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Peer-to-peer lending, along  
with other types of alternative 
loans are gaining interest,  
writes Jennifer L. Schenker
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It’s no surprise that Funding Circle, which 
enables individuals and organizations to 
lend to small businesses, has attracted 
$58 million in funding from venture firms 
Accel Partners, Index Ventures and Union 
Square Ventures.

According to its calculations based on Bank 
of England statistics, extending credit to SMEs 
is a £7 billion-a-month market in the UK alone.

Funding Circle and more than a dozen other 
UK companies are filling a gap: according to 
NESTA, an organization working to increase 
innovation in the UK, demand for alternative 
sources of finance in Britain grew by 91% 
between 2012 and 2013 because traditional 
leaders are not serving SMEs’ needs.

These disruptive companies are part of a 
new generation of London start-ups that are  
grabbing customers from traditional financial 
services companies or, in some cases, trying 
to figure out ways to work with them or sell to 
them (see the Banking Reboot story on pages 
20 and 21). In addition to lending, these start-
ups are targeting faster, cheaper, better ways 
of banking in all its forms.

There are plenty of reasons why London 
serves as a magnet for fintech companies: it is 
one of the world’s leading financial capitals, 
and considered to have a far more interna-
tional scope than either New York or Singa-
pore. Some £4 trillion of assets are managed 
in the UK. And financial services represent the 
country’s single largest sector by GDP.

London’s £84 
Billion Start-Up 
Opportunity
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Early in its life King, the makers of the popular Candy 
Crush Saga, came within a day of going bust, yet 
months later landed an eye-popping $23 million A 
round. It has pivoted not once but twice and in doing 
so produced one of the world’s most successful games 
out of London and then floated on the New York 
Stock Exchange. How did King hit the jackpot?

Like many overnight successes, King has been around 
for more than a decade. Founded in 2003 as Midasplay-
er, the company was started by six guys: co-CEOs Toby 
Rowland and Riccardo Zacconi, based in London, and 
CTO Thomas Hartwig, Managing Director Lars Mark-
gren, Chief Creative Officer Sebastian Knutsson and 
Chief Systems Architect Patrik Stymne in Stockholm. All 
but Rowland are still at the company.

The team had worked on a number of projects and in 
late 2002 everybody in the group was looking for a new 
gig. “I was the games guy. I had seen a business model 

Pivoting once is a challenge.  
To do it twice as King — maker of 
the hit game Candy Crush Saga 
— has done is a feat. But after its 
lackluster IPO big challenges lie 
ahead, writes Ben Rooney

King 
Saga

built on skill games from a company 
called Skilljam,” says Knutsson. Other 
big players at the time included World-
winner, which had raised $17.5 million. 
The only European competition came 
from UK-based Gameaccount. According 
to a report by IESE Business School, the 
worldwide size of skills-based games 
was estimated to be around €100 mil-
lion to €200 million by the end of 2003.

The founders pooled their funds and 
set to work in February 2003, agreeing 
that no one would draw a salary for 
the first year. The company officially 
launched on 1 August, 2003.

Mark Zuckerberg was still a year away 
from launching Thefacebook, so where 
did a fledgling gaming start-up go to get 
players? It was web portals like AOL, MSN 
and Yahoo and their European equiva-
lents that were still gateways to the web.

“They often had tons of games traffic 
but could not monetize it. We pro-
posed a turnkey service where 
you could integrate our service 
[and] redesign it so it fitted 
the Yahoos and AOLs of 
the world.”

Although the model 
worked, like so many 
start-ups, balancing cash flow was a 
finely-tuned process. Players played in 
tournaments with real or practice money. 
If they played with real money Midasplay-

er took 25% of the tournament 
jackpot. According to an interview 
in 2009 Zacconi said that in 2003 
the company brought in just €14,000 yet 
expenses racked up. Without investors 
the fledgling company  

would collapse.
Rowland and 

Zacconi turned to 
Melvyn Morris, who 

they had worked with at 
dating site uDate. He had sold it 

for $150 million. According to Knutsson, 
Morris put up €500,000. 

Morris’s investment “was in the nick of 
time,” says Knutsson. “We got the fax on 
23rd December. We knew we wouldn’t 
make the year if we didn’t get the money 
in. It was the last day.”

With Morris’s money, as well as other 
investors including Klaus Hommels 
on board, the company started to see 
revenue climb from €2.3 million in 2004 
to €10.8 million in 2005, when the com-
pany broke into profit, to €20 million 
in 2006, €29 million in 2007, and €38 

million in 2008, according to Zacconi’s 
2009 interview.

“We became the dominant player in 
Europe,” says Knutsson.

In 2005, the company, by then 
around 100-strong with offices in Ger-
many and the U.S., raised its second, 
and last, funding round. Apax, in its last 
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It was Bubble Witch Saga 
that pushed King into the 
public eye. “It started to 
monetize to a level that 
Facebook and our competi-
tors took notice.” 

It was around this time that the company 
realized that once again it was going to have 
to make another shift, this time to mobile.

Its first mobile game was Miner Speed. 
“It was a simple game so it was easy to 

transfer to mobile to understand the 
impact,” says Knutsson. That exper-

iment led up to The Big One, Candy 
Crush Saga. “This was our strongest game 
on Facebook; we knew we had to get it 
right,” says Knutsson. They had no idea 
how big it would prove to be.

“Our internal target was ‘can we do 
a game that could reach a top 10 for a 
week?’” They could. And then some. King 
reported profit of $567.6 million last year, 
up from $7.8 million in 2012. Revenue 
leapt to $1.88 billion from $164.4 million. 
“Candy Crush” was played by 93 million 
people more than a billion times daily in 
December, King said in its IPO filing.

Candy Crush Saga pulled the trigger for 
King’s IPO. “It became an option that we 
started to discuss more and more.” 

Knutsson was phlegmatic about 
King’s performance since its March 26th 
IPO, when it hemorrhaged $1 billion of 
value. According to data from Dealogic, 
King had the worst performance of any 
company raising more than $500 million 
since it started keeping records in 1995.

Despite the performance of King’s 
stock, Knutsson is confident. The com-
pany is pushing into Asia, having signed 
a deal earlier this year with China’s Ten-
cent to distribute Candy Crush to its more 
than 220 million active monthly users . 

He also rejects speculation that the 
company is a one-hit wonder, although 
out of its $1.9 billion in 2013 revenues, 
Candy Crush Saga accounted for $1.47 bil-
lion or 78%. “Building a network of games 
has always been our plan, a network built 
around the saga format.” 

So far the markets don’t appear to share 
his optimism. Having IPO’d at $22.50, the 
price peaked at $21.39 and at press time is 
currently trading around $16.50. It looks 
like King’s toughest game is going to be 
NYSE-saga, a game of many, many levels.

venture deal, invested €28.9 million. 
(At the IPO price its stake was valued at 
$3.25 billion.) Index Ventures joined as 
a junior partner, investing €5 million. 
Pre-money the company had been 
valued at around $35 million.

“We decided after that round that we 
wanted to build our own direct business,” 
says Knutsson. “We knew we needed a 
better domain name. Midasplayer was 
always a bit of a mouthful.

“We bought King from a private 
individual who had it for his email 

with him and his mother. 
We paid 

around $1 
million.”

But by 
2009 it was 

clear there 
were problems. 

“A compa-
ny called 
Facebook was 
starting to suck 

up a lot of users 
from our portal partner-

ships,” recalls Knutsson. “We 
had one year where Yahoo’s 

game channel went from 23 
million uniques to 14 million in 

less than a year.”
Unless King.com did something big 

it was in trouble. “In 2009-10 growth 
was stagnant. We had this term, when we 
were talking about our partners, as being 
“F by F” [f***** by Facebook].”

In October 2010 the company an-
nounced a shake-up. The web team was 
slashed in half, releasing coders to work 
on five new projects to crack Facebook.

“We knew we had to manage the 
transition with improving the com-
munication internally, managing that 
risk of trying to pivot and make sure 
the staff were part of that journey and 
understanding why we are doing it,” 
says Knutsson. “We had to reinvent 
ourselves. That was tough.”

Of the five games one failed, three did 
OK, but one was to prove the key to un-
locking Facebook and provide King with 
its magic formula — the saga.

“The saga is such a simple idea it works 
on a three-year-old. It is the simplicity that is 
its strength, not its complexity.”

King Chief Creative Officer Sebastian 
Knuttsson:  “We had to reinvent ourselves. 
That was tough.”

September 2002
Company is founded 
in Stockholm  
as Midasplayer.

November 2005 
Midasplayer.com  
is rebranded to  
King.com.

March 2011
Candy Crush Saga 
launches on King.com.

October 2011
King becomes a Top 
10 Facebook game 
developer by DAUs 
(daily average users).

July 2012
Bubble Witch Saga 
launches on Apple 
iOS devices, King’s 
first game to fully 
sync progress across 
Facebook, mobile and 
tablet devices.

September 2004
First games are 
launched on 
Midasplayer.com, 
including multiplayer 
8-ball pool and 9-ball 
pool games.

July 2009
First game is launched 
on Facebook.

April 2011
Miner Speed is the 
first game to launch 
on Apple iOS devices.

April 2012
Candy Crush  
Saga launches  
on Facebook.

November 2012
Candy Crush Saga 
launches on Apple iOS 
and Android devices.

December 2013
King reaches over 
324 million average 
monthly unique users 
across its growing 
network on web, 
social and  
mobile platforms.

January 2013
King overtakes Zynga 
to become top played 
game on Facebook.

March 2014
King IPOs. Shares  
fall dramatically on  
opening day.

Sweet 
Success
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Re-imaging The  
High Street 
A competition run by the UK’s innovation 
agency, the Technology Strategy Board 
(TSB), hopes to find new, technology-
driven ways of reinvigorating UK High 
Street retailers. The first phase of the 
project, announced June 1st, includes 
£2 million in funding for 21 projects.
The TSB will invest up to £6 million in a 
second phase. The value of individual 
contracts in the second phase will be up 
to £1.2 million.
Projects funded in the first phase include:
The Town Pound: A project that will trial 
the concept of a national network of 
local e-currencies. The project’s ultimate 
intention is to create a network of locally-
branded currencies on each High Street. 
The project promises a range of benefits 
to retailers and shoppers, including one-
stop online shops for each High Street 
and a click-and-collect service.
Beyond Clicks and Bricks: A part ner-
ship that includes Microsoft, Kent County 
Council and others, will trial augmented 
reality technology — allowing shoppers 
to point their smart phones at shop 
fronts and view tailored offers — as well 
as next generation retail ‘spot market’ 
technologies that allow shoppers to take 
advantage of targeted offers.
Targeted Offers: A plan to provide free 
High Street Wi-Fi in order to provide 
shoppers with details of High Street 
stores and deliver targeted offers, 
specific to the shopper’s position. 
The project also aims to boost the 
local economy by providing a support 
service for local retailers, helping them 
to develop their online presence and 
analyze local shopping trends.
Omnichannel Marketing: The project 
aims to attract additional shoppers to 
Leeds Kirkgate market, by developing 
an online presence. The aim is to ensure 
that the 157-year-old indoor market, 
where shoppers can find everything 
from fresh food and fashion to flowers, 
hardware and haberdashery, can match 
the convenience of large high street 
retailers. A 3D digital platform will map 
the indoor market and allow shoppers to 
navigate from home and click to collect. 

Napoleon once dismissed Britain as “a na-
tion of shopkeepers.” The description is still 
apt, but if researchers are right there may 
soon be a lot fewer of them.

The Centre for Retail Research’s analysis of 
how UK retailing will change by 2018 predicts 
that total store numbers will fall by 22%, from 
281,930 to 220,000 with over 300,000 job 
losses. The High Street will continue to suffer 
with around 41% of town centers losing 27,638 
stores in the next five years.

The economy is not the only thing to blame. 
Shopping habits are changing radically as more 
people buy online or via their mobile phones. 
Indeed, the share of online retail sales will rise 
from 12.7% in 2012 to 21.5% by 2018, according 
to the Retail Centre’s 2013 report.

“There is a revolution going on,” says Paul 
Coby, IT Director at John Lewis, a British High 
Street retailer that opened it first store in 1864. 
Online-only stores such as the UK’s Net-a-
Porter are opening pop-up brick and mortar 
outlets. And retail stores are going digital. 

If pundits are right soon anything you have 
earned in the online or offline world will be 
digitally recorded and automatically deducted 
at time of purchase, no matter where you buy.

And, since payments are mobile, soon they 
will no longer be tied to old-fashioned cash 

registers, freeing sales assistants inside stores 
to help customers check out and pay from the 
aisle or the changing room, according to pre-
dictions made by PayPal CEO David Marcus.

Window shopping is set to take on a whole 
new meaning: city dwellers out for a stroll will 
scan items on mannequins with their mobile 
devices and click to buy and ship, even if the 
high-street store is closed for the day. And 
context-relevant location-based shopping 
experiences are expected to become the norm. 
In an aisle of men’s suits, for instance, a con-
sumer could pick one out and the sensor on 
the garment would interact with the shopper’s 
smartphone to direct him to a nearby rack for 
a recommended accessory, such as a tie or a 
belt, including personalized content.

In this new world merchandise and promo-
tions must not only be consistent across all 
retail channels, adapting to consumers who 
want to use different channels simultane-
ously, brick-and-mortar retailers will need to 
personalize offers according to a consumer’s 
purchase patterns, social network affinities, 
website visits, loyalty programs, and other 
information gleaned through data mining.

Against this backdrop, John Lewis has 
decided it should bring innovation in from the 
outside, engaging with start-ups for the first 
time, via an incubator.

“We have no monopoly on good ideas. JLAB 
[its incubator] is about what we don’t know,” 
says Coby, the retail chain’s IT director. “It is 
about genuinely opening up to what tech can 
bring and opening ourselves to what custom-
ers want from us. We know our customers 
want to buy things and want a relationship 
with John Lewis and we want to give them as 
seamlessly as we can a great assortment of 
products across all channels.”

High Streets across the UK  
are emptying as shoppers 
move online but the 
emporiums are striking back,  
says Jennifer L. Schenker 

The Future 
of Shopping
The Future 
of Shopping

“We want to build great 
companies but we want things 
that will delight our customers.” 
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The five start-ups that made it to the final 
stage of JLAB, John Lewis’s first-ever tech-
nology business incubator, are targeting 
everything from 3D room planners and in-
store digital engagement to wireless sound 
systems and smart labels for after-sales care:

LOCALZ
WWW.LOCALZ.CO
What it does: An in-store digital engagement 
system which uses proximity and iBeacon 
technology. Currently, retailers don’t know 
when their best online shoppers arrive at a re-
al-life store. Localz is designed to let retailers 
know they have arrived as they walk through 
the door.

TAP2CONNECT
WWW.TAP2CONNECT.COM
What it does: An after-sales service that uses 
smart labels to increase customer engage-
ment. Smart labels enable consumers and re-
tailers to track a product’s lifecycle and make 
on-going service or repairs easier to handle.

VIEWSY
WWW.VIEWSY.COM
What it does: An in-store digital engagement 
system designed to help retailers better 
understand their customers. In-store sensors 
track customers’ behavior as they move 
through the store, allowing retailers to better 
understand them and to offer them more 
personalized and efficient services. 

SPACEDESIGNED 
What it does: An online app which allows 
consumers to accurately create and view 
virtual 3D versions of rooms in their houses 
so that they can then add potential new furni-
ture purchases and see how they might fit in.

MUSAIC
WWW.MUSAIC.COM
What it does: A wireless Hi-Fi system that 
can stream music from any platform to mul-
tiple rooms.

John Lewis decided to create the incubator, 
which officially opened on June 9th “because 
no one knows what the store of the future will 
be — it will always be a moving target,” says 
IT Director Paul Coby. “The incubator is about 
taking good tech ideas and testing them to 
see if they work in a business environment.”
The five will get dedicated office space at 
JLAB’s London hub, located in Level39, as 
well as initial funding of £12,500, access to 
John Lewis proprietary technology such as 
platforms, data, and APIs and access to the 
full mentor panel.
Following a 12-week incubation period, the 
JLAB panel will select a winning company. 
The company will receive up to £100,000 in 
further investment and the chance to trial its 
solution in-store. Should this be a success, 
their solution may be implemented across all 
John Lewis shops.

• Those interested in knowing more are invit-
ed to a JLAB London Tech Week event taking 
place on June 19th at 18:00 on Level 42, 
One Canada Square, Canary Wharf. 
Register at http://bit.ly/1pW3Gyx

John Lewis Incubator Checks Out What’s In Store For Retailers

The company has made a good start on 
adopting an “omnichannel” strategy that blurs 
the lines between mobile, Web and High-
Street outlets, he says. But it needed to find 
an efficient way to interact with young tech 
companies on what’s coming next.

JLAB “was really born out of frustration and 
guilt,” says Coby. His inbox is always over-
flowing with pitches from start-ups. “I think 
every salesperson in Western Europe must 
have gotten my email,” he says. “There was 
frustration in knowing there was gold and 
uncut diamonds in all those emails and guilt 
because it was impossible for me to give them 
the time they deserve. What I wanted was to 
create a structure, an innovation funnel for all 
those great ideas.”

More than 200 start-ups applied to be part 
of JLAB. With the help of mentors, John Lewis 
whittled that number to five finalists.

The incubator is a chance for John Lewis to 
figure out if what’s hot in tech makes sense 
for its customers. Take the case of Beacon, a 

Founded in the 19th century, John Lewis is 
having to adapt to the very different habits of 
21st century consumers.

low-energy Bluetooth technology, which is 
being promoted as a way to offer real-time 
personalization and customization of offers 
for customers in-store. Coby is approaching 
the technology cautiously. “We have to look 
at how to engage customers in-store,” he says. 
“But I think we have to ask, ‘Is the technology 
adding something the customer wants? Is it 
going to help their shopping experience?’”

Today legacy cash register systems are not 
Internet-connected, putting bricks and mortars 
at a competitive disadvantage. When you shop 
online a site knows every detail about you. You 
could enter a brick-and mortar-store every day 
for a week and they wouldn’t know.

If Beacon technology is not the answer to 
engaging customers in-store something else 
might be. “Creating an incubator is a great way 
to understand all the ideas that are happening 
out there and expose ourselves to those,” says 
Coby. “We are hoping to build great companies 
and great products out of it but most of all we 
want things that will delight our customers.” 
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Al Lukies, who was appointed a Busi-
ness Ambassador for the fintech sector 
by the UK government earlier this year, 
has spent the last 11 years building one 
of — if not the — most successful fintech 
companies out of London to date.

His experience as a hooker for the 
London Irish rugby team was crucial in 
building Monitise into a $2 billion public 
company. “Rugby is the best sport for 
preparation as a business leader,” says Luk-
ies, who dropped out of school at 16. “It is a 
team sport more than just about any other 
sport in the world. You need all shapes and 
backgrounds and as a skipper you need to 
get them to work together.”

Lukies has proven adept at skippering 
the team at Monitise, which now numbers 
1,200. Under his stewardship the company 
floated on AIM; has signed contracts with 
350 financial institutions around the globe; 
acquired four companies — including a 
Silicon Valley competitor; formed strategic 
partnerships with Visa, RBS Group and 
Telefónica Digital to develop and deliver 
mobile money services; attracted invest-
ment from blue-chip investors like Visa and 
MasterCard; and was named among the 

player may not be as good as a captain but 
he recognized that as a hooker he was the 
best; he sacrificed his role so the team had 
a better chance of winning and skippered 
from the sidelines. My Dad was humble 
enough to know that he couldn’t do the 
job as well as someone else.”

There is a parallel with sharing the 
CEO title with Buse, who is “known and 
respected by just about every bank CEO in 
the world,” says Lukies. “To say that one 
plus one equals ten doesn’t even cover it. 
To not let someone like that join as co-CEO 
because of your own ego would be nuts.”

With Buse on board Lukies says he “will 
have loads more time and bandwidth to 
build more partnerships, get new share-
holders and look after our shareholders.”

On June 4th Monitise also announced 
that two women had joined its board as 
non-execs: Paulette Garafalo, the president 
of Brooks Brothers and Amanda Bruton, 
COO of Clifford Chance. “Women by their 
nature are listeners and collaborators,” 
says Lukies. “The day of the dictatorial 
leader who slams their fist on the table is 
over. If you run your company that way 
in 2014 you’re dead. Monitise is about the 
power of sharing, the power of the ecosys-
tem. We are all in this together. This is not 
the ‘Al Show.’ Just like in rugby, a team can 
do so much more than an individual.”

Growing up on a farm in Essex also 
taught Lukies a thing or two about busi-
ness. His father, Robert Lukies, was award-
ed a medal for entrepreneurship in farming 
by then Prime Minister Margaret Thatcher. 
“Dad was always looking for new ways of 
doing things,” recalls Lukies. And farming 
isn’t all that different from running a public 

company, he says, because you can work 
as hard as you like but ultimately certain 
things are out of your control. On a farm, 
“one night of bad weather can completely 
destroy a year’s worth of work,” says Luk-
ies. It is the same with companies. “Look at 
what happened [to Monitise] just six weeks 
ago. We were hitting our numbers and sud-
denly NASDAQ has a correction and 20% 
comes off our market cap,” recalls Lukies. 
“It is completely out of your control. People 
who tell you to ignore it are naïve. When 

ENTREPRENEUR PROFILE

Al Lukies: the  ex-rugby player turned CEO  
who says the spirit of the game helped him 
build his company.

“To not let someone like that [Buse] 
join as co-CEO because of your own 
ego would be nuts.”

Lukies’ rise from an Essex farm to 
CEO of a $2 billion fintech company 
provides valuable lessons for UK 
companies, writes Jennifer L. Schenker

UK’s 15 fastest-growing technology busi-
nesses in 2011, 2012 and 2013 in the Deloitte 
Technology Fast 50.

Now a rugby-related decision made 
by his father is helping Lukies move the 
business to the next phase. To scale up Mo-
nitise’s CEO, now 40, has agreed to share 
the leadership role with Elizabeth Buse, the 
ex-head of Visa International.

Buse, one of the most powerful women 
in global finance, took on the position of 
co-CEO of Monitise on June 4th. The move 
to adopt a rare joint chief executive model 
comes as Monitise, which specializes in 
online money services, aims to grow its 
revenue six-fold to £600 million by 2018, 
in part by helping banks and telephone 
companies branch out into m-commerce. 
The plan is to increase Monitise’s valuation 
10x to $20 billion by 2020.

Sharing or ceding the stewardship of 
a company is one of the hardest things a 
founder has to face. The skills needed to 
launch a company are not the same as 
those required when the company wants 
to scale up. As the British government acts 
to help more growth-stage start-ups be-
come billion-dollar-plus companies, more 
entrepreneurs will be confronted with this 
challenge and other tough calls, such as 
when to expand internationally. Lukies’ 
story contains some valuable lessons on 
both fronts.

So what convinced Lukies it was time 
to split the CEO role? “Growing up, rugby 
was my great passion in life and my Dad 
was my absolute hero,” says Lukies. “He 
was captain of his local club. I would 
watch him play, get his head stitched up, 
and then run right back in. To me he was 
superhuman, an unbreakable X-Man. One 
season Dad stepped down as captain and 
I could never get my head around it. A 
guy who is godfather to rugby star Jonny 
Wilkinson [who went on to represent Eng-
land, and the British and the Irish Lions] 
turned up at the club as a young hooker. 
Dad recognized straight away that this 

Entrepreneur Profile Section
Sponsored by Pictet, founded in 1805 and today one  
of Europe’s leading independent wealth and asset managers. 
Entrepreneurship lies at the heart of Pictet’s values. During  
its 200 years it has a history of managing the wealth of some  
of the world’s most exciting business innovators.

Pack 
Leader
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you have staff working 17-18 hours a day 
and they have share options and the price 
drops 20% it might mean they can’t get a 
mortgage on the house they want.”

While Lukies has the stomach for riding 
out the ups and downs, farming wasn’t 
for him. (It turns out he is allergic to just 
about everything).

Rugby, his first career choice, didn’t 
work out either. He was forced to aban-
don the game in 1995 having broken 17 
bones (happily not all at once), and soon 
after landed a job in sports marketing in 
Southeast Asia. The position showcased his 
budding business acumen: he set up ICM’s 
Commonwealth Games hospitality division 
in Malaysia, helping grow the business 
300% in nine months in an economic 
downturn when he was only 25 years old.

It wasn’t long before he made another 
career jump. Lukies, a consummate net-
worker, met someone at a dinner party 
who asked him to join a tiny publishing 
company responsible for producing an 
in-house print magazine for the British 
Parliament. The magazine only had 659 
subscribers but they were responsible for 
£400 billion of GDP spending, making it a 
powerful lobbying tool for big compa-
nies. Sensing the power of the Internet, 
Lukies joined the team that created 
ePolitix, an online magazine for the par-
liamentary researchers and civil servants 
who worked for the MPs, funding it by 
convincing 380 organizations to make 
their lobbying digital.

The idea for Monitise came about after 
he met Steve Atkinson, head of policy at 
Vodafone, who had written a paper on the 
future of mobile phone services, which at 
the time were mainly focused on games, 
girls and gambling. Over a couple of bottles 
of wine, Atkinson outlined how, in 2003, 
there were five million SIM cards and only 
two million bank accounts. “It was a light-
bulb moment,” says Lukies, who saw the 
potential of enabling consumers to manage 
money via their mobiles, regardless of 
handset, mobile operator and whether 
they have a bank account.

Lukies got in touch with a client, LINK, 
which provides technology that allows uni-
versal use of cash machines. His idea was 
to build another black box to sit alongside 
LINK that would enable all the banks to 
offer mobile banking services securely.

It turned out to be a whole lot harder 
than he imagined. Monitise was incubated 
and developed by Morse, a corporate 
venturing business chaired by Richard 
Lapthorne, the former boss of Cable & 

Wireless, from 2003 to 2007. It took four 
long years to develop the technology and 
nab the first customer — HSBC.

So how did Lukies manage to inspire his 
team without signing any deals during this 
time? It was a huge challenge, he says. “You 
have to find other milestones. The first time 
you see a live transaction, the first time we 
got a system connection into LINK.”

In June 2007, Monitise was spun out on 
to the AIM exchange during the financial 
crisis. The crisis turned out to be an advan-
tage, because the banks didn’t really have 
the time or money to develop and innovate 
themselves, says Lukies.

To succeed, the company needed to 
expand fast. It was tough convincing Moni-
tise’s board that it was necessary to extend 
the business internationally before it was 
profitable in the UK but it turned out to be 
the right thing to do, says Lukies.

In the West, Monitise is helping banks 
innovate, but in emerging markets it is 
bringing banking services to millions for 
the first time.

And, going forward its technology will 
underpin banks’ attempts to play a key role 
in mobile commerce around the world. 
“Banks and mobile operators are working 
together with retailers to protect them-
selves from the disrupters,” says Lukies. 
“The future of banking will be based 
around m-commerce and it will begin to 
happen within the next six to 12 months.”

For example, CaixaBank, Banco 
Santander and Telefónica have announced 
a joint project called Yaap. In the upcom-
ing months, Yaap plans to launch two 
new services: Yaap Money, a peer-to-peer 
service that will enable people to send 
money from one mobile device to another, 
independent of their banking entity; 
and Yaap Shopping, a virtual showroom 
where thousands of stores can interact 
with hundreds of thousands of potential 
customers, regardless of their bank or 
mobile operator.

The mobile commerce opportunity is 
huge. And there are still some 2.5 billion 
unbanked people. So there is still a lot of 
potential for growth for Monitise, he says.

“I am more confident than I have ever 
been in the last 12 years,” he says. His ambi-
tion, with Buse’s help, is to grow Monitise 
“into one of the biggest tech companies on 
the planet.”

Getting there will require team work. 
The trade-offs required are worth it, says 
Lukies. “Today I own one percent of the 
company. One percent of a big number is 
much better than 100% of nothing.”

1973
Born in Harlow, Essex, 
England.

1995
Rugby career with 
London Irish ends 
following injuries.

2000
Helps launch ePolitix, 
a Westminster 
intranet news service.

2006
Invited to Davos after 
Monitise is recognized 
as a ‘Technology 
Pioneer’ by the World 
Economic Forum.

2009
Forges global alliance 
with Visa.

2013
New mobile payments 
and commerce deal 
agreed with Visa 
Europe; announces 
deal with Telefónica 
and partnership with 
IBM. Acquires mobile 
innovation agency 
Grapple Mobile Ltd. 
Takes full ownership 
of Asia-Pacific joint 
venture and launches 
Chinese-language 
technology platform.

1999
Sets up ICM’s 
Commonwealth 
Games hospitality 
division in Malaysia.

2003
Co-founds Monitise, 
at age 29.

2007
Monitise spins out of 
Morse and lists on the 
LSE’s AIM market.

2012
Launches Movida — 
the mobile payments 
joint venture with Visa. 
Makes Monitise’s first 
acquisition — Silicon 
Valley-based mobile 
money provider 
Clairmail — and goes 
on to acquire mPOS 
specialist Merit and 
take full ownership of 
UK joint venture Mobile 
Money Network.

2014
Appointed Business 
Ambassador for the 
UK government in 
the fintech space; 
moves Monitise to a 
subscription-based 
business model 
and announces 
five-year operating 
plan; acquires Turkish 
mobile money firm 
Pozitron; begins 
working with new co-
CEO Elizabeth Buse.
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London 
First

VC investments (2009-13)

London’s place as the tech finance capi-
tal of Europe appears unassailable with 
evidence that not only do UK-based 
venture-backed tech start-ups raise 
more money than those in either France 
or Germany, but over the past five years 
there were more exits by UK companies 
and the average deal size was greater.

Using information drawn from the last 
five years to the end of 2013, from Dow 
Jones VentureSource on fundraising, and 
data assembled from Go4Venture Advisers 
and Ernst & Young on M&A deals and IPOs 
respectively, a picture emerges of a vibrant 
ecosystem in the UK.

According to Hussein Kanji of VC 
Hoxton Ventures, none of this should be 
a surprise. “Of all the markets in Europe, 
London is the most advanced,” he says. 

“There is density in London. Most of the 
people who know how to build Internet 
companies are living and working in 
London or just outside of it. A lot of the 
interesting companies that have come 
out of Europe may not have originated in 
London, but very quickly opened up a sig-
nificant presence in London. Look at Just 
Eat, for example. This becomes virtuous 
very quickly.”

At the same time, points out Kanji, Sili-
con Valley companies are expanding their 
presence in London. “If you look, Face-
book has an engineering team in London, 
Google is opening up in Kings Cross. The 
cluster is starting to build momentum. This 
also becomes a virtuous cycle.”

What’s more, Kanji says some recent 
M&A deals show that investors are 
starting to pay Silicon Valley prices for 
European companies.

Looking in detail at the figures, while UK 
companies did more deals and raised more 
money than either France or Germany, 

When it comes to venture-
backed tech start-ups, the UK  
is leading, writes Ben Rooney

Five-Year Average Deal Size By Round ($m)
Source: Dow Jones VentureSourceSeed First Second Later
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More deals were done and 
more money was raised by 
venture-backed tech start-
ups in the UK than in either 
Germany or France over the 
last five years. The data from 
Dow Jones VentureSource 
relates to investments in tech 
companies; it represents data 
from seed rounds through later-
stage funding where at least 
one investor is a professional 
venture capital firm. Debt, 
bridge, leasing and angel 
financings are excluded. 
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FINANCE

VC-Backed Exits (2009-13)
German deal sizes of the last five years have 
been consistently larger, roughly speaking 
some seven percent larger. French deals, 
by contrast are on average some seven 
percent smaller than UK deals.

All three countries pale in comparison 
with the U.S. On average over the last 
five years, when looking at all deal stages 
for venture-backed tech start-ups, a 
typical U.S. start-up will raise 41% more 
capital than a UK one.

Flipping to the exit side, Germany’s lead 
in fund raising does not translate to a lead 
in exits. According to data from Go4Ven-
tures, over the last five years, German tech 
companies completed 188 tech M&A deals, 
compared with 304 in the UK, raising $13 
billion compared with almost double that 
in the UK ($24 billion). That gives an aver-
age M&A deal size of $80 million in the UK, 
compared with $71 million in Germany.

Of course, when talking about Germany 
it is impossible not to mention Rocket 
Internet and the prolific Samwer brothers. 
According to a report in The Wall Street 
Journal last July, Rocket has raised $1 billion 
for its numerous companies, including 
some $500 million from its partners, since 
May 2012. Since Dow Jones VentureSource 
data relates to country of origin of the com-
pany, Rocket companies not registered in 
Germany — such as Lazada, “the Amazon 
of South East Asia,” and Zalora, a fashion 
e-commerce site in South East Asia — will 
not appear in these figures.

Once again France lags as a poor third. 
Although completing more deals than 
Germany, it raised considerably less 
capital ($13.2 billion to $7.9 billion), 
meaning average exits were half the size 
of deals in Germany.

The only area where France stood out 
was in IPOs, completing three in the five-
year period (Criteo in 2013, Inside Secure 
in 2012 and Sequans Communications in 
2011), compared with just one in Germany 
(Voxeljet). There were no IPOs of UK-reg-
istered venture-backed tech companies in 
that period according to data provided by 
Ernst & Young. But of course both Just Eat 
and King IPO’d (London and New York) 
just outside our cut-off date, and together 
they raised more than VC-backed tech 
IPOs had raised in France and Germany 
combined for the last five years. 

But Kanji was cautious about getting 
over-confident. “If you had asked me two 
months ago have London’s public markets 
re-opened I would have said yes. But we 
have seen some substantial corrections 
recently. We will have to see.”

Total Amount Raised In Venture-Backed Exits ($m) Source: Go4Ventures,  
Ernst & Young
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Once again, the UK leads Europe when it comes to both number of deals and the 
amount raised in exits by venture-backed tech companies, be that M&A or IPO.
The data from Go4Ventures includes tech-related companies that received 
funding from a professional venture capital firm. 
The data from Ernst & Young likewise relates to VC-backed companies. 
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FIVE UPCOMING LONDON 
ED TECH START-UPS 

SHOW MY HOMEWORK
WWW.SHOWMYHOMEWORK.CO.UK
Founded in 2011 by Naimish Gohil, a 
former teacher, Show My Homework 
allows teachers, pupils and parents to 
assign, track and monitor homework. 

MEDIACORE
WWW.MEDIACORE.COM
Founded in 2010 MediaCore provides 
video editing and delivery tools which 
make it easy to create a media library 
where students can create and share 
content in a private environment. 

GOJIMO
GOJIMO.CO
Backed by Index Ventures, Gojimo 
works with publishers to deliver relevant 
packaging up quizzes and study guides 
for iOS devices.

TOUCH SURGERY
WWW.TOUCHSURGERY.COM
Founded by four surgeons in London 
Touch Surgery lets surgeons practice 
operations on a virtual patient through 
a mobile device. 

CODE KINGDOMS
CODEKINGDOMS.COM
Service that helps children as young 
as six to tackle the new computing 
curriculum by building games in 
JavaScript they can share.

Must Try 
Harder
With nearly $4 trillion spent last year, education is one 
of the world’s largest markets and surely a target for 
innovative start-ups? But getting tech into schools is 
difficult and often it fails to deliver, writes Ben Rooney

The 2011 Review of Education Capital 
reported that state-maintained schools in 
England and Wales spent £487 million on 
ICT in 2009-2010 but the official report 
could find no evidence that had resulted in 
any improvement in student education.

The report’s findings demonstrate two 
things: there is a lot of money in education 
technology (ed tech) and schools and govern-
ments are willing to spend even in the absence 
of robust evidence of efficacy. 

Yet according to investment firm IBIS Cap-
ital, Europe is under spending on e-learning 
compared with the U.S. “Since 2007, 60% 
of global venture investments in e-learning 
have been in the U.S.,” the company wrote in 
a 2013 report. “Europe only accounts for 6% 
over the same period.” The London-based 
company said the global education expendi-
ture market is projected to grow at 7.4% until 

Start-ups should focus on problems that are 
truly global and not just seek to digitize existing 
processes, advises Fordham. “If it’s a univer-
sal issue that is affecting millions of teachers, 
not just in the UK but globally, then it has 
major potential,” he says. “Every teacher sets 
homework, or has to manage discipline.” And, 
with the increasing emphasis on teaching code, 
teachers are struggling. “Helping teachers get 
to grips with the new computer science curric-
ulum would be a good place to start.”

Seeking the aid of teachers is essential for 
start-ups targeting schools as customers. 
Fordham says 40% of investments in Califor-
nia-based ed tech start-ups went to teams led 
by a teacher.

While formal education offers the largest 
opportunities, so-called out-of-hours activities, 
apps designed to support what goes on in the 

2017, and the highest growth in that market 
will be the K-12 (primary and secondary) 
school sector, with a compound annual 
growth rate of 34%.

With that kind of growth, not surprisingly 
start-ups are flooding in. But Ian Fordham, 
the Director of the Edtech Incubator, Eu-
rope’s first ed tech accelerator, warns that 
while global educational spend in 2011 was 
just under $4 trillion, a lot is tied up in staff 
and buildings.

“The sort of discretionary teaching budget 
for non-core technology in a primary school in 
the UK is about £20,000, and maybe £50,000-
60,000 for a secondary,” says Fordham. “If 
you are talking about the formal school budget 
for curriculum, it is a lot more than that. If you 
think there are about 30,000 primary schools 
and 4,000 secondary, it’s still a significant 
amount of money.”
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EDUCATION TECHNOLOGY

classroom but in a pupil’s own time, offered an 
alternative, and maybe easier, market to tackle. 

One London-based ed tech start up that 
has been successful is Quipper. The com-
pany, which is backed by London VC firm 
Atomico and other investors has raised $10 
million, provides web-based quizzes and 
services as well as iOS apps to support teach-
ing out of the classroom. Content manger 
Anthony Good says the team, which comes 
from Japan and has successfully targeted 
schools in the Philippines, chose London 
because “it is important to attract the best 
people you can.”

While selling into schools can be hard (al-
though the Philippines education system is 
apparently less bureaucratic than that in the 
UK) Good cautioned against thinking it was 
easier to build apps for non-formal, life-long 
learning, such as language apps for adults. 
“That is a highly fractured market,” he says. 
“Customer acquisition costs are going to be 
very high.”

IBIS’s research would back up his claim. 
While education apps were the third-largest 
category of free app downloads (after news and 
travel), that dropped to sixth when it came to 
paid-for apps, making some investors skeptical.

 “How do these companies grow from 
£10 million and £20 million, to £100 million 
companies?” asks Scott Sage, a partner at VC 
firm DFJ Esprit. His company has no ed tech 
investments in its current portfolio but Sage, 
who has personal investments in the sector, 
believes there is great potential in areas such as 
adaptive learning, where computers learn how 
children respond to questions and use that to 
direct their learning,

While investors are placing their bets in 
different areas of ed tech they agree on one 
thing: while ed tech can help teachers do 
their jobs better, nothing is going to replace 
great teachers.

• Education practitioners in EdTech will come 
together on Monday 16th June at Somerset 
House at ‘RE.WORK: The Future of Innovation’ 
to discover how technology is impacting edu-
cation. Speakers include Will Pearson, Director 
of Technology at Ravensbourne and Bethany 
Koby, co-founder of Technology Will Save Us. 
On Tuesday 17th June Dragon Hall will launch 
its tech hub at ‘Techday — Bridging the Digital 
Divide for Children and Young People.’

You might be forgiven for imagining that the 
£26 million UCL Academy, housed in an im-
pressive new building in north London which is 
bristling with technology, would be a testbed 
for all that is new in educational technology. 
But you would be wrong.
The academy, opened in September 2012, 
has, according to Vice Principal Robin Street, 
enough iPads to equip every pupil in the 
school with his or her own personal tablet. On 
a tour of the building he is proud to point out 
the 3D printers, an iMac suite where students 
learn coding, the impressive audio-visual tools, 
and the racks and racks of iPads.
But while the school is proud of its innovative 
approach to learning — from flexible opening 
hours, to classroom arrangements, to how the 
school organizes itself — when it comes to 
technology, Street is distinctly cautious.
“We have been very careful from the start to 
make sure that the tech that is put in is fluid 
and integrated,” he says. “Pupils don’t say, 
‘I am going to ‘do’ IT’; it is about using a tool 

— whether it is an A3 piece of paper, a white-
board, or an iPad.”
Street strongly resisted pressure to hand out the 
iPads to pupils when the school opened. “We 
said no for a couple of reasons. Firstly we didn’t 
know it would work. And secondly we absolutely 
didn’t want to be know as the iPad school.”
“Despite all the temptations to speed ahead,” 
says Street, “we take it step by step. Yes, it is 
nice to have technology but it’s more important 
that we do it right.”
“At the heart of it, whether you are talking 
about technology and iPads, or whether we 
are talking about teaching spaces and class-
room arrangements, we are about allowing 
different types of learning to take place and 
we support the teachers to be creative and 
effective and innovative.”
And at times, if that means putting the tech 
away then so be it. “Sometimes you need to 
have pupils in rows and talk at them and just 
make sure they know when the Magna Carta was 
signed,” he says.

Although London’s UCL Academy Bristles  
With Tech, Every App Has To Prove Itself 

While ed tech can help teachers do  
their jobs better, nothing is going to 
replace great teachers 
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AZIMO
WWW.AZIMO.COM
What it does: Social and mobile migrant remittance.
Why it’s hot: The first player to enable individuals to make 
direct money transfers between international bank accounts 
via Facebook, Azimo calls its solution “a digital wallet within 
your Facebook profile.” It offers its low-cost social solution to 
more than 190 countries. In March it raised $10 million in 
a round led by Greycroft Partners. The funds will be used to 
expand globally. Azimo is committed to donating 10% of its 
annual profits to charity.

DUEDIL
WWW.DUEDIL.COM
What it does: Free source of information on companies.
Why it’s hot: Duedil aggregates company information 
from Companies House, credit ratings agencies and other 
sources from 22 countries and provides it for free or through 
a subscription service or API. Received seed funding from 
Passion Capital and angels. In March it raised a further $17 
million from Oak Investment Partners, Passion Capital and 
Notion Capital, bringing total funding to $22 million. 

FARFETCH
WWW.FARFETCH.COM
What it does: Online marketplace for independent 
boutiques around the world.
Why it’s hot: Farfetch offers shoppers access to more than 
300 online designer boutiques. Sales in 2013 reached 
$160 million, with year-on-year growth of 100%. Founded 
in 2008, in April the company raised $66 million, led by 
Vitruvian Partners. It previously raised $42.5 million from 
Index Ventures, eVenture Capital Partners, Advent Venture 
Partners and Condé Nast. 

HAILO
WWW.HAILOCAB.COM
What it does: Links licensed cab drivers with would-be 
passengers via smartphone apps.
Why it’s hot: An app that links licensed cab drivers in more 
than 10 cities around the world with passengers via the two 
main smartphone platforms, Hailo has carried 10 million 
passengers and grown to annualized sales of well over $100 
million. It has raised a total of $55 million in funding; its last 
round valued Hailo at $140 million.

HUDDLE
WWW.HUDDLE.COM
What it does: Enterprise cloud collaboration and content 
management.
Why it’s hot: Huddle is “building the most trusted network 
for secure cross-organization collaboration in the cloud.” 
More than 100,000 companies use its services, including 
80% of Fortune 500 corporations and the UK government. 
Customers include SEGA, Unilever, P&G and KIA Motors. 
Huddle says revenues are doubling each year and the third 
quarter of 2013 was the company’s most lucrative to date. 

MADE.COM
WWW.MADE.COM
What it does: Online own-design furniture shop.
Why it’s hot: Made.com connects customers directly with 
furniture designers, saving up to 70% off prices at leading 
retailers. Backed by Brent Hobermann and ProFounders, 
among others. Sales have grown 100% year on year since 
launch. The company now has roughly 200,000 customers 
and revenue in the low tens of millions of pounds. Currently 
operating in the UK, France and Italy, Made.com is rumored 
to be considering an IPO.

MEDICANIMAL
WWW.MEDICANIMAL.COM
What it does: Retailer of veterinary products and animal 
supplies.
Why it’s hot: Launched in 2007, MedicAnimal sells pet 
supplies that are typically only available at veterinaries. 
It has more than 1.5 million customers; 2012 revenue 
exceeded £47 million. It also offers news and advice on 
animal care and health issues, and live chat with vets in five 
languages. Funding in excess of £15 million has come from 
private investors, Iris Capital and Balderton Capital. 

SWIFTKEY
WWW.SWIFTKEY.NET
What it does: Language technology experts.
Why it’s hot: Builds apps that learn from users to make text 
entry easier and faster. SwiftKey is one of the best-selling 
Android apps in the world; in 2013 and 2012 it spent more 
days as Google Play’s No.1 paid download than any other 
app. In 2013 it had more than 100 million installs. SwiftKey 
raised $17.5 million in September 2013 from Index 
Ventures, Octopus, Cambridge Capital Group and angels, 
bringing total funding to $21.6 million.

TRANSFERWISE
WWW.TRANSFERWISE.COM
What it does: Foreign currency transfer services.
Why it’s hot: TransferWise keeps currency transfer costs 
down by using the real exchange rate and charging a low 
service fee. Co-founder Taavet Hinrikus calls TransferWise 
“the Skype of money transfers.” In April the company 
announced it had made foreign exchange transfers totaling 
£1 billion. In May 2013, Valar Ventures, Peter Thiel’s VC 
fund, led a $6 million round for TransferWise, bringing the 
total raised to $7.35 million.

WORLDREMIT
WWW.WORLDREMIT.COM
What it does: International money transfer.
Why it’s hot: Founded in 2009, WorldRemit enables 
customers to transfer funds from 35 countries to more than 
100 destinations using smartphones, debit or credit card, 
or bank transfers. It processes 1.3 million transactions per 
year. In March the company raised a $40 million investment 
round from Accel Partners — one of the largest Series A 
VC rounds in Europe to date. The investment will support 
expansion into new markets.

London’s established 
successful tech companies 
include Shazam, Wonga, 
Mind Candy, Songkick and 
Alfresco. Informilo polled 
some of the most active 
venture capital and angel 
investors in London to 
come up with a list of the 
current hot crop of start-
ups, including some that are 
below the radar. Nominations 
are vetted by the group and 
only those companies that get 
votes by non-investors make 
it on to the list.

Top

25
Hottest London 
Start-Ups

LATE STAGE/GROWTH
EARLY STAGE
BELOW THE RADAR

Top 25
Sponsored by Orange
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ZOOPLA
WWW.ZOOPLA.CO.UK
What it does: Property portal.
Why it’s hot: Launched in 2008, Zoopla is the UK’s second-
largest property website (after Rightmove), with more than 
30 million unique visitors per month and 2013 operating 
profits of £29.5 million. Revenues increased 2% to £1.75 
billion. Majority-owned by a division of the Daily Mail Group, 
as well as by Atlas Venture, Octopus Ventures and several 
angel investors, Zoopla is planning a float that could value 
the business at more than £1 billion.

ADBRAIN
WWW.ADBRAIN.COM
What it does: Real-time, multi-screen digital ad platform.
Why it’s hot: Adbrain’s vision is to give global advertisers 
technology that allows them to use their data to better 
understand and reach mobile-first, multi-screen consumers. 
It works with high-profile agencies and trading desks. 
Following a $1.5 million seed round in June 2013, in March 
2014 Adbrain raised $7.5 million in Series A from Octopus 
Investments and Notion Capital. The round will boost 
expansion into the U.S. and Europe.

CALASTONE
CALASTONE.COM
What it does: Global transaction network for fund industry.
Why it’s hot: Launched in 2007, Calastone claims its 
transaction service has enabled the fund industry to reduce 
the cost of electronic transactions by over 60%. It has more 
than 450 clients and 4,200 network connections and has 
carried order value in excess of $280 billion. Message 
volumes have doubled each year. In September 2013 
the company raised $18 million from Accel Partners and 
shareholder Octopus Investments. 

CITYMAPPER
WWW.CITYMAPPER.COM
What it does: Multi-modal transport and mapping app.
Why it’s hot: The Citymapper app provides real-time routing 
using multiple methods of transport in London, New York, 
Berlin and Paris. It claims the app is installed “on half the 
smartphones in London.” Citymapper takes feeds from a 
variety of open data sources to suggest routes in real time. 
In April it raised $10 million in a round led by Balderton 
Capital. Existing investors Connect Ventures, Index Ventures 
and Greylock Partners participated.

DELIVEROO
WWW.DELIVEROO.COM
What it does: Premium food delivery service.
Why it’s hot: Deliveroo delivers meals from a portfolio 
of high-quality restaurants that are not exclusively take-
aways. The company also delivers customers’ orders itself, 
unlike some food delivery websites in the UK. Its platform 
allows users to track their orders. Funded by JamJar 
Investments and several angels. 

DIGITAL SHADOWS
WWW.DIGITALSHADOWS.COM
What it does: Cyber intelligence.
Why it’s hot: Financial sector organizations expose a great 
deal of information online, particularly through social media. 
Hackers increasingly use this to launch focused attacks. 
Spanning over tens of millions of sources of information in 
26 languages, Digital Shadows delivers an up-to-the minute 
“hacker’s eye view” of an organization, identifies risks, and 
helps clients mitigate those risks. Customers include some 
of the world’s largest banks.

FUNDING CIRCLE
WWW.FUNDINGCIRCLE.COM
What it does: Enabling individuals to lend to  
small businesses.
Why it’s hot: Set up in 2009 and backed by Accel Partners, 
Index Ventures, Union Square Ventures and angel investors, 
Funding Circle has so far enabled 30,000 investors to lend 
£285 million to British businesses. £130 million was lent 
out in 2013 alone. In October the company merged with 
San Francisco-based Endurance Lending Network, following 
a $37 million round.

GOCARDLESS
WWW.GOCARDLESS.COM
What it does: Makes it simple for anyone to collect direct 
debits online.
Why it’s hot: GoCardless processes over $200 million 
in transactions for UK businesses a year; it grew 700% 
in 2013, and now serves more businesses than any 
other UK direct debit provider. In January it raised a $7 
million Series B round from Balderton Capital and existing 
investors Accel Partners and Passion Capital, bringing the 
total raised to $11.8 million. 

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

QUBIT DIGITAL
WWW.QUBITDIGITAL.COM
What it does: Big data customer experience management.
Why it’s hot: Qubit makes companies’ websites perform 
better by delivering relevant content to visitors. It claims it 
drives an average of 20% growth by converting new visitors 
and generating higher revenue from existing customers. 
Qubit works with 16 out of the 159 UK retailers featured 
in Internet Retailer’s Europe 500 list, including Arcadia, LK 
Bennett and John Lewis. Qubit received $7.5 million from 
Balderton Capital in December 2012.

SECRET ESCAPES
WWW.SECRETESCAPES.COM
What it does: Members-only travel flash sale site.
Why it’s hot: Secret Escapes negotiates exclusive 
discounted rates (up to 70% off) for luxury hotels and 
holidays. In 2013 membership more than doubled, to over 
four million in the UK. Revenue tripled to £75 million. It 
launched in Sweden and Germany. In January it acquired 
Germany’s JustBook. Secret Escapes has raised more than 
£14 million from Index Ventures, Octopus Investments and 
Atlas Venture. It will launch in the U.S. later this year.

THE CURRENCY CLOUD
WWW.THECURRENCYCLOUD.COM
What it does: Simple international payments and transfers.
Why it’s hot: The Currency Cloud enables users to send, 
receive, track and automate cross-currency payments. Over 
250,000 businesses and consumers use its cross-border 
payment capabilities through 100 application partners and 
financial institutions. In April it raised $10 million from Atlas 
Ventures, Anthemis Group, Notion Capital, XAnge Private 
Equity and Silicon Valley Bank, for geographic expansion 
and platform development.

CAPITAL AID
WWW.CAPITALAID.COM
What it does: Provider of capital to SMEs trading on 
electronic invoicing networks.
Why it’s hot: When it launches in June, Capital Aid will help 
manage small businesses’ cash flow by offering instant 
payment on their invoices. It has partnered with TradeShift 
to create a factoring network that will initially serve UK 
companies, offering small businesses on TradeShift instant 
payment on their invoices. Investors include entrepreneur 
Morten Lund, who also serves as chairman.

SPACE APE GAMES
WWW.SPACEAPEGAMES.COM
What it does: Social games on tablets and mobile phones.
Why it’s hot: Space Ape is a mobile/social gaming start-
up founded by an experienced team from Playfish, Skype 
and Mind Candy. It has raised $2.6 million and is backed 
by Accel Partners in the UK and California, Initial Capital, 
Connect Ventures  and angel investor Gigi Levy. Its Samurai 
Siege game is a U.S. top 50 grossing app (top 10 in some 
countries) played by more than four million people in its first 
few months since launch.

TIZARO
WWW.TIZARO.COM
What it does: Specialist e-commerce platform.
Why it’s hot: Tizaro is an e-commerce company for 
maintenance, repair and operations (MRO) products. It 
offers access to over 500,000+ scientific, industrial, and 
business lines across 4,000 brands. The company ships 
to any destination through any viable mode of transport. 
Industrial supplies is a multibillion-dollar market with 60% to 
70% product margins that is ripe for disruption. Backed by 
Hoxton Ventures.
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Silver 
Linings

The UK government’s G-Cloud is part 
of a drive to involve small companies 
in procurement. It is a very welcome 

move, says Ben Rooney

The UK public sector spends £227 billion 
each year buying a range of goods, services 
and works, £45 billion of which is spent 
by Whitehall departments. That is a huge 
amount of money and one that historically 
has been very difficult for small and medi-
um-sized enterprises [SMEs] to target.

A 2013 report by the Public Administration 
Committee on Government Procurement 
was excoriating. “It is intolerable that UK 
public procurement still takes 50% longer 
than it does in France or Germany under the 
auspices of the same [EU] Directives,” the 
committee found. 

The government is hopeful that Cloud-
Store, an online marketplace where suppliers 
offer their services to the public sector via 
the G-Cloud framework, will go some way to 
address those concerns. Companies agree fixed 
terms, go through a simple web-based applica-
tion, and are then free to list on the CloudStore, 
accessible to the more than 300 government 
and wider public bodies.

Some companies, such as London-based 
Huddle (see box) have already used the service 
to great effect.

It is early days; G-Cloud was only launched 
in 2012, but Mike Bracken, Executive Director 
of the Government Digital Service who has 
responsibility for G-Cloud, says of the sales to 
date, some 60% of total sales by value and 59% 
by volume have been awarded to SMEs.

However those sales are only £175 million, a 
tiny drop in a vast sea of government spend-
ing. Bracken accepts that much has to be 
done, but is confident that the big steps have 
already been taken. “We are changing the way 
government IT works,” he says. “We are com-
missioning not procuring. You need to have 
an arrangement with commercial providers to 
allow you to do that.”

One who has embraced the new openness is 
Piers Linney, Co-CEO of Outsourcery, a cloud 
service provider with offices in London and 
Manchester. “It is reducing the ridiculous pa-
perwork,” he says. But as of today CloudStore is 
more of a catalog with a standardized procure-
ment process than an app store. “It is not click, 
put your PayPal details in it, and off you go.”

According to Huddle CEO Mitchell, while get-
ting listed on the CloudStore is relatively simple 
“there are a whole bunch of things you have to 
do for government that are quite complex.”

There are stringent accreditation processes 
and while you don’t have to be accredited to 
list your service, Linney strongly recommend-
ed getting that sorted. “It could take you three 
to six months to get it [accreditation]. Who ever 
you are trying to sell to will have moved on.”

Nor does the service do away with the need 
for sales and marketing. “People don’t magi-
cally know about your service,” says Mitchell. 
“They might search for you, but you have to get 
out there and do your sales job and go and talk 
to customers, articulating the business case and 
what problem they have that you are solving.”

“You need the right people who understand 
the language of government,” says Linney. 
“You need to make sure you understand the 
sales process, and not being too optimistic 
about how long it will take.”

Huddle’s Mitchell warns the sales cycle could 
be as long as a year. “It is like tackling a whole 
new geographic market — it is a market in its 
own right,” he says.

Given that sort of investment, Mitchell says 
it is vital to make sure you have a product that 
solves a need for the government. 

“You might have a great product but you 
might not solve a problem for people in gov-
ernment. Always remember that government 
is not about generating revenue. Government 
is about saving cost and delivering public 
services. If you can do one of those two things 
then you are in.”

Mitchell was optimistic about the future. “We 
work very closely with the U.S. government, 
and we have done a lot of work in Europe. 

“I can say quite safely the UK government 
leads the world. It is more forward thinking in 
the way it procures new tech and in the way of 
open standards than any other government we 
have worked with globally,” he says.

[G-Cloud] is not an app store. 
“It is not click, put your PayPal 
details in it, and off you go.”

CLOUD COMPUTING

A “Phenomenal Impact”  
On UK Tech Sector 
As one of the most successful 
companies on G-Cloud not surprisingly 
London-based Huddle is a big fan.
According to Alastair Mitchell,  
CEO and co-founder of the cloud-
based collaboration and content 
management software company 
“We have done 75 contracts through 
G-Cloud this year alone — the average 
is about five.
“It is a force for good. The more SMEs 
[small and medium sized enterprises] 
sell into government the more you can 
drive innovation.”
About 30% of Huddle sales are in the 
public sector in both the U.S. and UK. 
Mitchell said the G-Cloud, and a wider 
government drive to bring far more 
SMEs into government procurement, 
was arguably the most important thing 
it could do to stimulate the sector.  
“There is now a policy-driven 
decision that if you are a government 
department or a public sector body 
buying tech, you should buy it off the 
G-Cloud and you should target SMEs.
“Given that 44% of the GDP is in the 
public sector, bearing in mind it is 
already been spent — if you can deploy 
even a small part of that to the SMEs, 
and stop it going out of the country or 
to large corporations, that will have a 
phenomenal impact. 
“It is bigger than any other single 
investment the government could do.”



15informilo.com

l @informilomediaf /informilod Informilo.com

Going for Growth

eToro, a social stock trading service that 
was launched in 2007 and has so far raised 
$31.9 million in venture capital, today has 
close to four million users worldwide.

It is one of the Future Fifty growth compa-
nies in a UK government program aimed at 
the country’s most promising start-ups. Only 
eToro isn’t British. And its headquarters is not 
in the UK — yet.

Seven foreign companies have been accepted 
on to the Future Fifty list because the govern-
ment wants to attract more companies to base 
operations in the UK and/or go public here.

Some question how UK tax payers and the UK 
as a whole benefit by courting foreign compa-
nies that are not required to be headquartered 
in the UK and wonder if it is wise for the govern-
ment to be picking winners.

But the government mission is clear. To 
date, few tech companies outside of Silicon 
Valley have valuations of $1 billion or more. By 
launching a program designed to help growth 
companies, the UK government is hoping it 
can help scale tech companies to the size of a 
Facebook and Google, cementing London’s 
reputation as a top tech hub and creating 
thousands of jobs.

“In the UK we have a fantastic group of com-
panies that are now achieving significant scale, 
growing very rapidly, partly as a result of the 
ecosystem developing,” says Philipp Stoeckl, 
managing director of the Future Fifty program. 
These include “made in the UK” companies 
such as Mind Candy and Hailo.

Ronen (L) and Yoni (R) Assia, co-founders of eToro, 
a social stock trading service, one of the UK’s 
Future Fifty companies.

Their ranks are being swelled by foreign 
companies like Synthesio, a Paris-based social 
media monitoring company that helps brands 
connect with customers, and eToro, which 
was founded in Israel, is headquartered in 
Cyprus, but now splits its operations between 
Tel Aviv and London. 

“Being part of the Future Fifty enables us to 
make connections outside of the French tech 
and VC scene,” says Catriona Oldershaw, Syn-
thesio’s head of UK and Northern Europe. “Also 
it is a competitive job market out there so now 
that we have a Future Fifty badge when we talk 
to candidates it helps them feel confident they 
are choosing the right horse,” she says.

eToro set up an office in London and applied 
to join the Future Fifty because “we are scaling 
our business internationally and it seemed log-
ical to place our center, our hub for the world, 
in London, one of the biggest fintech centers,” 
says eToro CEO and co-founder Yoni Assia.

That’s not surprising, as the Internet accounts 
for more than 8% of the UK’s GDP, more than 
any other G20 nation according to Saul Klein, a 
partner at Index Ventures.

It is not just the size of the UK market that is 
attracting foreign growth companies; compa-
nies in the UK raise more growth capital and 
have more successful exits than those head-
quartered in other major European cities. (See 
the story on pages 8 and 9.)

And now, thanks to the Future Fifty program, 
they are being offered bespoke services, which 
include help with things like accounting, legal 
advice, and access to talent and capital markets.

Synthesio and the 49 others had to meet cer-
tain criteria: they were generating revenue with 
a run rate of at least £10 million over the coming 
12 months; they had increased their revenue by 
at least 30% over the last two years; and they 
were based in the UK or had a firm intention to 
build out a presence here, with the possibility of 
using the UK’s capital markets, says Stoeckl.

So far three of the Future Fifty have had initial 
public offerings in the UK: Just Eat, AO.com 
and Horizon Discovery and a fourth, Zoopla, is 
planning one. There is no guarantee that others 
will follow. And while eight of the Future Fifty 
have raised £125 million in funding since the 
program launched, Tech City must still prove 
that it can turn a significant number of start-ups 
into billion-dollar companies.

The UK government is reaching out to overseas tech companies 
to bring their success to London, writes Jennifer L. Schenker

FUTURE 50

SEVEN UP: THE FOREIGN 
START-UPS IN FUTURE 50

ETORO
WWW.ETORO.COM
eToro, a social stock trading company,  
was founded in Israel and is 
headquartered in Cyprus.

SYNTHESIO
WWW. SYNTHESIO.COM
Synthesio, a social media monitoring 
company that helps brands engage with 
customers globally, is headquartered in 
Paris, France.

JUST EAT
WWW.JUSTEAT.COM
Just Eat, an online food delivery service 
that recently listed in London, raising 
£360 million in an IPO that valued it at 
£1.47 billion, was founded in Denmark.

MODE
WWW. MODE.COM
MoDe, a finance company using 
technology to enable instant nano 
credits for pre-paid mobile users in 
emerging markets, is headquartered in 
Nairobi, Kenya.

NEOMOBILE
WWW.NEOMOBILE.COM
Neomobile, a global mobile commerce 
group focused on the mobile payment 
and mobile entertainment sectors, is 
headquartered in Rome, Italy.

BOX
WWW.BOX.COM
Box, an online file-sharing and personal 
cloud content management service for 
businesses, is headquartered in Los 
Altos, California in the U.S.

HOUSETRIP
WWW.HOUSETRIP.COM
HouseTrip, an online holiday rental 
marketplace, is headquartered in 
Lausanne, Switzerland.
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Strangers In 
A Strange Land

KEYWORD

It takes a while to work out what the locals mean, but London is a 
polite — if expensive — city to live in, entrepreneurs tell Ben Rooney

It was Oscar Wilde, one of London’s 
more flamboyant 19th century guests, 
who said of it: “Oh, I love London Socie-
ty! It is entirely composed now of beau-
tiful idiots and brilliant lunatics. Just 
what Society should be.” One wonders 
if his views would be much changed by 
today’s influx of tech entrepreneurs, 
many of whom might affectionately fit 
part of his description.

London has long had a tradition of 
welcoming, even embracing, foreigners. 
The 2011 census showed the capital to be 
the UK’s most cosmopolitan city — just 
3.7 million out of 8.2 million residents 
described themselves as “white British.”

It is not Wilde’s London nor Dickens’s 
gloomy vision of the city that causes 
geeks and outliers with great expecta-
tions to flock here; today the UK capital 
is seen as the best place for European en-
trepreneurs to raise money and to scale. 
(See the graphic on pages 8-9.)

But what is Europe’s largest city like 
for the people driving its tech boom? We 
asked overseas entrepreneurs in Wayra, 
a global program for entrepreneurs 
set up by Telefónica, who have made 
London their temporary home. It may 
surprise locals, but one word that came 
up time and again was “polite.”

“You don’t feel threatened by bumping 
into someone on the street,” says Slo-

Utility bills assume a significance far 
beyond their status. Proof of address 
is absolutely vital.

venian Igor Čenar, CEO of JollyDeck, an 
online learning platform. “Everyone is 
very polite, everyone says sorry — even if 
they don’t mean it.”

But while the city’s hospitality may 
score highly, its prices do not. Renting 
an apartment is prohibitively expensive 
compared with other European capitals. 
Exact cost-of-living comparisons are 
notoriously difficult, but according to 
Numbeo, a user-generated price compar-
ison website, average rents in Berlin are 
63% cheaper; they’re 58% less expensive 
in Madrid and 27% less in Paris.

That’s if you can find a place to live. Fri-
da Issa, a computer engineer from Israel, 
and CEO of Mally, a tool for navigating 
inside buildings, and her husband Pablo 
Morato moved to the UK earlier this year 
from Spain via Israel to join Wayra.

“We turned up at Heathrow in Febru-
ary. We thought it would be like when we 
were in Israel and like we did it in Spain. 
We would look for two to four days to 

find an apartment, find one and close 
the deal. We took a hotel for three days 
thinking that would be fine.”

So when did they move in? “We have-
n’t. We don’t have an apartment.” After 
four months of searching the couple is 
still living in temporary accommodation. 

War stories about searching for accom-
modation abound and so do tips about 
how to land an apartment. Neil Daly, the 
Australian CEO of Skin Analytics, a start-
up that monitors moles for cancer indi-
cators, advised turning up with cash in 
hand. “When I was trying to find a flat for 
the first time, if you didn’t show up with 
a deposit in your hands in cash and went 
away to get it, by the time you got back 
the flat was gone,” he says. “Competition 
is fought tooth and nail.”

But it’s the most commonly cited 
bugbear of living in London — the utility 
bill — that is the true test of entrepre-
neurial ingenuity. Utility bills assume a 
significance far beyond their status. Proof 
of address, in the form of a utility bill, is 
absolutely vital.

“Don’t start me on that,” says Jol-
lyDeck’s Čenar. “You need a bill to open 
a bank account, to get a phone contract. 
To do anything. You have to have this bill. 
But how do you get one?”

Everyone has their work-arounds. 
Mally CEO Issa’s was to persuade her 
cousin, who lives in London, to allow her 
to pay for the electricity for a month so 
her name was on the bill. Skin Analytics 
CEO Daly advised registering for council 
tax. “The councils are really fast at getting 
you out the confirmation form and how 
much you have to pay them. Much faster 
than anything else they do.”

You even need the bill to open a 
business bank account, another topic 
guaranteed to generate weary sighs 
from entrepreneurs. EU citizens have no 
problems opening personal accounts, but 
business accounts are more problematic 
because of the credit checks. No bill, no 
credit check.

“The credit check is so rigid,” says Jol-
lyDeck’s Čenar. “It is slow and laborious. 
It takes four to six weeks to complete. I 
even had a bank phone me up to apolo-
gize for the process.”

But assuming you can get a flat, sort out 
the bank, and get your utility bill, what 

Don’t think you are going to find an 
apartment in a few days in London, warn 
Frida Issa and Pablo Morato of Mally.
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Combo Meal At  
McDonald’s (Or Similar)

London  £5.00

Paris  £6.56

Berlin  £4.92

Stockholm  £5.90

Tel Aviv  £7.76

One-way Ticket  
(Local Transport)

London  £2.80

Paris  £1.44

Berlin  £2.13

Stockholm  £3.27

Tel Aviv  £1.14

Average Monthly Disposable 
Salary (After Tax)

London  £2,136.76

Paris  £2,101.41

Berlin  £1,431.00

Stockholm  £2,006.05

Tel Aviv  £1,231.72

Apartment (1 Bedroom)  
In City Center

London  £1,486.31

Paris  £916.71

Berlin  £484.52

Stockholm  £795.68

Tel Aviv  £737.49

Source: NumbeoThe Cost Of Living

KEYWORD

WHAT THE  
BRITISH SAY 

WHAT THE  
BRITISH MEAN

WHAT FOREIGNERS  
UNDERSTAND

I hear what you say 

 
With the greatest respect 

That’s not bad 

That is a very brave proposal 

Quite good 

I would suggest 

 
Oh, incidentally/by the way 

 
I was a bit  
disappointed that 

Very interesting 

I’ll bear it in mind 

I’m sure it’s my fault 

 
You must come for dinner 

 
I almost agree 

I only have a few  
minor comments 

Could we consider some 
other options 

I disagree and do not want 
to discuss it further 
 
You are an idiot 

That’s good 

You are insane 

A bit disappointing 

Do it or be prepared to 
justify yourself 
 
The primary purpose of our 
discussion is 
 
I am annoyed that 

That is clearly nonsense 

I’ve forgotten it already 

It’s your fault 

 
It’s not an invitation,  
I’m just being polite 
 
I don’t agree at all 

Please rewrite completely 

I don’t like your idea 

He accepts my point of view 
 
 
He is listening to me 
 
That’s poor 
 
He thinks I have courage 
 
Quite good 
 
Think about the idea, but 
do what you like 
 
That is not very important 
 
 
It doesn’t really matter 
 
 
They are impressed 
 
They will probably do it 
 
Why do they think it was 
their fault? 
 
I will get an invitation soon 
 
 
He’s not far from agreement 
 
He has found a few typos 
 
 
They have not yet decided 

is London like? Does it live up the the 
cliches? By and large, yes. For better or 
for worse.

The good parts? “Diversity — there is 
no city on earth that can match it,” says 
JollyDeck’s Čenar. This view is shared by 
Mally CEO Issa. “We don’t stand out. You 
are not the weird foreigner.”

Britain’s notoriously mixed food got, 
well, mixed results. “I love the different 
cultural groups and ethnic food,” says 
Jaime Hodson, Engagement Officer of Jol-
lyDeck, who comes from Missouri in the 
U.S. Her colleague was less impressed. “If 
you want to go to a pub and get English 
food it is expensive and not very good,” 
says Čenar.

The bad parts? Transport seemed 
to feature highly. “You romanticize 
about London and the fun things,” says 
Hodson. “The Tube [the London Under-
ground] is a tourist attraction for a lot of 
Americans — people buy the T-shirts. I 
can tell you there is not much romantic 
about the District Line.”

One thing all were agreed on, even 
native English speakers such as Hodson 
and Daly, was British English often took 
some decoding. 

“People are very polite, but sometimes 
you just don’t get what they mean,” says 
JollyDeck’s Čenar. He said a recent inter-
net “meme” about what British people 
say and what they mean (see box) had 
him crying with laughter. “It is so true,” 

“I am from Israel; people are used 
to telling you what they think,” said 
Mally’s Issa. “Here you have to translate 
everything they say.”
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Financial Services Section
Sponsored by Level39, Europe’s largest accelerator for 
financial services, retail and future cities technologies

BUSINESS LENDING

“All the ingredients are in place for 
the UK to maintain its position as the 
world-leading destination for fintech 
growth,” says Eric Van Der Kleij, head of 
Level39 in Canary Wharf, which bills itself 
as Europe’s largest fintech accelerator. 

“London’s enviable position as a global 
financial capital has created, over time, 
a unique and progressive legislative 
environment for financial services and 
tech companies. When this legacy is 
coupled with London’s ever-growing 
status as an international tech city and 
huge tech talent pool, it is easy to see why 
the UK is the optimized location for an 
aspirational fintech company to expand.”

London isn’t only considered optimal 
for fintech start-ups: UK-based ven-
ture-backed tech start-ups raise more 
money than those in either France or Ger-
many and over the past five years there 
were more exits by UK companies and 
the average deal size was greater. (See 
the story on pages 8-9.) It is no wonder 
then, that the city is a magnet for aspiring 
entrepreneurs from across Europe and 
beyond. (See the story on pages 16-17.)

In an attempt to seal London’s place 
as the tech capital of Europe, start-ups in 
fintech, as well those targeting education, 
government, music, sport and science, 
will be showcased in June as the UK 
capital holds the first London Technology 
Week — which is expected to attract some 
30,000 attendees — from 16-20 June. (See 
the stories about ed tech on pages 10-11 
and G-Cloud on page 14.)

Of all the sectors London start-ups are 
targeting financial services are perhaps 
the most ripe for disruption. Lending is a 
case in point.

Traditional banks are reluctant to 
make loans to small businesses because 
the math just doesn’t add up, says 
Udayan Goyal, founder of the Anthemis 
Group, a financial investment and 
advisory firm. Banks have antiquated 
processes in place that require manual 
collection of data that must be collated, 
entered into the bank’s systems and 
indexed — a process that can take days 
to complete. The process is not just time 
consuming — it’s expensive, costing 
around £5,000 to underwrite a £10,000 
loan. “For a mid-sized to large bank 
the question is why should I process a 
£10,000 loan at a cost of £5,000 when 
for £20,000 I can underwrite a £15 mil-
lion loan?” says Goyal.

Fintech start-ups are able to automate 
the process, slashing costs. “If the com-
parative cost is £200 it is not a problem to 
write a £10,000 loan,” says Goyal.

While it can take banks days, if not 
weeks, to approve a loan, fintech start-ups 
can offer quick access to cash. Just Cash-
flow, for example, claims it will make a 
decision within six minutes. And Everline, 
part of the Wonga Group, is even faster, 
saying it can make “a robust, responsible 
decision within a nanosecond.” Everline 
digitally “draws on all of the information 
available — there is a lot of data out there 
— to get an indication of how good the 
business is,” says CEO Russell Gould. “We 
had no defaults in the first 12 months.” 

Don’t expect banks to catch up any 
time soon. “It is quite hard for the banks 
to find a new way of processing loans as 
it requires significant change in systems, 
to collect and process data and also in 
the processes, which means they have to 
retrain people,” says Goyal.

Lending to SMEs by banks participating 
in the UK’s Funding for Lending scheme 
fell by £723 million in the first quarter, 
according to reports. That poses a prob-
lem for the UK economy because SMEs 
account for some 99% of UK businesses 
and nearly 60% of private sector jobs.

The government plans to take action. 
In the legislative agenda laid out in the 
Queen’s Speech to Parliament on June 4th, 

the government announced a bill aimed at 
making it easier for SMEs to access finance. 
It is also anticipated that the bill will 
include laws that compel banks that turn 
down businesses for loans to inform them 
of alternative sources of finance, such as 
invoice finance and peer-to-peer lending.

Invoice factoring and invoice discount-
ing both fall under the heading of invoice 
finance, the ability to raise cash against 
the value of invoices. Both invoice dis-
counting and factoring generally require 
fewer personal liabilities than most tradi-

tional forms of lending, as cash is secured 
against the future payment of invoices.

Factoring has been around for a very 
long time. What’s new is doing it digitally 
and more flexibly. MarketInvoice, for 
example, offers funding with transparent 
rates, no lock-in period, no debentures, 
and with no requirement to put all invoic-
es through the platform.

Invoice financing, which has come from 
both the UK government and institutional 
investors, has been channeled to over 
500 businesses up and down the country, 
giving them working capital to grow.

And Capital Aid, which launches in 
June, is aiming to make the process seam-
less by offering SMEs using the social 
e-invoicing platform Tradeshift loans via 
invoice financing at the click of a button, 
says Capital Aid CEO Torben Pedersen.

App developers can also — for the first 
time — use a type of invoice finance to get 
faster access to their app store revenues, 
which can then be used to accelerate 
their growth and installed base, thanks to 
Pollen, a new service launched by Martin 
Macmillan, a former bond trader.

Peer-to-peer lending is another, 
increasingly popular way for SMEs to ob-
tain loans. Research estimates that global 
peer-to-peer lending will reach $1 trillion 
by 2025. The total amount of money 
lent through UK peer-to-peer lending to 
date is an estimated £1.5 billion. Funding 

“We may be global leaders but  
that won’t last very long unless  
there is fundamental reform of  
the tax regime.” 

CONTINUED FROM FRONT COVER

Capital Aid CEO Torben 
Pedersen: one of the new 
breed of SME financing start-
ups in London.
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BUSINESS LENDING

FUNDING CIRCLE
WWW.FUNDINGCIRCLE.COM
What it does: Enables SMEs to borrow  
from individuals.
How it works: An SME borrows from multiple in-
vestors, who compete to offer best interest rates.

THIN CATS
WWW.THINCATS.COM
What it does: Peer-to-peer lending platform for 
secured business loans.
How it works: Provides loans ranging from 
£50,000 to £3 million repayable in monthly install-
ments over six months to five years+ at rates 
determined through an auction.

FUNDING KNIGHT
WWW.FUNDINGKNIGHT.COM
What it does: Crowdlending platform for business.
How it works: Funds for SME loans ranging from 
£25,000 to £150,000 are provided by a number 
of investors, who bid via a reverse auction.

 
CAPITAL AID
WWW.CAPITALAID.COM
What it does: Allows SMEs to raise cash against 
the value of their invoices.
How it works: Partnered with TradeShift to create 
a network that will serve UK SMEs, offering busi-
nesses instant payment on their invoices. 

POLLEN
WWW.POLLEN.VC
What it does: Helps app developers by expediting 
access to their app store receipts.
How it works: App developers can wait more than 
60 days to be paid for their app sales. Pollen pays 
95% of proceeds to developers every seven days.

MARKET INVOICE
WWW.MARKETINVOICE.COM
What it does: Enables SMEs to sell their long-dat-
ed invoices to a pool of investors.
How it works: SMEs sell their invoices. A percent-
age of the invoice is advanced immediately; the 
remainder held in reserve.

PLATFORMBLACK
WWW.PLATFORMBLACK.COM
What it does: Enables SMEs to select the invoices 
they want to finance and set the maximum price
How it works: Investors compete to drive down the 
cost of finance.

TOUCH FINANCIAL 
WWW.TOUCHFINANCIAL.CO.UK
What it does: Broker for traditional lenders.
How it works: SMEs are advanced up to 90% of 
the value of their invoices. Offers single debtor 
finance, which allows SMEs to release cash on 
individual invoices at a fixed rate.

EVERLINE
WWW.EVERLINE.COM
What it does: Provides SMEs with access to funds.
How it works: Limited companies can borrow 
£3,000-£50,000 for up to 52 weeks; sole traders 
can borrow up to £10,000. 

ORTUS BUSINESS FINANCE
WWW.ORTUSBUSINESSFINANCE.CO.UK
What it does: Offers secured and unsecured loans 
to businesses in the UK.
How it works: Unsecured business loans up to 
£10,000, with repayment up to three years. Com-
mercial business loans up to £500,000 secured 
on UK property, with repayment up to 10 years.

JUST CASHFLOW
WWW.JUST-CASHFLOW.COM
What it does: Lends its own funds to UK SMEs.
How it works: The company lends from £5,000 to 
£100,000 for a day or several months against a 
variety of assets.

BIZNIZ CASH ADVANCE
WWW.BIZNIZCASH.CO.UK
What it does: Flexible, unsecured, short-term 
loans of between £5,000 and £150,000.
How it works: Bizniz reviews annual card transac-
tions to determine cash advance. Those without 
credit card revenue use a revolving cash facility.

EZBOB
WWW.EZBOB.COM
What it does: Offers loans for sole traders and 
small companies.
How it works: Uses datapoints to determine an 
SME’s credit worthiness. It offers up to £50,000 in 
unsecured loans.

IWOCA
WWW.IWOCA.CO.UK
What it does: Offers financing to traders on Ama-
zon, eBay and other online marketplaces.
How it works: Online merchants link their e-com-
merce site profiles to check trading history and 
customer feedback to determine the loan size.

LONDON FINTECH START-UPS FOCUSED  
ON EXTENDING CREDIT TO SMES 

Circle says it has so far enabled 30,000 
investors (including the public sector) 
to lend £285 million to UK businesses; 
£130 million was lent out in 2013 alone. 
In October the company merged with 
San Francisco-based Endurance Lending 
Network, following a $37 million round. 
While the UK market opportunity is big, 
the U.S. is more than twice as large.

Like many of the London fintech 
companies extending credit to SMEs 
Funding Circle has global ambitions, but 
it says the UK has not gone far enough to 
foster the burgeoning fintech sector.

“The tax system to encourage entre-
preneurship to start businesses in the 
UK is probably market leading; the tax 
system dealing with our actual product 
is not,” says Funding Circle’s Desai.

While the UK government is encourag-
ing individuals to invest in SMEs, “when 
they step into the shoes of a financial 
institution they are materially in a worse 
position then if they were a bank,” says 
Desai. For example, if an individual 
loans £100 and makes £10 on one deal 
but loses £11 on another he will still be 
taxed on the £10. A bank would not.

If the UK is serious about being a 
global hub for fintech, it needs to level 
the playing field, Desai says. “We may 
be global leaders but that won’t last very 
long unless there is fundamental reform 
of the tax regime.”

PEER-TO-PEER LENDING

INVOICE FINANCE

OTHER TYPES OF LOANS
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Banking 
Reboot
High Street banks need to look 
to start-up culture if they want to 
survive, writes Jennifer L. Schenker

London’s fintech sector is thriving so 
it stands to reason that The City would 
benefit from its proximity to all of that 
innovation and that Britain’s leading 
financial institutions would be leaping 
at the chance to make use of the cut-
ting-edge technology being developed 
in their own backyard.

Think again. “We are not seeing a great 
deal of activity,” says Udayan Goyal, found-
er of the Anthemis Group, an investment 
and advisory firm focused on re-inventing 
financial services through technology.

To be sure, British banks have started 
rubbing shoulders with start-ups: 
Level39, which bills itself as the world’s 
largest fintech accelerator, regularly sets 
up meetings between banking executives 
and entrepreneurs at its Canary Wharf 
location. Lloyds hosted a two-day hacka-
thon at Level39 in October and has joined 
Rabobank and MasterCard in backing 
Startupbootcamp, a global accelerator 
group that has launched a specialist 
fintech initiative near London’s Tower 
Bridge; Anthemis and Level39 are launch-
ing an initiative to encourage banks to 
collaborate on technology development 
to accelerate some of the innovation; 
and a few London-based start-ups such 
as Digital Shadows, a cyber-intelligence 
service that protects clients from attack, 

It’s not surprising that Barclays has creat-
ed a fintech accelerator in partnership with 
Techstars. “You only get change from large 
incumbents when they begin to truly fear 
what is happening — that’s when people 
start playing around with innovation and 
accelerators,” says Greg Rogers, who as 
Managing Director, Techstars, heads the 
London-based Barclays Accelerator. “And 
right now banks are under siege from every 
angle. My thesis is that it is not the start-
ups they truly fear — it is when companies 
like Facebook apply for a banking license.”
There is speculation that Facebook plans 
to use its WhatsApp messaging service for 
remittance services. If true it would be fol-
lowing in the footsteps of China’s WeChat. 
A new add-on function allows its 600 million 
users around the world to send and receive 
transfers using the bank accounts linked to 
their WeChat profiles. Some 18 million yuan 
(about $2.4 million) was sent over WeChat 
within the first 24 hours after its launch in 
January, according to press reports.
Banks may be under siege from new 
media companies but fintech start-ups 
have issues of their own. It is notoriously 
difficult to sell into big companies and 
banks are no exception.

The Barclays Accelerator, a 15-week 
program in London run by a full-time Tech-
stars team, aims to help both sides solve 
their problems. 
The selection of the first 11 start-ups was 
announced in early June (see the box). 
These companies are being offered: first 
access to Barclays Pingit APIs; access to 
Barclays’ strategic investment team; intro-
ductions to relevant key decision makers 
within Barclays; insight on how to navigate 
the Barclays organization as a service pro-
vider; mentoring by industry experts and the 
heads of Barclays business divisions; and 
the possibility to pitch during a demo day 
streamed to Barclays offices worldwide.
Techstars pledges to: make an invest-
ment of up to $50,000 in each start-up; 
provide workspace in Tech City; offer 
support in digital, design, marketing 
and other key areas; provide entry into 
the Techstars alumni network; and offer 
$200,000 worth of partner perks.
“We are taking the stakes in the start-ups 
so we are the advocate for them,” says 
Rogers. “Barclays does not get first rights 
of refusal or equity and participating in the 
accelerator does not prohibit the start-ups 
in any way from working with other banks.”

Barclays Banking On TechStars

Barclays’ Derek White: If we were a start-up, how 
would we do this?

are successfully selling their products into 
banks — even if the sales cycles remain 
tediously long.

“But it is still early days,” says Goyal. 
No British bank (or any traditional bank 
for that matter) has as yet successfully 
rebooted itself for the 21st century. That 
said, among financial institutions in 
London, Barclays, which has teamed with 
Techstars to launch a fintech accelerator 
in Mile End, is making the most high-pro-
file efforts to transform itself, says Goyal.

Barclays is in the midst of a major over-
haul initiated by CEO Antony Jenkins, who 
is working to repair the bank’s finances, 
streamline the business and restore its 
reputation following a series of scandals.

At the same time, Barclays, like every 
other bank, is figuring out how to stave off 
up-starts that are cutting into core reve-
nues by offering services centered around 
big data analytics, mobile and social.

As banks focus on current cash cows 
and struggle to add basic digital services 
on top of their legacy systems, digital-on-
ly banks such as Fidor Bank, Moven and 
Simple have rushed to cater to digital 
natives who expect to be able to do their 

banking anywhere, anytime on any type 
of device and are looking for much more 
than just online access to a plain vanilla 
account. And a burgeoning group of 
other new entrants is offering innovative, 
cheaper, more efficient ways to move, 
manage and exchange money.

Unless they do something radical — and 
fast — banks are facing the possibility 
of increased marginalization, leading 
to a dramatic fall in profitability. Just as 
telecoms companies risk becoming dumb 
pipes, banks could be relegated to a role 
as clearing houses.

Against this backdrop Barclays has 
appointed Derek White, who helped pio-
neer Juniper, one of the earliest Internet 
banks in the U.S., as its “chief design of-
ficer responsible for translating customer 
insights into execution.”

After Juniper Bank was purchased by 
Barclays in 2004, White, who earned an 
MBA from the Wharton School at the Uni-
versity of Pennsylvania, was appointed 
to senior positions at Barclays Africa, the 
Emerging Markets division and Barclay-
card International. But he is clearly not 
your father’s banker.

FINTECH
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THE BARCLAYS ACCELERATOR’S  
FIRST CROP OF START-UPS

AIRE
AIRE.IO
Headquarters: London
What it does: Enables 
consumers who were not 
considered creditworthy to 
access financial products through 
a new type of credit scoring.

CLAUSEMATCH
WWW.CLAUSEMATCH.COM
Headquarters: Arundel
What it does: Cloud platform 
for matching and negotiating 
master agreements for trading 
over-the-counter derivatives and 
commodities.

CROWDESTATES
WWW.CROWDESTATES.COM 
Headquarters: London
What it does: Allows borrowers 
to crowd fund the deposit on a 
home from external investors who 
want exposure to the UK housing 
market but don’t want to own a 
buy-to-let property.

DOPAY
WWW.DO-PAY.COM 
Headquarters: Utrecht, 
Netherlands (moving to London 
in June)
What it does: Offers a cloud-
based platform that helps 
employers compute and deliver 
salaries to both banked and 
unbanked employees.

GUST PAY
WWW.GUSTPAY.COM
Headquarters: Cape Town, 
South Africa but moving to London 
and Amsterdam
What it does: GUST Pay, which 
has worked with brands like 
Adidas and Red Bull, makes music 
festivals cashless using Near Field 
Communication (NFC) wristbands 
and smartphone apps.

Barclays has joined forces with Techstars to tap 
entrepreneurial talent and use it to build a new 
range of financial services.

To begin with, he says his first question 
when thinking about launching a new 
service is, “If we were a start-up how 
would we do this?” And his professed 
role model is Apple.

It is no accident that the first product 
White and his team are credited with de-
signing in-house — Pingit, a smartphone 
app launched two years ago that lets 
customers from any UK bank send money 
to one another using only a telephone 
number — started out as a product, like 
the iPod and iPhone, but ended up as a 
platform, like the Apple app store. The 
start-ups accepted into the Barclays 
accelerator in London will have access 
to Pingit’s API so they can help the bank 
offer new services.

The process used to develop Pingit 
says a lot about how the bank is trying 
to morph into a more entrepreneurial 
enterprise. Instead of the usual commit-
tee of 27 people spending three months 
studying the business case, White 
collapsed processes to enable the service 
to be conceived, designed and launched 
within seven months.

White assembled a core group of inter-
nal experts who met daily at 6 p.m. The 
meetings were anchored by design think-
ing — the concept of drawing more and 
writing less in order to visually under-
stand what the customer does and needs 
— and adherence to an agile methodology 
to mirror the faster pace of start-ups.

“One of my favorite quotes comes 
from TED when Chris Anderson asked 
Elon Musk, ‘What do you fear the most?’ 
Musk’s response was: ‘Can we learn as 
fast as the world is changing?’ Trying to 
learn as fast as the world is changing is 
changing the way we work and is funda-
mentally changing Barclays.”

“Two and a half years ago we were 
vacant in the mobile space and today we 
are far and away a leader,” White says, 
pointing to 30 industry awards for Pingit.

While Pingit began as a consumer ser-
vice, the bank says the app is responsible 
for attracting over 20% of its new corpo-
rate customers, who use it for payments 
and settlements in B2B2C transactions.

There have been at least 20 new releas-
es of Pingit since its launch. The bank has 
received some 100,000 suggestions from 
users of the service and it has so far imple-
mented about 75% of them, White says.

Going forward Barclays intends to ex-
plore many new areas for development, 
including positioning itself at the heart of 
m-commerce, says White, and to do that, 
it will not only have to transform itself in-
ternally but embrace innovation from the 
outside. That is why it started working 
closely with the start-up ecosystem some 
18 months ago and recently launched the 
accelerator, powered by Techstars.

“We want Barclays to have access to 
emerging technologies — to work closely 
with companies that are creating the fu-
ture of fintech services and the technology 
that underpins that and take the learnings 
into our core business,” says White.

But just as importantly Barclays wants 
to infuse its own business with entrepre-
neurial thinking. “That only happens 
when our executives are embedded into 
the entrepreneurial ecosystem — when 
we are not seen as a large corporate 
there to sponsor but one that is helping 
start-ups and the ecosystem to grow by 
sitting beside them to co-create things 
together,” says White. “The impact and 
playback into the organization of that 
collaboration is impossible to quantify 
but is hugely valuable.”

FINTECH

KATALYSATOR
 WWW.KATALYSATOR.IO
Headquarters: Stockholm, 
Sweden
What it does: Provides an in-
store experience platform that 
allows brands to engage with their 
customers when it matters most.

MARKET IQ
WWW.THEMARKETIQ.COM
Headquarters: Seattle, 
Washington and Toronto, Ontario
What it does: Provides 
actionable intelligence for 
investment professionals based 
on structured datasets (company 
financials) and unstructured 
datasets (social, news, blogs).
 
NOVICAP
WWW.NOVICAP.COM
Headquarters: Barcelona, Spain
What it does: Allows businesses 
to access the money locked in 
their outstanding invoices.

TRYUM
WWW.TRYUM.COM
Headquarters: London
What it does: Tryum bills itself 
as “the Oyster Card for the 
restaurant industry” — a simple 
way to gain loyalty and pay at 
multiple retailers.

VIRTUAL VIEW APP
WWW.VIRTUALVIEWAPP.COM
Headquarters: London
What it does: Provides 
augmented reality and full 
360-degree images for social and 
commercial use.

WAGEVANCE
WWW.WAGEVANCE.COM
Headquarters: London
What it does: Provides an 
alternative to payday loans, through 
wage-backed pay advances.
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GUEST ESSAY

How did a Canadian girl who grew 
up in a lumber town — the daughter 
of a telephone repairman and an 
office manager (neither of whom 
went to university) — end up being 
on the board of the London Stock 
Exchange and a digital economy 
ambassador for London? 

How is it that I now find that since 
selling my first company and floating 
the second, I have backed more than 
50 companies that employ more 
than 10,000 people in 22 countries 
and the turnover of which is greater 
than £3 billion?

It all started here as a student at the 
London School of Economics. I met 
a PhD student from the U.S. who told 
me that he felt I was an entrepreneur. 

Previously I had thought I might 
be a lawyer or teacher or work in the 
civil service. I definitely didn’t think 
I would go into business — the busi-
nesses I had encountered growing up 
in the lumber town were not exactly 
interesting to me. 

I had no idea every day I was 
surrounded by companies that had 
been started by people like you and 
me: Skype, ARM, Spotify, LoveFilm, 
Zoopla. None was more than 20 years 
old and all were small companies 
that managed to get to scale. London 
has thousands of companies in the 
pipeline with similar ambitions. 

The opportunities for entrepre-
neurs are everywhere. In the UK we 
do not lack ambition; our ecosystem 
is poised for growth and we have a 
government that understands that 
GDP is tied irretrievably and directly 
to how well companies scale. We are 
lucky; some governments believe 
GDP is connected to start-ups. We 
know this is not the case.

The government is on board with 
helping to scale up and is removing 
some of the barriers stopping compa-
nies from reaching their potential. But 
it can do more. It needs to concen-
trate on talent and not “tax.” 

Here are my recommendations, 
which focus on talent:

Some things that can help now: 
• More visas. Lots more visas. I really 
can’t understand how our community 
can be excited about 200 visas and it 
is confusing to me why the govern-
ment needs to employ extra people 
to see if a company does or does not 
deserves a visa?

  Thankfully Mayor Boris Johnson 
has got the Border Agency started 
with allowing more visas, but they 
should let every company that is scal-
ing up automatically qualify for those 
‘unobtainium’ visas. 

Why not set up an automated 
alert service for every company on 
Duedil so they get a ‘scale-up badge’ 

that entitles them to as many visas 
as they need?
• Call for more innovation in univer-
sities so that the high-growth firms 
get courses suited to their needs. I 
love the ‘scale-up exec course’ just 
launched by Imperial College Busi-
ness School. I can’t believe that it is 
not being done by every ‘ecosystem 
community’ in the UK.  
• Encourage more programs like 
Founders Forum on June 12th and 
the ‘match-making and mentoring’ 
being done by the Royal Society the 
week of 17 June for their fast-growing 
science-based scale-ups.

Some things that will help the 
scale-ups in three to five years time:
• Talent: Every university should 
be encouraged to participate in 
programs like Silicon Valley Comes 
to UK. They should all do hackathons 
and we should celebrate the student 
organizations like NACUE [National 
Association of College and University 
Entrepreneurs] for adding in innova-
tion and life skills.

Something that will help the 
scale-ups support GDP growth in 
10 years:
• Talent: Every school should be 
encouraged to get several entrepre-
neurs into the classrooms to inspire 
students to create their own careers. 
Try Founders4Schools, Apps4Good, 

CodeClub, and Young Enterprise 
and top it off with a Raspberry Pi or 
a Kano.

Every school should also be encour-
aged to use things like MOOCs [Mas-
sive Open Online Courses] to help 
them illustrate the magical powers 
great communicators have.

If we added on the government 
choosing to purchase goods and 
services from scale-ups every once 
in a while, that would also be good, 
but if the only thing they did was help 
our scale-ups get talent (now and in 
the future), we would not have GDP 
problems in the future.

If you are a government and you 
wish to ensure that your citizens 
have the skills to run the companies 
on which you depend for taxes, the 
number one thing you can do is to get 
‘entrepreneurship’ into the classroom. 

Every child should be aware that 
100% of net jobs in the U.S. are 
created by companies less than five 
years old. 

They should have it drilled into 
them that Google, which they use 
every day, is only 15 years old. They 
should be asking themselves, “what 
companies will I create?”

Scaling Up 
Success

Sherry Coutu is a serial 
entrepreneur and active 
angel investor.
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Informilo covers the global tech sector 
developments that matter. Edited by two 
of the sector’s most experienced and 
respected journalists, the magazines focus on 
entrepreneurship and innovation in every part of 
the pipeline — from the smallest start-up with 
the best idea to big companies that embrace 
creative disruption. 

We are the official media partner of some of 
the industry’s top conferences. Our magazines 
are often the only way to get in the door at the 
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such a targeted way. 
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WHY WALK 
WHEN YOU  
CAN FLY?

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

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

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


