google executives Eric Schmidt and 
Marissa Mayer, YouTube founder Chad 
Hurley, Wikipedia founder Jimmy Wales, 
Hulu CEO Jason Kila and Foursquare 
co-founder Dennis Crowley.  But the mix 
has also included scientists such as biolo-
gists Craig Venter and Richard Dawkins, 
authors Nassim Taleb and Paulo Coelho 
and Nobel Laureates Martti Ahtisaari, 
Muhammad Yunus and Daniel Kahne-
man. China’s Ai Weiwei has been a guest 
as has Lady Gaga, who performed live.

This year’s event promises not to disap-
point: DLD has assembled lateral thinkers 
from a broad array of sectors. The event 
will highlight upcoming developments in 
the digital world. The largest technology 
stock market launch of the decade will 
also be a topic: Facebook’s COO, Sheryl 
Sandberg, will talk about the impact of 
social media and numerous CEOs will 
outline how their sales approach and 
business models are changing as a result 
of digital media. In addition, DLD will 
shine a spotlight on emerging markets: 
Digital entrepreneurs from Israel, Russia 
and Turkey will present their projects. 
And Turkish Minister for EU affairs, 
Egemen Bagis, will speak about his gov-
ernment’s plans.

Next-Up? DLD Women in Munich in 
June and DLD Tel Aviv, October 21-24. 

 
 
 

continued FRoM coveR

llustre’s site highlights sleek designs for the home like this kitchen shelving.

dld co-chairs yossi vardi and Hubert burda dld organizers stephanie Czerny and  
Marcel Reichart
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 Fantasy shoPPer 

(www.FaNtasysHOPPeR.COM)
exeteR, eNgLaNd
what it does: A social shopping game and a 
fashion discovery platform
why it’s hot: Winner of Amazon’s global start-
up competition in 2011, it’s raising a new round 
from Accel Partners, a backer of Facebook, and 
New Enterprise Associates (NEA), a backer of 
Groupon, to expand into the U.S. 

 lookk (garmz gmBh) 

(www.LOOkk.COM)
LONdON, eNgLaNd aNd vIeNNa, austRIa
what it does: Platform connecting fashion 
designers and their fan base. The best designs 
are selected by fans and then offered for sale 
to members.
why it’s hot: Founded in 2009, LOOKK won a 
Seedcamp challenge in 2010, and in 2011 raised 
seed capital from Eden Ventures and Carmen 
Busquets, the savvy investor from Caracas 
who was a major founding investor in Net-a-
Porter. Other investors include 500 Start-ups 
founder Dave McClure, Kima Ventures and 
angel investors Sherry Coutu, Richard Titus 
and Tom Hulme.

  vente Privee   

(www.veNte-PRIvee.COM)
La PLaINe saINt deNIs, FRaNCe
what it does: Online, member-only daily 
discounted sales events for consumer goods.
why it’s hot: Vente Privee is the originator of 
the online sales events business model. With 
an annual turnover that is cresting €1 billion 
and with 14 million members and a healthy 
15% growth rate after ten years in business, 
it just entered the US market in a joint 
venture with payment industry heavyweight 
American Express. 
 
 made.Com 

(www.Made.COM)
LONdON, eNgLaNd
what it does: Made to order designer furniture 
platform that groups buyers to procure items 
at lower prices.
why it’s hot: Growing fast: 40% increase in 
sales per month. Made.com just raised €7.2 
million expansion capital from US-based 
investors Level Equity, Jaina Capital and 
Brent Hoberman’s PROfounders Capital. The 
money will fund expansion to the US.

  Culture laBel 

(www.CuLtuReLabeL.COM)
LONdON, eNgLaNd
what it does: Online retailer of gifts and 
affordable art from leading museums  
and galleries.
why it’s hot: Culture Label is creating a new 
category in ecommerce and merchandising. 
Customers include Amnesty International, 
Saatchi, MiMa and the British Houses of 
Parliament.

  tiCtail 

(www.tICtaIL.COM)
stOCkHOLM, swedeN
what it does: Easy-to-use ecommerce and social 
shopping platform for retailers of all kinds.
why it’s hot: Three young founders with a 
track record at Stardoll and IdentityWorks 
(branding agency) are setting out to simplify 
online shopping. It shares an office with two 
hot start-ups — iZettle and Wrapp — both of 
which are backed by Creandum.

  storeBeez 

(www.stORebeez.COM)
bIRMINgHaM, eNgLaNd
what it does: Online ecommerce platform  
for crafters.
why it’s hot: Founded by Alex Circei, the 
Romanian serial entrepreneur with a flair 
for creating successful and award-winning 
ecommerce ventures, Storebeez is one 
of nine recent graduates of the Oxygen 
Accelerator in London.

  wraPP 

(www.wRaPP.COM)
stOCkHOLM, swedeN
what it does: App-based digital gift card 
platform.
why it’s hot: A multi-billion dollar addressable 
market and an all-star founding team, hailing 
from Rebtel, Spotify, and Groupon, and 
including the former CEO of H&M, enabled 
this Swedish start-up to raise €5.5 million 
in venture capital after only a couple of 
months of activity in Swedish market. The 
investment brought Niklas Zennström in as a 
board member.

  shutl 

(www.sHutL.CO.uk)
LONdON, eNgLaNd
what it does: Fast delivery of retail purchases 
made online or through mobile devices.
why it’s hot: Shutl, which was seed funded by 
Hummingbird Ventures and business angels, 
aims to revolutionize delivery of consumer 
goods purchased online by couriering items 
directly from high street stores to consumers 
in seven cities in England.

  mister sPex 

(www.MIsteRsPex.COM)
beRLIN, geRMaNy
what it does: Online eyeglass retailer
why it’s hot: Just three years old, Mister Spex 
, which is now active in Germany, Spain, 
the UK and France, has estimated annual 
revenue of about €20 million, far more than 
U.S. clone Warby Parker.

  BlaBlaCar (Formerly Comuto) 

(www.bLabLaCaR.COM)
PaRIs, FRaNCe
what it does: Car-sharing platform
why it’s hot: The French company has 
attracted 1.3 million users in three regions, 
with 100,000 more per month signing on.

  hailo    

(www.HaILOCab.COM)
LONdON, eNgLaNd
what it does: Mobile platform for hailing Black 
Cabs in London and paying fares by credit card.
why it’s hot: Hailo claims the largest single-city 
smartphone taxi driver network in the world, 
with more than 10% of London cabs signed 
up. More than 100,000 consumers have 
downloaded their taxi booking app since 
launch in November 2011.

  klarna 

(www.kLaRNa.se)
stOCkHOLM, swedeN
what it does: Payments platform allowing 
consumers to pay for items after delivery.
why it’s hot: More than 12,000 online 
merchants use Klarna’s platform. It enticed 
Sequoia into making a rare investment in 
a European venture and should achieve 
revenue of €84 million in 2011. In December 
Klarna announced an additional €117.5 
million round of financing to develop new 
geographic markets, and to expedite growth 
in existing markets. With this round it 
expands its investor base, adding DST Global, 
founded by Russian investor Yuri Milner, and 
late stage investor General Atlantic Partners.

  tradeshiFt 

(www.tRadesHIFt.COM)
LONdON, eNgLaNd 
what it does: A fee-free platform for e-billing 
and payments
why it’s hot: With a growth rate of 60% a 
month, this Danish-born venture recently 
raised €13.42 million to expand the business. 
It is now active in 190 countries; customers 
include the EU’s new procurement platform, 
as well as the UK’s National Health Service.

e-COMMeRCe

25 OF euROPe’s  
HOttest dIgItaL 
MedIa COMPaNIes

to identify the most promising internet companies in Europe informilo 
asked some of the continent’s most active investors to nominate 
companies outside their own portfolios. While companies copying 
existing business models are doing well we chose to spotlight 
innovative European technologies or business models, from early to 
late stage. We did not include music and gaming as categories for this 
list, choosing instead to focus on e-commerce, advertising and media 
companies since these sectors are a big focus of the dld conference 
in munich january 22-24. Some of the start-ups on this list are well 
known, others are below the radar but unlikely to stay that way for 
very long. Below find our picks for the top 25:
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  just-eat  

(www.Just-eat.COM)
LONdON, eNgLaNd 
what it does: Online takeaway food platform
why it’s hot: A Danish start-up backed by 
top-tier investors, including Silicon Valley’s 
Greylock, Just-Eat has acquired seven smaller 
rivals and is entering a joint venture in France 
to boost its sales and geographic reach.

  zeeBox 

(www.zeebOx.COM)
LONdON, eNgLaNd
what it does: Zeebox offers web, iPhone and 
iPad apps to connect users with their TV-
watching friends, so they can chat, share and 
tweet about whatever’s on.
why it’s hot: One of the first companies to 
figure out how to capitalize on the fairly recent 
consumer habit of watching TV while using 
Facebook and Twitter. 
BSkyB liked the idea so much it acquired 10% 
of Zeebox, which was founded by former BBC 
technology executive Anthony Rose.

  wiBBitz 

(www.wIbbItz.COM)
teL avIv, IsRaeL
what it does: Developer of a video plug-in for 
blogs and other media platforms.
why it’s hot: Launched in 2009, the start-up 
says 31 million videos have been viewed on its 
platform to date. Raised seed funding from 
French super-angel fund Kima Ventures

  taPetv 

(www.taPe.tv)
beRLIN, geRMaNy
what it does: Internet music video channel
why it’s hot: Offers music videos 24/7; its 
four million users can create their own 
video mixtapes.  TapeTV also broadcasts 
live concerts and other events. Revenue is 
reportedly €20 million annually.

  Base 79 

(www.base79.COM)
LONdON, eNgLaNd
what it does: Platform for managing, serving, 
and selling original video content.
why it’s hot: Second-fastest-growing media 
company in Europe according to the GP 
Bullhound 2011 Media Momentum List. One 
of four “Cool Vendors in Media” in a report by 
Gartner Group in May 2011

  readmill 

(www.ReadMILL.COM)
beRLIN, geRMaNy
what it does: Social app to manage and share 
the highlighted content of ebooks. It supports 
iPad and Kindle formats.
why it’s hot: Readmill is pioneering ebook 
social applications. It hit the ground running 
long before launch in December 2011, with 
an investment by SoundCloud founders and 
Atlantic Ventures, followed by Passion Capital 
and Index Ventures, the same VC fund that 
backed and profited from last.fm.

  mendeley    

(www.MeNdeLey.COM))
LONdON, eNgLaNd
what it does: eDocument management 
application for university students and 
researchers with social networking features.
why it’s hot: The founders aim to outdo existing 
bibliographic management tools. It is now 
endorsed by dozens of Ivy League and top tier 
universities in the US and Europe. Investors 
and advisors include high-profile angels that 
made their fortunes with Skype, Last.fm, and 
Warner Music.

  BonFire.im   

(www.bONFIRe.IM)
bRIgHtON, eNgLaNd
what it does: An add-on for Twitter to support 
chat (instant-messaging ) 
why it’s hot: Based out of White Bear Yard, 
Stefan Glaenzer’s incubator, the founders 
of bonfire.im have already founded three 
start-ups between two of them. Bonfire adds 
presence to Twitter, contributing to the move 
away from IM-specific services like MSN 
Messenger or AOL’s Instant Messenger. It 
uses its own chat infrastructure so the service 
works even if tweets are delayed.

  datasiFt 

(www.datasIFt.COM)
ReadINg, eNgLaNd, NOw MOvINg tO tHe u.s.
what it does: Filtering and data mining software 
that targets social media.
why it’s hot: Datasift enables companies to 
track and filter trending topics, sentiment and 
geolocation data from Twitter, for a variety of 
business uses. It recently raised €4.7 million 
funding from IA Ventures and GRP Partners 
and established data partnerships with 
Lexalytics and Klout. 

  unruly media   

(www.uNRuLyMedIa.COM)
LONdON, eNgLaNd
what it does: Social video advertising: Unruly 
distributes video and rich media formats 
across platforms including YouTube, 
Facebook, Twitter, premium publisher sites, 
influential blogs and mobile applications.
why it’s hot: Unruly has excellent “social” 
skills that it applies to marketing video clips. 
Since its launch in 2006, Unruly has worked 
on more than 1,400 campaigns for many of 
the world’s biggest and brightest brands. It 
also created a new authoritative Top Viral 
Video chart, which it describes as “the world’s 
largest, most comprehensive database of 
online social videos”. The chart is used by 
major media outlets.

  Criteo 

(www.CRIteO.COM)
PaLO aLtO, CaLIF
what it does: Online display advertising 
innovator with its own predictive engine.
why it’s hot: This France-founded business 
serves up more than 50 billion ads for its 1,000 
ecommerce customers, to help them increase 
their post-click sales. Criteo is generating 
annual sales of €157 million. The company 
says 98% of the marketers that try the service 
convert to paying customers.

MedIa

sOCIaL
adveRtIsINg

informilo’S nExt puBlicAtion, “the networked eConomy: how teChnology, innovation and venture CaPital 
are transForming the Future oF moBile,” wILL be dIstRIbuted at MObILe wORLd CONgRess, RuNNINg 
FebRuaRy 27-MaRCH 1st IN baRCeLONa. for morE informAtion or to AdvErtiSE, EmAil AdSAlES@informilo.com.
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Banks and mobile operators have been 
vying to dominate the mobile payments 
space but Silicon Valley companies could 
end up reaping the richest rewards.

The reason? It is not those that process 
the transactions but rather the companies 
that manage to leverage the rich informa-
tion in the electronic trail clients leave 
behind – the so-called digital slipstream — 
that will win in the networked economy. 
Google, Apple, Amazon and Facebook 
know this and are masters at it.  And all 
four all likely to embrace near field com-
munications, or NFC, a technology that 
transforms mobile phones into electronic 
wallets, disrupting existing players such 
as telcos and banks, according to a joint 
study by DLD and market intelligence 
and information service StrategyFacts, 
which is due to be released for the first 
time at the DLD conference in Munich 
January 22-24. 

Today NFC payments are just ramp-
ing up. Most consumers still don’t have 
NFC-enabled phones and merchants are 
struggling with the necessary investments 
and interoperability issues. But, in the No-
vember StrategyFacts global survey of 221 
NFC experts from the telecommunica-
tions, Internet and banking sectors, 89.1% 
said they believe NFC technology will be 
a standard component on smartphones of 
all categories as a mainstream payment 
method within three years.

  moBile/retail synergy 

NFC mobile wallets connect with a 
merchant’s payment terminal and not 
only record the sale but offer a whole host 
of other services, such as customer loyalty 
cards and wirelessly transmitted coupons. 

Visiting retail websites is one of the 
fastest-growing activities among smart-
phone users across Europe, according 

to another joint study to be released at 
the DLD conference, involving DLD, 
ComScore and Telefonica.  The survey 
estimates that in October 2011, more than 
13.6 million smartphone users in France, 
Germany, Italy, Spain and the United 
Kingdom accessed a retail site through 
their smartphone.

For example, more than 20% of UK 
smartphone users searched for the loca-
tion of retail stores during October 2011. 
And once they arrived at the store, 16% 
took a picture of a product and nearly 9% 
shared that picture with friends or family. 
Another 6% indicated that they compared 
product prices while in-store.

  the digital sliPstream 

Going forward, consumers could use 
their NFC mobile wallets to access a num-
ber of new, personalized services while 
shopping. Successful entrants into the 
mobile payment space will need to think 
about different ways in which consum-
ers might save and spend their money 
— “ways that have nothing to do with 
today’s default vendor-run gimmicks 
such as loyalty cards, ‘sales,’ coupons and 
rewards that are meant to trap us, herd 
us and shake us down for more money,” 
Doc Searls, a Silicon Valley technology 
seer, says in a blog post. The real potential 
of mobile wallets is giving consumers 
“more control over how, why and where 
we spend (or actually save – as in a bank) 
our money,” says Searls. 

For banks looking to cater to custom-
ers in markets like the U.S. and Europe 
that might mean developing value-added 
mobile services based on both presence 
and preference, such as one that allows 
consumers in a store to instantly check 
whether they can afford – and how they 
might finance – a coveted big-ticket item.  

Consumers will “pay for value, including 
services that make our wallets serve us,” 
says Searls.

But it is not just about getting consum-
ers to pay for new services. Data about con-
sumers is worth money – lots of it. Google 
makes money by leveraging its view on 
customer preferences – what they choose, 
browse, purchase, view, like, dislike, re-
peat, enjoy and ignore – whereas banks and 
telcos view and make money on the actual 
transactions. The margin banks and telcos 
make on domestic and cross-border trans-
actions continues to plummet globally. 
They can’t protect margins by continu-
ing to do the same thing when faced with 
regulatory changes, well-informed clients 
and a tough competitive environment.

“Clients live in the digital slipstream- 
they live in a world of implicit and ex-
plicit choice — and they vote with their 
wallet,” says Daniel Marovitz, a former 
Deutsche Bank managing director and 
Internet veteran who now runs a Lon-
don-based start-up called Buzzumi. “The 
Internet companies base their business 
on it. Banks ignore the slipstream and fo-
cus on just the final piece — enabling the 
purchase — but there is a huge amount 

of value in all the behavior that precedes 
the purchase.” 

 He urges banks and telcos to follow the 
example of Silicon Valley companies like 
Google. The search engine giant, which 
launched its NFC-based mobile wallet 
service last Fall, has already received 
backing from a number of retail and fi-
nancial service companies. Respondents 
to StrategyFact’s survey say it is in a very 
strong position to become as powerful a 
facilitator of physical world transactions 
as it is online.

  oPPortunity or threat? 

Ditto for Apple. More than 200 mil-
lion people already have Apple iTunes 
accounts tied to credit cards with one-
click purchase capability and the com-
pany has reportedly filed patents for a 
mobile wallet.

When asked by StrategyFacts, “How 
do you rate the likelihood that Apple, 
Facebook and Amazon will enter the 
NFC market?”, 75.6%  of the NFC ex-
perts thought it was very likely that Ap-
ple would enter, while 41.6% considered 
it very likely that Amazon would do so; 
only 26.7% believe it’s very likely that 
Facebook will.

Banks and telcos are not ceding the 
market. For example, banks are partici-
pating in a large-scale trial of NFC-based 
payment systems in France, paying four 
French mobile operators to host the pay-
ment application on their SIM cards.

And in the U.S., banks have fought 
to become part of ISIS, a mobile wallet 
initiative led by AT&T, T-Mobile and 
Verizon. Initially, ISIS hoped to capture 
the entire customer transaction without 
including banks in the program. The 
banks pushed back so ISIS, which will 
be paid a fee for hosting payment cards 

Mobile 
wallets go 
Mainstream
Survey to be Released at the 2012 DLD Conference 
Outlines How Silicon Valley Companies Could Disrupt 
the NFC Mobile Payment Space.

the real potential of mobile 
wallets is giving consumers 
“more control over how, 
why and where we spend 
(or actually save – as in 
a bank) our money,” says 
doc Searls, a Silicon valley 
technology seer.
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 A november survey of some 
221 nfc experts from the 
internet, telecom and banking 
industries asked whether 
it was likely that Silicon 
valley giants Amazon, Apple 
and facebook will follow in 
google’s footsteps and offer 
nfc mobile wallet services.

the november survey asked 
industry experts if they believe 
that there will be mass market 
uptake of nfc mobile phone 
payments within three years.

the independent survey asked participants to rank the ways nfc 
mobile payments services could benefit merchants, consumers 
and new players.

  amazon   aPPle   FaCeBook 

unlikely

somewhat likely

likely

very likely

most smartPhones

only Premium smartPhones

real-time interaCtion 
(e.g. direCt resPonse in-store, 
in-store Promotions)  

ComBination oF time with loCation 
(e.g. daytime-dePendent oFFers to 
inCrease store utilization)  

loCation-Based (in-store and 
near-store, Position traCking)  

advanCed Customer 
analytiCs   

ComBination oF online marketing 
with oFFline marketing  

12040 60 80 1000 20

in its wallet, now includes Visa, Master-
card, American Express and Discover.

A Bank of America or a Deutsche Bank 
is big enough in its home market to launch 
its own consumer-facing mobile app ser-
vices and reap bigger rewards from min-
ing the data, argues Marovitz. Banks and 
telcos have to decide whether to leverage 
the digital slipstream to do more, he says, 
or watch potential profits slip away.

“NFC-based payments will disrupt the 
existing digital payment ecosystem,” pre-
dicts Veit Siegenheim, a consultant at 
StrategyFacts and a scheduled speaker at 
DLD. ”Winning companies will combine 
strong relationships with merchants, cus-
tomers and advertisers with the capability 
to subsidize market development and 
necessary investments. Existing play-
ers who miss any of these capabilities, 
like most telcos and banks, will be on the 
losing end.”

SourcE: StrAtEgyfActS gmBh

SourcE: StrAtEgyfActS gmBh

12.2%

41.6% 75.6%4.5%
3.2%
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19.9%

89.1%

10.9%

the view of the man on the left is the one captured by google. the one on the right is banks’ view of the digital slipstream: they learn little about their customers’ preferences.
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gathered an impressive list of experts to 
help think through potential approaches. 
They include Burton; Silicon Valley seer 
Doc Searls, co-author of the ClueTrain 
Manifesto and instigator of the Vendor 
Relationship Management (VRM) Initia-
tive at the Berkman Center for Internet 
& Society at Harvard University; Scott 
Davis, a partner at K & L Gates LLP law 
firm and a well-known authority on legal 
frameworks that safeguard personal data; 
veteran Silicon Valley technologist Mary 
Hodder; and Reed, an Internet entrepre-
neur in identity, personal data, and trust 
frameworks who most recently founded 
Connect.me, a service that allows people 
to use social networks to build their own 
personal trust networks.

Together, the team is helping SWIFT 
identity the technologies, legal framework 
and business models needed to underpin 
a global digital identity exchange.

The World Economic Forum, which 
is once again planning high-level meet-
ings on the subject at its annual gathering 
in Davos January 25 to 29, is currently 
tackling the same issues and is prepar-
ing a new report on the topic. Among 
other things its report will look new 
applications in marketing, healthcare 
and financial services that will require a 
global system for the secure exchange of 
personal data.

Earlier efforts to create global systems 
have failed. “The number one reason that 
Microsoft’s Passport and Hailstorm were 
dead on arrival was not the technology — it 
was the business model. People could not 

accept Microsoft as the toll booth for the 
whole Internet,” says Connect.me’s Reed. 
Ditto for the Liberty Alliance. An oligar-
chy of commercial companies was not 
viewed as being more trustworthy than 
one controlled by a sole entity, he says. 
“What the digital identity business lacks 
is a trusted exchange on the Internet,” 
says Reed. 

  Finding a Business model 

But trust is not enough. There is a 
need for a business model that works for 
everyone and is transparent to everyone. 
Banks and other actors, such as telcos 
and social networks, could offer consum-
ers secure storage lockers for their data. 
Banks could use the same rule sets to do 
the accounting, auditing, monitoring and 
enforcement of personal data accounts.

However, what’s envisioned goes far 
beyond that, involving not just banks and 
consumers but all sorts of merchants, 
government agencies and organizations.

Say a consumer wants to buy a car. To-
day she could only use the SWIFT net-
work to send the payment.  But what if she 
decided to let it be known that she is pros-
pecting to buy a car and SWIFT points at 
her on the digital asset grid.  Various deal-
ers and insurance companies could pitch 
her in real time. All of the information 
needed to fill out the paperwork involved 
in the buying, insuring and registering of 
the car would already be stored digitally 
and released, in a secure fashion, to the 
relevant parties.  Authorization to share 
pertinent personal data with third-party 
warranty services and perhaps the fed-
eral transportation authority, in case the 
model purchased is ever recalled, could 
also be easily arranged.

Such services could be built using the 
type of VRM tools advocated by DAG 
advisory board member Searls. VRM 
tools aim to provide customers with in-
dependence from vendors and better way 
of engaging with them. The same tools 
could also support individuals’ relation-
ships with schools, churches, government 
entities and other kinds of organizations.  

A digital trust framework, a set of legal 
and technical rules by which members 
of a network agree to operate in order 
to achieve trust online, is also necessary 
if banks are going to expand their busi-
nesses from financial to personal data, 
says lawyer David, a member of the DAG 
advisory team. 

David is the chief legal architect of The 
Respect Trust Framework, which is being 
billed as the first personal trust frame-
work designed to give individuals control 
over the sharing of their personal data on 
the Internet, mobile phone networks, 
social networks and other online forums.

The framework will serve as the foun-
dation for Connect.me, a social discovery 
network founded by DAG advisory com-
mittee member Reed that works across 
popular social networks such as Face-
book, Twitter and LinkedIn. Connect.
Me enables people to build their own 
personal trust networks by vouching for 
the people they respect most in context. 
Think of it as a peer-to-peer reputation 
system (see illustration on page 4).

“The genius of eBay was its invention 
of a quick, easy and cheap reputation sta-
tus,” says Reed. “Connect.me is doing this 
but not in one silo.” Connect.me plans to 
make money by connecting companies 
to relevant customers. It will offer a cut 
of the “relationship fees” it collects to 
the consumers.

Connect.me and other services con-
nected to DAG will help spread the wealth 
around, says Reed, “democratizing the 
value of user-generated data for the whole 
Net” instead of for just a few Silicon Val-
ley players.

 transForming the weB 

DAG will also help transform the Web 
from a place where people go to visit sites 
to one that knows what we are doing and 
uses that information to help automate 
what we want to accomplish.

Such a transformation would not take 
long, says Reed. “Our contention is that if 
SWIFT is ready and the banks are willing, 
building the digital asset grid can be done 
as fast as you can build a Twitter,” he says.

SWIFT is taking a “garage start-up” 
approach to the project, with a dedicated 
team working in their own space, and 
expects to have a prototype working by 
March, says Vander Auwera, the SWIFT 
innovation leader spearheading DAG. But, 
he cautions, “this is not some little start-
up. We are talking a worldwide infra-
structure play that has to be predictable 
and resilient. I am not expecting it to go 
fully live for about five years.”

 

Banks and other actors, such 
as telcos and social networks, 
could offer consumers 
secure storage lockers for 
their data. Banks could use 
the same rule sets to do 
the accounting, auditing, 
monitoring and enforcement 
of personal data accounts.
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continued FRoM page 4

Peter vander auwera, the SWift innovation leader who is driving dAg.
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It is a formula that has made a select 
group of European entrepreneurs and 
investors very rich: Identify a new on-
line model that is rapidly gaining trac-
tion in the U.S., create a European clone 
and then sell it to the Americans for an 
inflated price.

Think of the daily deals sector: Ger-
many’s CityDeals was sold to Groupon in 
2009 for $600,000 in cash plus Groupon 
shares valued at $125.4 million as of the 
acquisition date after only 5 months in 
business. CityDeals was created by the 
Samwer brothers, who made their fortune 
by creating and selling German versions 
of eBay (eBay eventually bought them), 
Facebook, eHarmony, Zappos, and a num-
ber of other businesses.

 it’s smarter to Partner 

But where once these clones may have 
been viewed primarily as pests, today U.S. 
start-ups are starting to see the advan-
tages of buying into or partnering with 
their European carbon copies.

Consider Groupon’s perspective on 
its CityDeals acquisition, as expressed in 
the Groupon blog: “...we realized that [Ci-
tyDeals] were among the best operators 
we’d ever met....It’s absolutely insane how 

quickly they’ve scaled, with 600 employ-
ees working from 80+ European cities....”

And now new models for international 
expansion are starting to evolve: take the 
October deal between Springstar, a Berlin 
incubator co-founded by Klaus Hom-
mels, one of Europe’s most successful 
angel investors, and Airbnb, a U.S. crowd-
sourced marketplace site for turning your 
apartment into a hotel for a night. In a 
new twist that could just become a trend, 
Springstar will help Airbnb expand inter-
nationally in exchange for a stake in the 
mother company.

Hommels, a scheduled speaker at the 
DLD conference January 22-24 in Mu-
nich, has made early-stage investments 
in some very successful Internet busi-
nesses, including Skype, Xing, QXL.com 
and Adjug. He and partner Olivier Jung 
have also refined the process of helping 
companies expand internationally in the 
couponing and flash sales businesses, pro-
viding guidance to businesses such as 

Russia’s KupiVIP, Turkey’s Markafoni 
and Brazil’s Brandsclub. 

It’s a natural step to add North Ameri-
can start-ups to the mix, says Hommels. 
U.S. companies have realized that it is 
smarter to partner than to try and go 
global on their own. “US start-ups need 
to go global way earlier because there are 
copycats all over the world. But buying 
yourself into different markets is costly 
and time-consuming.”

 “Springstar recently partnered with 
Airbnb to accelerate its global expansion, 
which strategically is extremely impor-
tant to the company given the rapid clon-
ing of the concept in markets around the 
world,” says Jeff Jordan, a general partner 
at Silicon Valley venture firm Andreessen 
Horowitz and an Airbnb board mem-
ber. “We are optimistic that the Airbnb 
partnership ... will indeed enhance the 
company’s competitive position globally, 
as a result of which I’d expect to see a lot 
more deals like it.”

 aligning interests 

Springstar offers start-ups its experi-
ence and connections in exchange for 
equity stakes in the parent U.S company. 
“If there is an alignment of interests then 
we can design a common equity arrange-
ment where we can partly finance the 
rollout of the U.S. company, or the U.S. 
company can finance the rollout,” says 
Hommels. “There we are flexible.” 

There are a several other move-
ments afoot to bring together U.S. 
and European tech start-ups, and 
their investors, for mutual advantage. 
In 2011,  the “Silicon Valley Comes to 

Cambridge” program, created by serial 
entrepreneurs and angels Sherry Coutu 
and Reed Hoffman, broadened its vision 
to become “Silicon Valley Comes to the 
UK.” SVC2UK hosted a series of events 
that brought together investors, serial 
entrepreneurs, students and angels from 
the UK with their Silicon Valley counter-
parts to discuss, debate, create and fund 
disruptive internet, gaming and fashion 
start-ups. Clearly the Continent could use 
a similar initiative.

Another example of cooperation be-
tween the U.S. and Europe is “London 
to NYC,” a mission that aims to promote 
trade and investment between the two cit-
ies. Created by Judith Clegg of The Glass-
house and Stephen Strauss of NYCEDC, 
the program is supported by both cities’ 
mayors. Rightster, We are Social, and 
Notonthehighstreet.com will all join the 
February mission.

 CorPorate ConneCtions 

European start-ups aren’t only con-
necting with their U.S. counterparts and 
investors: increasingly, third parties are 
helping them to reach large corporates, 
which could become customers, distribu-
tion channels, partners, or even acquirers.

Seedcamp, the UK-based early-stage 
mentoring and investment program, takes 
start-ups on a U.S. roadshow for three 
weeks every spring. The trip features a 
number of meetings with product devel-
opment, developer relations, marketing, 
innovation, business development, and 
corporate development teams at large 
corporates. Seedcamp has also recently 
launched Seedcamp Seed Dating, a speed-
dating platform to bring together more 
corporates and start-ups.

Xooglers (ex-Google executives) Anil 
Hansjee and Rob Kniaz and angel investor 
Hussien are also looking to help connect 
the European start-up community with 
U.S. corporates.

“Too often VCs do not have the right 
insights into corporate business develop-
ment and product plans to make start-ups 
more relevant, exciting and challenging 
to larger corporates, says Hansjee, who 
until recently was in charge of M&A for 
Google in EMEA. 

“There is a big gap and an important 
gap to fill,” he says. These connections can 
help start-ups find the right homes: Kniaz 
helped orchestrate the sale of Stockholm-
based online video editor Jaycut AB to 
RIM late last summer.

There are clearly a number of new and 
innovative initiatives developing to create 
closer ties between start-ups, investors, 
and corporates in Europe and the U.S., 
and to help start-ups on both sides of the 
Atlantic expand outside their home coun-
tries. The bridges are being built but they 
remain a bit shaky.

 

building bridges
Start-ups, investors, 
and corporates in the 
U.S. and Europe are 
strengthening ties in new 
and interesting ways.

 
By JeNNIFeR L. sCHeNkeR

uS start-ups need to go 
global way earlier because 
there are copycats all over 
the world. But buying yourself 
into different markets is 
costly and time-consuming,” 
says klaus hommels, one 
of Europe’s most successful 
angel investors.

Hussein kanji, 
Early stage tech investor.

klaus Hommels,
md at Springstar.

Rob kniaz, 
Early stage tech investor .
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By JeNNIFeR L. sCHeNkeR

A refurbished 1924 building on Roths-
child Boulevard, in the heart of Tel Aviv, 
is the site of eBay’s new global center for 
social shopping, a sign that the Israeli 
capital is making inroads in it bid to 
become a global tech hub.

It is also a symbol of the evolution of 
Israel’s high-tech sector. For years Israeli 
companies believed that the best route to 
success was to move the headquarters to 
the U.S. and leave research and develop-
ment in Israel.

That is no longer necessarily the case.  
Israel is building  successful consumer 
Internet companies from Tel Aviv; as wit-
nessed by the exit, in the last 12 months, 
of at least four Israeli start-ups. Among 
them was The Gifts Project. Founded 
in 2009 by 27-year-old Ron Gura, and 
three partners, the Gifts Project is a social 
commerce platform that enables users 
to give and receive group gifts on social 
networks and ecommerce websites. It 
was purchased by eBay for $20 million 
last September . The Gifts Projects team, 
now crowded in a tiny office in a modest 
apartment building, will soon move into 
its tony new offices – located only a few 
blocks away –and start building up a team 
to work on new projects, such as eBay’s 
Go Together, a service that allows peo-
ple who want to attend an event, such as 
concert or movie, in a group, to figure out 
the logistics and pool money for tickets.

Other recent notable exits include 
Wibiya, a company that enables web 
publishers to integrate multiple services, 

applications and widgets into their envi-
roment through customized web-based 
tool bars, which was sold to Conduit, for 
$45 million.  PicScout, which monitors 
the use of images on the Web, was sold 
to Getty Images and picapp, a spin-off 

which offered free premium quality im-
ages, to Ybrandt.  All four companies, plus 
Lab Pixies, the first Israeli company to be 
sold to Google,  are graduates of the Zell 
Entrepreneurship Program, funded by 
U.S. business magnate Sam Zell, which 
has evolved into an acclaimed venture 
creation program.

Like Europe, Israel now has a swelling 
population of serial entrepreneurs. “It is 
a very supportive ecosystem,” says Liat 
Aaronson, the head of the Zell program. 
“Mentors are doing tons of work with 
young entrepreneurs.”

Entrepreneurship has always been part 
of the city’s DNA,” says Tel Aviv Mayor 
Ron Huldai. “It was founded by 66 fami-
lies who build the city from sand so the 
city itself was the first start-up.”

Hudai says he wants to “ strengthen 
Tel Aviv as a global city for high tech and 
innovative companies.” To that end, the 
city is trying to make itself as attractive 
as possible, not just investing in free WiFi 
but also investing heavily in cultural pro-
jects. “Creative people don’t just need 
infrastructure they need atmosphere,” 
says the mayor. “They want to live in Tel 
Aviv for the food, entertainment at night, 
the excellent beach.”

  investors and inCuBators 

Today, there are about 600 start-ups 
in Tel Aviv.  But many more have dreams 
of becoming an entrepreneur. Walk any-
where in Tel Aviv and you are likely to 
bump into someone who has a business 

Tel Aviv: the start-up Nation’s Hub
Israel is now building 
successful consumer 
Internet companies from 
Tel Aviv, a sign of the city’s 
growing importance as a 
global tech hub.

“Entrepreneurship has always 
been part of the city’s dnA,” 
says tel Aviv mayor ron 
huldai. “it was founded by 
66 families who build the city 
from sand so the city itself 
was the first start-up.”
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plan in one pocket and the phone num-
ber of DLD Co-Chairman Yossi Vardi 
in the other.

Vardi, who founded his first technol-
ogy startup in 1969 and has gone on to 
be involved in more than 60 Israeli tech 
ventures. He has taken seven companies 
public and sold many others-the most fa-
mous of which was ICQ, the first Internet 
instant-messaging company, which was 
acquired by AOL (TWX) for more than 
$400 million. Vardi has plowed his gains 
from ICQ and other successes back into 
startups, serving as angel investor and 
mentor to scores of young Israelis.

Along with Vardi, a new generation an-
gel and early stage investors has emerged, 
including lool ventures’ Avichay  Nis-
senbaum and Eden Schocat,   a general 

partner in Genesis, an Israeli fund focused 
at early stage investing, to help fund Is-
raeli start-ups .

And, there are now a growing number 
of incubators and accelerators to give en-
trepreneurs a boost.

 raPid aCCeleration 

Genesis runs an incubator called the 
Junction. On a recent afternoon it was 
packed with entrepreneurs. Some were 
working away on their computers, while 
others were lining up to get free advice 
from Eyal Shahar, a respected web de-
sign specialist. A new facility called The 
Library, located in the heart of Tel Aviv’s 
business district, within the municipal 
library in the Shalom Tower, will soon 

offer start-ups co-working space and fa-
cilities in addition to networking events 
and professional infrastructure. And, a 
new initative called The Elevator, hopes 
to serve as an accelerator. 

There is even a program called Startup 
Seeds, which encourages school age chil-
dren who are passionate about computers 
and technology.

It appears to be working. A  competi-
tion, organized during a DLD event in Tel 
Aviv last October, attracted 1,500 budding 
entrepreneurs, a sign that Israel’s repu-
tation as a start-up nation isn’t about to 
change anytime soon.

 
 

israeli entrepreneurs gather to tinker with 
technology, study about building business 
models and learn from each other

  reCent exits 
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the symbols for virtual currencies Bitcoin and ven.

gence of the nation-state system,” says 
Stan Stalnaker, founding director of 
Hub Culture. “As the Internet erodes 
boundaries in other areas, it’s only natu-
ral that people think about money in 
new contexts.”

“What is changing is our ability to create 
systems that are both decentralized and 
efficient, with fewer requirements for cen-
tral control, continues Stalnaker. “ These 
changes are early indicators of a seismic 
shift coming in the way we articulate, ex-
change and perceive monetary authority.”

For starters, money is increasingly just 
data. All the value in the world is today 
represented not by gold or paper but by 
bits in the form of messages, says Silicon 
Valley seer Doc Searls. Money itself does 
not move: Agreements do. When SWIFT, 
the interbank telecommunications pro-
vider, reports that “1000€ are no longer 
in Account A but are now in Account 
B,” all involved believe that money has 
actually been transported, says Searls. 
Yet nothing physical has happened. The 
abstractions we call bits, and written 
language and formal messages have all 
caused a shift in the agreement about 
where the money is.

The point is that the networked world 
is one where trade can be instantaneous 
and without location, and can be both 
two-way and auditable, says Searls. 
SWIFT has provided infrastructure for 
that over the last several decades, but 
only for its partner banks and other large 
institutions. “The same grace could be 
extended to the exchange of everything 
and agreements about everything, over 
the Internet,” he says.

 Crossing the digital divide 

Many kinds of live signals of demand 
and supply can be sent, received, and 
acted upon via a mobile device, thanks 
to full-duplex application program in-
terfaces (APIs), a set of tools for building 
software applications that can be imple-
mented by both a user and an organiza-
tion. “All these capacities—none of which 
are physical—comprise new infrastruc-
ture and building materials for count-
less new businesses, for banks and for 
everybody else,” says Searls.

One of those new business lines is 
based on the idea that people can be com-
pensated for services in digital currency 
and then spend that money not just for 
online goods like games, music or movies, 

but also to pay at participating businesses 
in the physical world. 

Ven trading goes to a central repository 
and Hub Culture tracks who has what. 
But other digital currencies, such as Bit-
coin and Ripple, are decentralized.  Two-
year-old Bitcoin, a peer-to-peer electronic 
payment system based on cryptographic 
proof instead of trust, allows any two will-
ing parties to transact directly with each 
other without the need for a trusted third 
party. The technological approach allows 
people to anonymously buy anything on-
line or transfer funds without the need for 
banks, credit card companies, or services 
like Western Union.

There are now 8.1 million Bitcoins in 
circulation with a value of  $54.27 million. 
“Bitcoin liberates money,” says Donald 
Norman, a co-founder of the Bitcoin 
consultancy, a team which specializes 
in developing software for Bitcoin and 
running its exchanges. “Imagine a dollar 
bill, or a small piece of gold, simply having 
wings. I can send it to my friend across 
the  world for free, quickly and without 
an intermediary taking his cut.”

 virtual CurrenCy risks 

The service appeals to geeks, libertar-
ians, dealers in illegal drugs and money 
launderers but also to a swelling group of 
people across the planet who are commit-
ted to the so-called “triple bottom line”, an 
expanded spectrum of values and criteria 
for measuring organizational success that 
includes environmental and social, as well 
as economic, criteria. “Alternative cur-
rencies have social, moral, nonfinancial 
values encoded in their DNA,” comments 
Innotribe’s Schlegel.

It is ironic, according to Norman, that 
people associate Bitcoins with money 
laundering, given what he deems the 
“criminal” actions of banks. “Did any-
one go to jail for the laundering of up 
to $420 billion of Mexican drug cartel 
money through  banks?” asks Norman, 
“And the $160 million fine? I wish I only 
had to pay .07% — that is point zero seven 
percent! — on my legal money transfers.”

Bitcoin is not out to maximize profits. 
It offers a number of advantages over tra-
ditional ways of transacting. “It is free, it 
takes 40 minutes or less instead of days, 
the service is available 24/7 including 
bank holidays, and Bitcoin does not freeze 
your money or dictate which merchants 
accept it,” says Norman.

Of course, you can’t spend Bitcoin in 
as many places as you can use traditional 
currency, at least not yet. And as with 
anything new, there are risks. The value 
of the currency, which is now at $6.7 per 
unit, has fluctuated wildly, dropping from 
$33 per unit to under $3 at one point in 
2011.  And people are already short selling 
it and stealing it – just like they do with 
currencies in the physical world. 

One of the biggest challenges for Bit-
coin is that its network was not built to 
scale. However, on the assumption that 
demand will soar, a team of software de-
velopers are working to make the network 
more resilient and the user interface more 
consumer friendly. 

Hub Culture, which pioneered the 
space, also has big ambitions. When it 
was launched in 2007, Ven was assigned 
a value: Ten Ven equaled one dollar and 
Hub Culture began to sell it, allowing 
members to redeem their Ven at retail 
outlets willing to accept the currency.  
The list of retail suppliers has grown and 
Ven is now priced to a basket of curren-
cies, commodities and carbon futures.

“Banks can benefit from working with 
us to grow the Ven economy and bring 
Ven to institutional trading,” says Stal-
naker. Hub Culture’s goal? To make the 
Ven a global reserve currency.

It is unlikely that there will be a single 
reserve currency or a single global cur-
rency, according to Stalnaker. Instead, 
a mix of physical and digital currencies 
will allow people to pick and choose new 
options for trade.

Some already are. So don’t be surprised 
if someday soon your waitress asks to be 
paid in Ven or Facebook Credits. The 
future is already here.
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small piece of gold, simply 
having wings. i can send it to 
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“costs are still reasonable in 
Berlin for internet start-ups,” 
says olivier Sichel, a partner 
at Sofinnova partners in paris. 
“We’re seeing entrepreneurs 
from other parts of Europe 
move to Berlin to base their 
start-ups there, like flattr and 
Soundcloud.”

continued FRoM page 10

tions and SaaS offerings is another reason 
for increasing interest in Berlin.

There is a pool of graduates and interns 
to tap from the region’s four universities, 
seven polytechs, and four art schools, as 
well as the large number of computing 
and software research institutes in the 
area, according to DT Labs. The Fraun-
hofer Institute alone has 10 research sites 
in the Berlin area. “The talent goes to Ber-
lin and the venture capital follows the 
talent,” says Lukasz Gadowski, founder 
of Team Europe.

The technically-trained talent is at-
tracted to a culturally vibrant city and 
a life with affordable rent. “In Berlin 
you have plenty of available apartments, 

reasonably-priced office space, and access 
to the best and most educated people, 
many from Eastern Europe,” says Munk, 
managing director of venturecapital.de, 
the venture arm of CF Partners.

Also contributing to the pool is the 
growing number of buyouts and M&A 
deals, some of which forced out found-
ers. Entrepreneurial manager-types are 
showing a willingness to leave established 
medium-sized tech companies. “There 

are enough experienced people to fuel the 
HR-hunger of the companies and enough 
experienced ex-employees, who want to 
try it themselves,” says Gadowski.

  Beyond the tiPPing Point 

For example, the founder of online 
games start-up Wooga, which is now 
the third-largest social gaming devel-
oper on Facebook, with 34 million active 
users monthly, parachuted out of Jam-
ster (Jamba), while sociomantic labs, a 
performance advertising start-up, was 
founded by a team that jettisoned out of 
Zanox, a €370 million-a-year ecommerce 
affiliate marketing company that was ac-
quired back in 2007. And veterans from 
Rocket Internet are reportedly leaving 
the incubator to explore new opportu-
nities. These seasoned entrepreneurs 
bring with them their know-how and 
bright ideas.

“Berlin’s Internet start-up scene is 
beyond the tipping point in terms of criti-
cal mass,” says Gadowski. As the rock 
band R.E.M. told Rolling Stone maga-
zine, “Berlin is a pulsing, exciting city... 
an excellent place to set up camp and 
make a great record.” Or, increasingly, 
a great Internet start-up.
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immobilienScout24recently started up its incubator to provide weekend seminars, 
coaching, and financing for young entrepreneurs.

Angel investments and start-up coaching from philipp hartmann (previous ventures 
sportme and madvertise), serial entrepreneur john tobias and kai hansen (sportme and 
lieferando).

Builds new companies and fosters talented entrepreneurs, with a focus on disruptive early-
stage ventures in technology and consumer web and mobile services sectors. headed up 
by christophe maire, founder of gate5, acquired by nokia, and early backer of Soundcloud, 
plazes and Studivz, among others.

internationally-oriented early-stage incubator for innovative teams established by well-
known angels klaus hommels, harish Bahl and oliver jung, who between them have  
been involved with the founding and funded more than 20 companies in 10 countries  
on several continents.

internationally-oriented but strong in Berlin. team Europe was founded by lukasz 
gadowski and kolja hebenstreit. it recently spun off pointnine capital, which is raising  
a €23.5 million fund to invest in SaaS, ecommerce, and related ventures.

founded by oliver, marc and Alexander Samwer, often called germany’s most successful 
serial entrepreneurs; founders of citydeal (recently acquired by groupon) Wimdu, Alanda, 
and jamba. this incubator focuses on internet-based business models. it supports its 
investments with capital and advice, particularly in the areas of marketing, development, 
human resources and finance. its portfolio includes edarling, toptarif and zalando. 

founded by entrepreneurs turned investors Stefan glänzer and michael Brehm to develop 
local consumer internet ventures around the world based on established business models. 
the current focus is daily deal projects.

there are many more seed stage and angel investors that are actively developing 
Berlin-based ventures, including hackfwd (hamburg) from lars hinrichs, founder of xing; 
(london); digital pioneers (maastricht); E42 gmbh (Bonn); Bigpoint (hamburg); and cf 
partners’ early stage venture capital fund, known as venturecapital.de (frankfurt).
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wimdu (soCial marketPlaCe)

soundCloud (weB audio)

wooga 

lieFerheld (online Food 
delivery)

madvertise 
(moBile advertising)

searChmetriCs gmBh (seo 
soFtware & searCh analytiCs)

dawanda (online marketPlaCe)

6wunderkinder 
(ProduCtivity tools)

amen internet (a PlatForm to 
“Find the Best”)

gourmeo (reservation Portal)

herrensChmiede 
(menswear weBshoP)

hitFox (user aCquisition For 
games PuBlishers)

10start (yaCht Charter)

numBerFour (online soFtware 
For small Business)

PanFu (young internet)

readmill (Building soCial data 
around Books)

trademoB (moBile advertising)

txtr (e-reading)

wahwah (musiC sharing)

roCket internet; kinnevik

2011: union square ventures; index 
ventures; doughty hanson ventures; 
ashton kutCher’s a-grade ventures 
2012: kleiner Perkins CauField & Byers

highland CaPital Partners, tenaya 
CaPital, Balderton CaPital, holtzBrinCk 
ventures

ru-net; kite ventures; team euroPe; 
Point nine CaPital. Previous round: 
tengelmann; holtzBrinCk ventures; 
Point nine CaPital

BlumBerg CaPital; earlyBird

iris CaPital, neuhaus Partners gmBh, 
holtzBrinCk digital

vorwerk ventures; Piton CaPital. 
Previous investors: holtzBrinCk 
ventures, team euroPe ventures; 
the euroPean Founders Fund; 
Point nine CaPital

atomiCo 

index ventures; ashton kutCher;  
guy oseary (madonna’s manager)

mangrove CaPital Partners; sPringstar

mountain suPer angel; iBB 
BeteiligungsgesellsChaFt;  
eCommerCe allianCe

digital Pioneers n.v. holtzBrinCk 
ventures, hasso Plattner ventures, 
tengelmann ventures, kite ventures

Pdv inter-media venture gmBh;
iBB BeteiligungsgesellsChaFt

index ventures

digital Pioneers n.v.; heiko huBertz

index ventures; Passion CaPital, 
soundCloud; others

high-teCh gründerFonds (htgF); 
tengelmann ventures

3m ventures

hasso Plattner ventures

exPansion / 70.9 million 

2011: series B / 7.9 million
2012: rumored to Be uP  
to 39 million

series B / 18.9

early/ 8 million

series B / 7.9 million

third/ 5.32 million

exPansion /4 million

series a / 3.31 million

seed / 1.57 million 

seed / not disClosed

seed / not disClosed

seed / not disClosed

seed / not disClosed

not disClosed

seed / not disClosed

seed / 300,000

early / not disClosed

strategiC / not disClosed

early / not disClosed

  Berlin’s latest moBile and internet investments  
 (seleCted to show range oF investors) 

informilo’S nExt puBlicAtion, 
“the networked eConomy: how 
teChnology, innovation and 
venture CaPital are transForming 
the Future oF moBile,” wILL be 
dIstRIbuted at MObILe wORLd 
CONgRess, RuNNINg FebRuaRy 
27-MaRCH 1st IN baRCeLONa. 

for morE informAtion  
or to AdvErtiSE, EmAil  
AdSAlES@informilo.com.
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 But Freeman is hesitant to claim credit 
for any of Esther’s and George’s qualities. 
“They both benefited from benign neglect, 
since I brought them up in a family with 
four younger daughters,” says Freeman, 
who started a second family after a di-
vorce from Esther and George’s mother, 
mathematician Verena Huber-Dyson. 
Esther and George both learned when 
they were young to be independent and 
to manage their own lives. “As teen-agers 
they were strikingly different: Esther the 
quiet super-achiever and George the flam-
boyant rebel,” says Freeman. “To me it 
has been a great joy and a great surprise 
to see them come together and become 
close friends in the last twenty years.”

Freeman says it has been exciting to 
see his children move into areas that were 
completely different from his: Esther into 

the world of business and George into the 
Canadian wilderness. “The joke now is to 
see them growing more like me as they 
grow older,” he says. “It has also been a 
surprise to see both of them share my pas-
sionate interest in space. I never pushed 
this enthusiasm onto them or expected 
them to catch it.”

Freeman was one of the creators of 
Project Orion, a secret mission carried 
out to build an atomic spaceship between 
1957 and 1965. George would later choose 
to spend years researching and writing 
a critically-acclaimed book about the 
project. Esther has run three annual 
workshops called Flight School focused 
on next-generation aviation and private 
space travel. “We need a back-up planet,” 
she says. Her interest in space prompted 
her to take a six-month sabbatical in 2009 
to train in Star City, Russia’s cosmonaut 

training center near Moscow, as a back-
up for Hungarian-American space tourist 
Charles Simonyi, who oversaw the devel-
opment of Microsoft’s Word.

Although Esther ultimately did not get 
to go into space, George, Freeman and 
his wife Imme joined her in Kazakhstan 
for the launch.

  sPaCe... and Beyond 

The visit to Baikonur was a great oc-
casion for a family reunion and gave 
Freeman an illuminating glimpse of Rus-
sian space culture. “The Russian space 
culture is very different from ours,” says 
Freeman. “We think in decades while 
they think in centuries. The whole town 
of Baikonur participated in the launch, 
which was a civic ceremony as well 
as a practical mission. “The Russians 
know that they are on their way to the 

stars, and do not much care how long 
it takes,” observes Freeman. “As a con-
sequence of this difference in culture, 
the USA does better with unmanned 
missions and Russia does better with 
manned missions. Unmanned missions 
can do great exploring in a decade, but a 
manned program needs to be sustained 
for centuries.”

George’s thoughts while standing in 
front of the Soyuz launch vehicle in Ka-
zakhstan were more down to earth. “Here 
we are, 52 years after Sputnik and 41 years 
after Project Orion was scheduled to leave 
with a crew of fifty for Saturn, and the 
only way for an American to get to low 
Earth orbit is to pay $40 million for a seat 
on a Soviet-era rocket.”

The Dysons’ interests are by no means 
limited to space.

George has just written a new book, 

which is due to by published by Random 
House in March, entitled Turing’s Cathe-
dral, which he describes as “a story about 
the origins of the digital universe in the 
numerical sense.”

For her part, Esther is investing in 
companies that have an impact on hu-
man health, such as 23andMe, a genomics 
company, Healthloop, which specializes 
in healthcare IT, and consumer health 
data companies Keas, Healthtap, Health 

Rally, Voxiva and many others. And she is 
always on the hunt for the next big thing. 
Esther was an early investor in social 
networks but now finds them “not chal-
lenging,” she says. “Once there is general 
understanding of something I move on.” 

Freeman also loves a challenge. He has 
just solved a numbers-theory problem he 
and others have been working on for 65 
years. And in early January he was in Cali-
fornia, working with a group called Jason 
which advises the U.S. government on tech-
nical problems. “We listen to government 
people describing their needs and then get 
together and try to help,” says Freeman. “I 
think our work is useful because it gives the 
people in the government some contact 
with the world outside. The military people 
need our help especially. They live in a 
little secret world isolated from the fresh 
air outside. We give them some fresh air.”

  new oPPortunities 

  Even if he is proud of his scientific 
work – such as a nuclear reactor he 
helped build in 1956 which is still used 
in hospitals today to produce short-lived 
radio isotopes for diagnosis – Freeman 
regards his writings for the general public 
as being more important. “Certainly my 
writing has affected a larger number of 
people and brought me into a wider com-
munity,” he says. 

But he is not planning on writing any 
more books. “I am now 88, which means 
that life is more than usually unpredict-
able,” says Freeman. “I have been lucky 
to keep my health and my wits until now. 
I will continue in the future as I did in 
the past, to make no plans but grab un-
expected opportunities when they arise.” 

Spoken like a true Dyson.

 

freeman says it has been 
exciting to see his children 
move into areas that were 
completely different from 
his: Esther into the world of 
business and george into 
the canadian wilderness. 
“the joke now is to see them 
growing more like me as they 
grow older,” he says.
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above: george dyson standing in front of the Soyuz 
launch vehicle in kazakhstan in 2009.
Left: Esther and freeman dyson enjoying a father-
daughter moment during their family’s reunion in 
kazakhstan for the 2009 space shuttle launch
below: the cover of george dyson’s new book, 
turing’s cathedral, to be published in march by 
random house.




