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Tech industry veteran Joanna Shields 
helped Google and Facebook grow their 
businesses in Europe but what really 
cemented her fame in London was an 
earlier career move: orchestrating the 
infamous sale of social networking site 
Bebo to AOL, the city’s largest consumer 
Internet exit to date. Shields’s experi-
ence at a high-growth start-up and her 
track record as a successful exec at some 
of Silicon Valley’s digital giants make her 
an unlikely draftee for a government 
post. But it is not hard to understand 
why she was wooed. She thrives on 
helping companies scale. “$500 million 
to $1 billion is my sweet spot,” quipped 
Shields, during a wide-ranging February 
19th conversation with Informilo — her 
first one-on-one interview since tak-
ing over as Chief Executive Officer and 
Chair of the UK’s Tech City Investment 

Organisation and the UK’s Business Am-
bassador for Digital Industries. (Shields 
is a scheduled speaker at London Web 
Summit, taking place on 1 March 2013.)

It is one of the prime reasons she was 
tapped for Tech City’s top job. Over the 
past two years, the number of Internet-
based companies located in the Old Street 
area of Tech City, east London’s technol-
ogy quarter, has mushroomed. Now, the 
focus is on helping the best of the bunch 
become much bigger businesses.

Rohan Silva, Senior Policy Advisor to 
British Prime Minister David Cameron, 
tells Informilo he encouraged Shields to 
take the job for two reasons: Her leader-
ship skills and “her brilliance in scaling.” 
He explains: “London is at that inflection 
point where we have gone from 200-1,500 
digital companies or so and now we are 
going to see a lot of companies scaling. 
Having Joanna there to help provide ad-
vise and support companies at that stage 
is really important.”

London has a whole raft of so-called 
“category breakout” companies in the 
pipeline that are still private and grow-
ing fast, including Wonga (financial ser-
vices), Mind Candy (gaming), Just Eat 
(e-commerce), Badoo (social dating), 
and Spotify (music). A few are expected 
to IPO soon and an even greater number 
may list in the next 18 months. (See the 
list of London’s Top 25 hottest start-ups 
on pages 08 and 09.) If the companies do 
go public — and especially if they do so 
locally — the city could start to see compa-
nies on the scale of Facebook and Google 
headquartered in London, cementing its 
reputation as a top tech hub and creating 
tens of thousands of jobs, says Saul Klein, a 
partner with Index Ventures, co-founder 
and chairman of the start-up accelerator 
Seedcamp, and a scheduled speaker at 
London Web Summit.

But first a few things need to be fixed. 
London now has four times the number 
of companies with revenues in the $10 

Can TeCh CiTy Build Billion-dollar Businesses?

million range than it did five years ago, at 
the time when companies like Skype and 
ASOS were gaining traction, says Klein. 
The question is how do these companies 
get to the next step. “What is really chal-
lenging is how do you go from $10 million 
to $100 million and then to half a billion. 
Very few companies outside Silicon Valley 
reach that velocity,” he says.

One issue has been lack of access to 
public markets. Since 2010, no European 
technology company has launched an ini-
tial public offer on the London Stock Ex-
change’s main market. The Nasdaq is seen 
as more attractive than the LSE because its 
rulebook accommodates companies with 
a free float — the proportion of tradable 
shares — as low as 10%. Currently Lon-
don’s main market requires a minimum 
free float of 25%. Index Ventures worked 
with 10 Downing Street to address the 
problem. As a result, the London Stock 
Exchange is launching a new niche High 
Growth Segment market in March that 
aims to attract medium-sized businesses in 
the tech and other sectors that are valued 
between £300 million and £600 million.

The change in public markets is an im-
portant step. “It means our most promising 
companies are no longer facing a trade-off 
between listing in the U.S. or not going 
public at all,” says Shields. (See the full Q 
& A with Shields on pages 03 and 23.) But, 
she acknowledges, there is still lots more 
work to be done.

Without an analyst community that 
can understand, judge and measure these 
companies, it is difficult for any British or 
European start-up to get the same trac-
tion as their Silicon Valley counterparts. 
Take the case of Just Eat. Although it is 
not a strictly apples to apples comparison, 
Klein points out that Just Eat is larger and 
more profitable and boasts bigger revenues 
than Yelp, another company targeting lo-
cal commerce. (Yelp, which is based in 

see inside  
for a sTory on london’s  
25 hoTTesT sTarT-ups

 By jennifer l. sChenker

continued on page 04

Silicon Roundabout in Old Street is at the center of the 
government’s concerted effort to build a vibrant start-
up community in the UK. The challenge now is to build 
more billion-pound businesses.
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Joanna Shields, a scheduled speaker at
the Web Summit in London on March 1st, 
was recently appointed Chief Executive 
Officer and Chair of the UK’s Tech City 
Investment Organisation and the UK’s 
Business Ambassador for Digital Indus-
tries. Prior to this she was Facebook’s 
European boss. She has also held senior 
positions at RealNetworks, Google, Bebo 
and AOL. While CEO of Bebo she helped 
secure its $850 million sale to AOL, the 
most successful exit of a consumer In-
ternet company in the history of the UK’s 
tech sector. Shields granted Informilo 
Editor-in-Chief Jennifer Schenker her 
first one-on-one interview since starting 
her new Tech City position in January. 
Schenker has been following Shields’s 
career for a dozen years, since her days 
at RealNetworks.

Q What attracted you to take  
this job?

A When I got the call from Number 
10 to take on the challenge to cham-

pion entrepreneurship and help create a 
high-growth technology powerhouse in 
Britain — starting first with Tech City in 
East London — I jumped at the chance. 
While it may seem out of the blue, as it 
was completely unplanned, for me it was 
a logical next step.

Entrepreneurship and innovation are 
two themes that are close to my heart. My 
father was an entrepreneur and growing 
up I saw first hand how starting a business 
could lift a family from difficult circum-

stances and completely change the out-
look and opportunities for the community 
as a whole. As my Dad built his company 
and created hundreds of jobs, I knew that 
in my life, I wanted to do the same.
Over the past 25 years, I have had the 
privilege to work in and lead some of the 
world’s greatest technology companies 
(Facebook, Google, AOL, RealNetworks, 
Bebo). These companies created new ser-
vices, markets, industries and even new 
economies and in the process, jobs for 
people all over the world. This, combined 
with the opportunity to help support the 
people I worked with and who I care 
deeply about, to grow into world-class 
experts and leaders has been incredibly 
rewarding. But now, I felt it was only fit-
ting that I give back. In our digital tech 
world, we often talk about scale and how 

we leverage it to make massive impact. I 
felt it was time for me to scale the impact 
that I can make.

Q What do you regard as the most 
challenging thing about your  

new job?

A A key challenge is helping to sup-
port the sheer number of busi-

nesses based in the cluster — there are 
more than 1,200 companies today. They 
are all at different stages in their lifecycle, 
different stages of growth and have very 
varied needs and requirements. Our role 
is to support the existing organic growth 
of these businesses, and ensure that the 
growth is sustainable. This means very 
different things to the various businesses 
involved and we have to cover a lot of 
bases to provide this.
Equally, Tech City attracts a great deal 
of interest internationally — we have 
requests to meet, share insights, ideas 
and the benefits of our experience with a 
wide range of organizations, government 
leaders and chief executives from all over 
the world. Adding value and contribut-
ing to such a varied mix of requirements 
and requests is a key part of our role but 
requires an effective, streamlined, and 
highly efficient approach and it is a real 
challenge to keep everyone happy all of 
the time.

Q Some people argue that all of Lon-
don should be deemed Tech City 

since some of the most successful young 
high-growth companies are located 
throughout the city. Do you intend to 
widen the scope beyond Old Street?

A I believe there is a movement un-
derway in this country. What is 

happening in East London around the 
Old Street Roundabout is proof of that 
and we have to shape it and ensure it 
continues. That movement now extends 

Saul Klein, a scheduled speaker at 
the March 1st Web Summit in London, 
helped kick start Britain’s Internet sector 
20 years ago, launching a digital version 
of the Telegraph newspaper when only 
some 30,000 people in Britain were on-
line. Fast forward 20 years, the Internet 
represents 8% of the UK’s GDP and Klein, 
now a tech industry veteran and seasoned 
investor, is still playing a pivotal role.

Klein, one of London’s best-known and 
active investors, has a unique perspective 
on the tech sector’s evolution. After work-
ing in the U.S. for marketing group Ogilvy 
& Mather, where he helped develop its 
digital capabilities, and for a software 
start-up called Firefly Network that was 
acquired by Microsoft and for Microsoft 
itself, he returned to London where his 
father, Robin Klein, is an established seed 
investor and entrepreneur. Klein and his 
father together created The Accelerator 
Group, or TAG, as an investment vehicle.

Klein simultaneously opted for a role 
as an entrepreneur. In 2002, he founded 
an online DVD rental and movie down-
load service called Video Island, which 
was later renamed Lovefilm and sold to 
Amazon in 2011 for £200 million.

But long before that happened Klein 
left his role as CEO of Video Island to run 
marketing at Skype. As is often the case, 
the move came about due to his personal 
network. Video Island raised money from 
Index Ventures. One of the partners there, 
Danny Rimer, knew Klein from his days 
in the U.S. It was Rimer who introduced 
Klein to Skype.

Klein said he was sold on Skype the 
minute he saw the software work. The 
company’s technology and its traction 
wowed him. “To see this happening for 
the first time outside of Silicon Valley 
and to have it happen in London was an 
amazing experience,” he says.

After playing key roles at two Index-
based start-ups that went on to become 
home-runs, Klein was named a partner 
at Index Ventures. He also launched 
Seedcamp, the London-based microseed 
investment fund and mentoring program 
which has been operating in Europe for 
the past five years.

Having worked for U.S. tech com-
panies and two European tech stars, 
Klein said he wanted to “take some of 
that learning and apply it to early-stage 
entrepreneurs within the European eco-
system. This was one of the inspirations 
for Seedcamp.”

Seedcamp, which is housed inside 
the Google Campus in East London, has 

played a number of key roles. It lobbied 
10 Downing Street for the entrepreneur’s 
visa and it has initiated programs to pro-
vide high-level access to investors in the 
U.S., making it less tempting for compa-
nies to enroll in Y Combinator and not 
come back. During its red-carpet four-
week U.S. road show it introduces Seed-
camp companies to high-profile investors 
such as Andreesen Horowitz and Grey-
lock and arranges visits with companies 
such as LinkedIn, Twitter, Foursquare, 
Microsoft and Qualcomm. Over 50% of 
Seedcamp’s 2012 class has raised further 
capital, including some from U.S. inves-
tors such as 500 Startups and SV Angel. 
It is also helping start-ups better connect 
with big corporates.

Having spent a lot of time and effort to 
help seed the market, Klein is now turning 
his focus to helping growth companies 
become billion-dollar businesses. To that 
end, Index Venture Partners has pushed 
10 Downing Street to make it easier for 
young tech companies to go public in 
the U.K. 

Klein believes there is a chance to build 
world-beating companies from London. 
“The message is go big and stay home. 
You don’t need to leave home to build a 
massive company,” he says.

Going forward there will be lots of op-
portunities to sell into developing mar-
kets. “The world of tech has changed 
radically,” says Klein, who was born in 
South Africa but moved to London as 
a child. “It is no longer about U.S.-only 
e-commerce, enterprise software, and 
selling infrastructure to telecom opera-
tors. You can build a very big business and 
never have the U.S. as a market.”

“While the U.S. is still obviously a criti-
cal market, I don’t believe the U.S. will 
continue to dominate tech innovation 
over the next 10-20 years” he says. “It cer-
tainly does not dominate tech adoption.” 

The London Klein left in 1995 is radi-
cally different from the one he came back 
to in 2002 or Tech City as it exists today. 
Britain now has three times as much 
e-commerce as any other country and 
double the amount of online advertising 
and is considered a global tech hub. “We 
are in the midst of an evolution of a great 
ecosystem,” he says, pointing to compa-
nies like King.com, Alertme and Mind 
Candy (all Index Ventures investments). 
“We are 20 years in and we are actually 
not doing so badly.” 

joanna shields outlines her plans  
for Tech City and The rest of the uk

joanna Shields, a tech industry veteran, is now 
chief Executive Officer and chair of the UK’s Tech 
city investment Organisation and the UK’s Business 
ambassador for digital industries

continued on page 23

Klein believes there is a 
chance to build world-beating 
companies from london. 
“The message is go big and 
stay home. you don’t need to 
leave home to build a massive 
company,” he says.
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 Saul Klein, a partner at index ventures and  
co-founder and chairman of Seedcamp
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Silicon Valley, is a publicly-traded local 
directory service with social networking 
and user reviews.) The difference? “Yelp 
is a Silicon Valley darling,” says Klein, so 
it gets lots of buzz. And a bigger valuation.

It is little wonder, then, that UK com-
panies — and many elsewhere in Europe 
— still see Silicon Valley is the place 
where they are most likely to hit it big.

Shields is determined to change that. 
“Earlier (in February) we took 80 of our 
best and brightest from across Britain to 
Los Angeles to meet American media and 
entertainment companies and potential 
investors. All of them are as promising, 
if not more, as their U.S. counterparts. 
All of them want to succeed and most of 
them would love to do it without leaving 
the UK,” says Shields. “Soon they won’t 
have to. The UK now offers one of the 
world’s most ambitious packages of poli-
cies, business incentives, tax credits, tax 
rate reductions and visa support. One by 
one, the government has been removing 
the obstacles to success for businesses 
and the people building them.”

 Building the ecosystem 

London has certainly become a more 
attractive place to raise seed money 
through to IPO. Venture firms such as Ac-
cel Partners, Atomico, Balderton Capital, 
Index Ventures, Advent Venture Partners, 
and DN Capital are playing a key role in 
developing the ecosystem along with 
early-stage funds like Connect Ventures 
and Hoxton Ventures, a growing group of 
business angels, and Seedcamp.

Successful entrepreneurs, such as Skype 
co-founder Niklas Zennström and Brent 
Hoberman, co-founder of Lastminute.com, 

have started their own funds while others 
are enriching the ecosystem by launching 
new ventures. (Hoberman has done both 
and he helped Shields arrange the recent 
trip to the U.S. with the 80 start-ups).

“The very fact that Accel set up shop 
in London in 2000 was a big statement,” 
says partner Kevin Comolli, a partner in 
Accel Ventures’ London office. “Accel 
was sitting in the Valley — it didn’t need to 
come to London and Europe. It was a big 
acknowledgement that recognized that 
Silicon Valley did not have a monopoly 
on innovation and there was indeed an 
opportunity here even if the ecosystem 
was less developed. In the 13 years we 
have been here we have witnessed a so-
phistication of the ecosystem, including 
second- and third-time entrepreneurs and 
the recycling of valuable relationships.” 
For example, Accel was an investor in 
Playfish, which was sold to Electronic 
Arts. People who worked for the London 
office of Playfish have either started or 
are now working at 20 other start-ups in 
London. (For more information see the 
story on pages 06 and 07.)

To be sure, London has competitors. 
The Valley continues to drain Europe of 
some of its best companies and entrepre-
neurs. New York has similar strengths in 
retail, advertising, finance and media. And 
other European capitals, such as Berlin 
and Dublin, are stepping up efforts to 
attract start-ups.

But Klein, who has played a key role in 
helping build up London’s ecosystem, as 
the co-founder of Seedcamp, as a direct 
investor in some of the city’s tech stars, 
and as the first CEO of Lovefilm (see the 
story on page 02), likes to point out that 
London has a number of advantages over 
other hubs. “There still isn’t an entre-
preneur’s visa in the U.S. nor the same 

ipo valuaTion

 CoMpany year lisTed / exChanGe ipo valuaTion

aRm 1998 / lse & nasdaQ  £264 million

autonomy 1998 / easdaQ  £125 million

BetfaiR  2010 / lse  £1.4 Billion

Blinkx  2007 / aim  £124 million

camBRidge silicon Radio 2004 / lse £240 million

lastminute.com 2000 / lse & nasdaQ £571 million

moneysupeRmaRket 2007 / lse £843 million

monitise 2007 / aim £55.9 million

playtech 2006 / lse £548 million

Rightmove 2006 / lse £425 million

telecity 2007 / lse £436 million

selected uk company ipos and Trade sales

Trade sales

 CoMpany year sold / Buyer sale priCe 

active hotels/Booking.
com 

2005 / pRiceline $135 million

akQa 2012 / Wpp £350 million

autonomy 2011 / hp $10.2 Billion

BeBo 2008 / aol £417 million

2010 / cRiteRion capital 
paRtneRs

undisclosed; estimated  
$5 million*

last.fm 2007 / cBs coRpoRation £140 milion

lastminute.com 2005 / saBRe tRavelocity £577 million

lovefilm 2011 / amazon clOSE TO £200 milliOn

multimap 2007 / micRosoft £30 million

net-a-poRteR 2010 / Richemont foundeR’s stake sold foR 
aBout £50 million, valuing the 
company at £350 million

playfish 2009 / ea £275 million

* press Reports

continued from cover

incentives for angels and founders,” he 
says. What’s more, the Internet accounted 
for more than 8% of UK GDP, more than 
any other G20 nation, including the U.S. 
and China. The country spends three 
times as much on e-commerce as any 
other and double the amount on online 
advertising, one of the reasons why the 
online economy in the UK is predicted to 
expand more quickly than in the world’s 
two biggest economies, says Klein.

Since 2005, when Bebo was launched, 
London has been considered a social 
media hub. Today it is the only English-
speaking city in the top 10 global cities 
for Facebook users and the number one 
world city for Twitter, says Klein.

And then there is the government, 
which, says Shields, is doing more for 
start-ups than just about anywhere else 
in the world. “Since kick-starting Tech 
City in 2010 there has been a huge amount 
of progress in turning East London into 
Europe’s digital capital,” she says. In De-
cember the government announced that it 
is putting £50 million towards regenerat-

ing the Old Street roundabout, to trans-
form it into Europe’s largest civic space, 
dedicated to start-ups and entrepreneurs 
in East London. The new building will 
host classrooms, working spaces and 
workshops equipped with the latest 3D 
printing technology, for use by both the 
local start-ups and the wider community.

It is not all just show. Key changes in 
government legislation are attracting tal-
ent and money. And Internet giants such 
as Google, Amazon, Microsoft, Intel and 
Yammer have set up operations in the 
capital, further enriching the ecosystem.

East London has, in fact, come a long 
way from the days when Moo launched 
the first collaborative working space, 
playing host to a few future tech stars 
like Tweetdeck.

In the first nine months of 2012 the 
telecoms, media and tech sector acquired 
almost one million square feet in the City, 
an increase of 39% over the same period in 
2011— and more space than the financial 
and insurance sectors combined, says 
Shields. It now has over 30 co-working, 

accelerator, and incubator spaces, and 
dozens of networking events and confer-
ences are held every month.

Expect that number to increase sub-
stantially this April, when the Google 
Campus — a bustling seven-story building 
that is currently the key gathering place 
in Tech City — celebrates its one-month 
anniversary, says Ezequiel Vidra, manager 
of the Google campus. The campus regu-
larly organizes about 40 events per week. 
It plans to go into overdrive for its anni-
versary. “It will be epic,” promises Vidra.

Vidra, who has lived and worked in 
Tel Aviv, New York, San Francisco and 
London, says he believes the campus has 
helped bring needed density to the tech 
networking scene in London. He likens 
the campus to the real estate equivalent 
of open source software that is there to 
power the ecosystem. “When you get all 
the smart people in one place you can 
succeed in creating lots of magic,” he says.

One of the positive impacts of the 
Google campus is that it is bringing start-
ups together with a variety of big corpo-
rates. (See the story on pages 16 and 17 
that covers a recent Seedcamp hackathon 
for the fashion industry and other retail 
sectors at the Google Campus.)

 changing the eQuation 

Connecting corporates with start-ups 
is key. If the Internet economy is worth 
more than 8% of UK GDP then the big 
corporates and the government ought 

 1993 – 1997
 gReat companies staRted

1993 – moneysupermarket founded
1994 – demon largest isp with 5,000 subscribers
1995 – akQa launched
1996 – multimap launched

 notaBle exits and ipos
1997 –  amazon acquires Bookpages which 

became foundation for amazon in europe 
and uk

1999 – Qxl ipos

 community
1994 –  electronic telegraph becomes the  

first major newspaper to go online 
cyberia – uk’s first internet café  
opens in charlotte street area

 1998 – 2002
 gReat companies staRted

1998 – lastminute.com launches
2000 –  net–a–porter founded; asos founded; 

Rightmove founded
2001 – Betfair founded; ocado founded

 notaBle exits and ipos
2000 – lastminute goes public
2001 – asos ipo in aim

 community
1998 – freeserve launches – uk’s first free isp
2000 – Boo.com goes bust

 2003-2007
 gReat companies staRted

2003 –  lastfm, lovefilm, mimecast & king.com 
founded 

2004 –  skype moves to london; mind candy  
& moo.com founded

2005 – Bebo founded
2007 – seedcamp & songkick founded 

 notaBle exits and ipos
2005 – lastminute bought by travelocity
2005 – skype sold to eBay
2006 – Rightmove ipo
2007 – moneysupermarket ipo
2007 – cBs acquires lastfm

 community
2003 – myspace opens london office
2005 – founders forum launches
2007 –  facebook opens london office
2007 –  google overtakes itv in ad revenue

 2008 – 2013
 gReat companies staRted

2008 –  graze founded; huddle founded;  
Wonga founded; Just eat and spotify 
move to london; tweetdeck founded; 
shutl founded

2009 –  housetrip founded. onefinestay founded
2010 –  funding circle founded
2011 –  hailo founded

 notaBle exits and ipos
2009 –  playfish sold to ea
2010 –  Betfair goes public; ocado ipo; Bebo 

bought by aol
2011 –  twitter acquires tweetdeck; lovefilm sold 

to amazon
2012 –  akQa acquired by Wpp

 community
2009 –  silicon Roundabout is born (named by 

moo tenant matt Biddulph of dopplr)
2010 –  silicon milkroundabout developers’ job 

fair launched by songkick
2012 –  daily mail becomes world’s biggest 

english-speaking website
2011 –  silicon drinkabout started by michael 

acton smith; Jimmy Wales moves  
to london

to be doing at least that much of their 
business over the Internet, says Klein. 
He wants pressure brought to bear both 
by stockholders and business editors 
because if London’s start-ups can’t sell 
their wares to big European companies 
they will be at a disadvantage. Some are 
stepping up. British Gas, for example, was 
one of the first utilities in the world to 
embrace smart metering, buying technol-
ogy from Alertme, one of the UK’s tech 
stars. And advertising giant WPP has been 
snapping up young companies as part of 
its quest to go digital (see the story on 
pages 10 and 11).

Still, U.S. corporations are far more 
likely to buy from start-ups and so is the 
U.S. government, thanks to the Small 
Business Act, a U.S. law which has been 
on the books since 1953 that aims to insure 
that a fair proportion of government con-
tracts are placed with small businesses. 
The law has helped American companies, 
which already benefit from a larger, more 
uniform market, to scale more quickly, 
giving them the ability to outgun their 
European rivals and eventually buy them.

The UK government is doing its part to 
try to change the equation, says Silva. For 
starters, it is opening up government pro-
curement. Until recently 95% of govern-
ment contracts went to companies with 
more than 250 employees. The percent-
age of UK government contracts going 
to small companies has already moved 
from 5% to 15%. The goal is 25%, to try 
and match the U.S., says Silva.

Silva says cabinet ministers are now 
being put on the spot at weekly meet-
ings and asked what proportion of the 
government contracts in their depart-

ments are going to small business. “If it 
is going in the wrong direction they are 
told they won’t be allowed to come back 
to the meetings until that changes,” says 
Silva. “We are being absolutely ferocious 
on this point.”

The government is also changing the 
way it buys technology. Instead of issuing 
multi-billion-pound IT contracts it is now 
biased towards giving smaller contracts 
and giving smaller companies the chance to 
bid. It is also seeking the input of start-ups 
before it even issues tenders. For example, 
the National Health Service has five big 
contracts coming up involving an IT sys-
tem that will help people choose their doc-
tors. “We are going out and asking SMEs 
how they would do it and what products 
they could come up with,” he says.

The challenge facing the NHS is how to 
improve patient care while reducing costs. 
The answer may lie in connecting the mil-
lions of pieces of patient data that are stuck 
in silos. Using linked data sets to create 
a holistic view of patients’ needs across 
health and social services could allow the 
NHS to pinpoint groups of patients who 
would benefit from preventative treat-
ments, significantly cutting costs by reduc-
ing the number of patients who get sick, 
turn up in accident and emergency rooms 
or require long-term care. It also represents 
a huge opportunity for entrepreneurs.

What’s more, under the government’s 

“digital default” program, government 
transactions are moving online, present-
ing what Silva portrays as yet another 
“massive opportunity for innovative com-
panies, particularly small companies, to 
sell stuff into government.”

The government is listening to the tech 
sector, says Silva. “The big push was on 
growth capital two years ago,” he says. “It 
was hard to come by in the UK but thanks 
to tax breaks that have been introduced 
that is no longer a problem.” Now the UK 
government is fixing the public markets 
and procurement, and bringing in Shields 
to help figure out other ways to help more 
companies become global powerhouses.

Klein says he is confident that the goal 
is attainable, if the tech sector and gov-
ernment focus on how to scale up. “What 
we need to do now is to place the most 
focus on growth and later stage,” he says. 
“We have an incredible crop of growth 
companies that could become true global 
leaders. The potential is there,” he says. 
“Now we need to make it a reality.”

The evolution of london’s Tech sector

Rohan Silva, Senior policy advisor to British prime minister david cameron
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Since U.S. gaming 
conglomerate Electronic arts 
purchased london-based 
playfish in 2009 in a deal 
worth up to $400 million, 
members of the team have 
gone on to either create or 
go to work for at least 20 
london gaming start-ups, 
including new ones like Space 
ape games and plumbee 
and high-growth gaming 
companies like King.com and 
mind candy. (See the graphic 
for specifics.) The effect on 
the city’s gaming sector is 
even greater when you factor 
in the number of playfish 
alums now working for big 
companies, like microsoft’s 
next-generation gaming 
studio in london.

It’s no accident that John Earner, a 
star social gaming developer, is behind 
Space Ape Games, an under-the-radar 
London start-up that is aiming to be-
come “the Pixar of mobile gaming.” 
Earner is a member of the city’s Playfish 
mafia. Like the original team at PayPal, 
which famously went on to create the 
next generation of exciting companies 
in Silicon Valley, Playfish alumni are 
having a huge impact on London’s gam-
ing sector. 

Since U.S. gaming conglomerate Elec-
tronic Arts purchased London-based Play-
fish in 2009 in a deal worth up to $400 
million, members of the team have gone 
on to either create or go to work for at 
least 20 London start-ups, including new 
gaming companies like Space Ape Games 
and Plumbee and high-growth gaming 
companies like King.com and Mind  
Candy. (See the graphic for specifics.)

The effect on the city’s gaming sector 
is even greater when you factor in the 
number of Playfish alums now working 
for big companies, like Microsoft’s next-
generation gaming studio in London.

Of the members of the Playfish found-
ing team, only former CEO Kristian Seger-
strale, now executive VP of EA Digital, is 
still working for Electronic Arts. Some 
118 of Playfish London’s former employ-
ees belong to a Facebook group, getting 
together regularly for curry dinners and 
pub meet-ups. The ties run deep. Many 
worked together before they came to 
Playfish and have now created new start-
ups with other Playfish team mates.

The team’s career moves — and the de-
cision most made to stay in London — are 
worth noting as there is often much hand-
wringing when the city’s best companies 
are sold to U.S. acquirers. Such concerns 
fueled 10 Downing Street’s decision, at 
the urging of local venture capitalists, to 
initiate a change in stock market rules to 
try to persuade the UK’s most promising 
young companies to grow big and stay at 
home. (See the story on pages one, four 
and five for more information.)

To be sure, many of Europe’s best 
start-ups either move to the U.S. or are 
purchased by American companies rather 
than remain at home and grow into bil-
lion-dollar businesses. This has a nega-
tive impact on Europe’s economy, since 
the best and the brightest entrepreneurs 
move out and the technologies that will 
underpin the future go elsewhere.

Europe does need to build tech com-
panies the size of a Google or Facebook 
that remain headquartered here. But even 
when companies are sold off to U.S. firms 
the impact on the European ecosystem 

can be positive. Niklas Zennström, who 
famously sold Skype, first to eBay and 
then to Microsoft, stayed in London and 
created Atomico, a new venture capi-
tal firm. Skype alums have a “mafia” of 
their own. Saul Klein, for example, who 
formerly ran marketing at Skype, is now 
a partner at Index Ventures and is co-
founder and chairman of Seedcamp, the 
London-based microseed investment 
fund and mentoring program. (See the 
story on page 2 for more information 
about Klein’s role in the ecosystem.) Ei-
leen Burbidge, who left Skype before the 
eBay acquisition, is a founding partner 

at Passion Capital, a London-based seed 
investment fund, and Skype alum Taavet 
Hinrikus is a co-founder of London-based 
currency exchange start-up Transferwise. 
(See London’s Top 25 hottest start-ups 
on pages 8 and 9 for more information.)

As important as Skype is to the Euro-
pean tech scene, EA, a three-decades- old 
American game maker, has done more 
than any other company to ensure the 
importance of London’s role in the global 
gaming industry. 

London has long had strengths in gam-
ing but when social gaming came along 
the momentum moved to the U.S. That is 
changing. Europe is — for the first time 
— producing venture-backed category 
leaders across the digital space, churn-
ing out gaming developers such as Mind 
Candy, the company behind the wildly 
popular Moshi Monsters game; King.com, 
a London-based cross-platform social 
games company best known for its Bub-
ble Witch Saga, one of the most popular 
games on Facebook; as well as Rovio and 
Supercell, both based in Finland; Ger-
many’s Wooga; Russia’s ZeptoLab; and 
Turkey’s Peak Games.

“I have stayed in London because of 
the Playfish network and also because it 
is now easier to start a gaming company 
outside of San Francisco, a sentiment 
agreed by many, including Silicon Val-
ley folks,” says Earner.

European gaming companies are prov-
ing more adept at monetizing the next 
generation of gaming than their U.S. ri-
vals, by focusing on quality of game play 
and innovation. “Zynga’s first games were 
all about land grab, rather than quality,” 
says Kevin Comolli, a partner in the 
London office of Accel Partners. “Zynga 
definitely had a clever way of working the 
Facebook platform for virility but now 
we have moved on from there. The next 
frontier is coming back to what the UK 
and Europe are really good at: internal-
izing social features, combined with good 
game IP and good mobile skills.”

For instance, Supercell, a tablet-first 
company behind the wildly popular Hay 
Day and Clash of Clans, has gone from 
zero revenues to being IPO-ready in an 
extraordinarily short period of time. That 

company, too, has a Playfish connection. 
Segerstrale, Playfish’s former CEO, is an 
investor in Supercell and he introduced 
the founder to Accel, which ending up 
investing $12 million into the company 
in its Series A round.

 the silicon valley connection 

The back story of the Playfish-Accel 
connection illustrates how the strength-
ening of ties between Silicon Valley and 
the UK benefits the ecosystem in London. 
Earner, a former U.S. naval officer, first 
got onto the radar of the Silicon Valley 
arm of Accel in 2008 when he was work-
ing for Sony Computer Entertainment 
America’s Playstation Network and Play-
station Home. During the seven months 
he worked at that company Earner, who 
handled product management, business 
development, and content production, es-
tablished a virtual goods pricing model and 
set prices, and brought aboard game pub-
lishing partners EA, Activision, and Ubi.

Accel’s U.S. fund introduced Earner 
to Playfish and he joined the company 
in 2008 in Silicon Valley as its first game 
producer. Accel also provided another 
crucial intro for Earner: Facebook. Ac-
cel, an investor in Facebook, arranged 
meetings for Earner with Mark Zuck-
erberg and key executives at the social 
media company. The Facebook connec-
tion ended up being crucial for Playfish. 
Earner is credited with figuring out how 
to monetize Playfish’s big simulation 
game, Pet Society, which at its peak was 
a number one game on the social network, 
and helped shepherd it once it was live. 
Earner went on to help launch Restaurant 
City, also a huge hit on Facebook. These 

The playfish effect
 By jennifer l. sChenker and eriC sylvers

two games inspired competing ones from 
Zynga and many other developers, and 
helped provided the revenue and traffic 
numbers that led to its eventual sale to EA.

Along the way Earner became a general 
manager/VP of Playfish London Studios, 
managing a studio of 90 people and estab-
lishing deep ties with London’s gaming 
community. After the acquisition, Earner 
helped EA to develop a variety of other ti-
tles on Facebook using existing intellectual 
property, including soccer management 
game FIFA Superstars and Sims Social.

Earner left Playfish in early 2012 to 
become an entrepreneur-in-residence at 
Accel Partners in London. After only a few 
months, he co-founded London-based 
Space Ape Games, along with Playfish alum 
Simon Hade and Toby Moore, the former 
CTO of Mind Candy. Seven other Playfish 
alums — Simon Hade, Ke Ren, Joe Raeburn, 
Pedro Rabinovitch, Lu Aye Oo, Stephen 
Courtney, and Adam Sullivan — have also 
joined the Space Ape Games team. The 
company has raised $2.6 million in venture 
capital. Its backers include Accel Partners.

“John has collected a super impres-
sive team around him,” says Accel Part-
ners’ Comolli. Although is too early to 
say whether the company will produce 
blockbuster hits, “the ingredients look 
really impressive,” he says. 

Another of Space Ape Games’ backers 
is Connect Ventures, a London-based ear-
ly-stage fund launched last January. One 
of the founding partners is Bill Earner (ex- 
Amadeus Partners), who also happens to 
be John Earner’s brother.

Space Ape Games has so far released 
one game: Call It: Football, an iOS game 
in which users compete with other play-
ers as they make predictions about what 
will happen in specific parts of American 
football games as those games are being 
played live. Call It: Football has a five-star 
rating in the iTunes store.

For the most part, though, Space Ape 
Games, which is just seven months old, is 
still in stealth mode. Its next title won’t be 
sports-related but Earner isn’t saying much 
more, other than that the company will fo-
cus exclusively on mobile and table games.

It’s not surprising that Space Ape 
Games is gunning for mobile and tab-
lets. A Juniper Research study of the fast 
moving mobile and tablet games market 
(released in February) predicts that the 
rapid take-up of tablets, combined with 
the growing acceptance of in-game pur-
chasing and virtual currencies, will result 
in an estimated $3.03 billion of sales in 
2016, reaching over ten times the $301 
million figure calculated for 2012.

“There is a revolution taking place 
again in gaming and it is on mobile,” says 
Earner, who says he wants the company 
to become the mobile equivalent of Pixar.

In Silicon Valley’s mercenary culture, 
teams rarely work together for more than 
two years, says Earner. The single big-
gest factor contributing to the success 
of Playfish and other European gaming 
companies is experienced teams who 
have worked together for a long time. 
Many members of Playfish’s original team 
had previously worked together at Mac-

rospace and other companies. And after 
they left Playfish some of them continue 
to work together in new start-ups. 

Supersolid is a case in point. Ken 
Fejer, Playfish’s former creative direc-
tor, who Earner credits with being one 
of the “biggest brains” behind Pet So-
ciety, has launched the London-based 
start-up with two other Playfish alumni: 
Michelle Chuang and Tommy Chuang. 
The three previously worked together 
at Macrospace and GLU Mobile before 
joining Playfish.

Supersolid’s first game, called Super 
Penguin, launched in August last year. 
It has had 5.3 million downloads so far, 
across iOS and Android, and has a huge 
fan base in South Korea. So why base the 
company in London? “We have colleagues 
from Playfish and most of our contacts 
are here and it feels like London is re-
ally booming right now, so many gaming 
companies are starting up,” says Fejer.

Plumbee, a social casino gaming com-
pany launched by three former Playfish 
alums 18 months ago, is pioneering both 
social casino games and sports betting 
with real money on Facebook. The com-
pany, which has raised $3.8 million from 
Paris-based IdInvest, has launched its 
first social casino game, called Mirror 
Ball, on Facebook. The game, which will 
soon be available on Apple’s iOS plat-
form, has 1.2 million active monthly users 
and is currently the ninth largest social 
casino game globally and the fifth larg-
est in terms of revenue, says Plumbee 
co-founder and CEO Raf Keustermans. 

While the company does not disclose its 
revenues, he says they are “well over one 
million a month.”

Plumbee is literally spreading its bets. 
It has a 50% stake in Bonza Gaming, a 
London-based sports betting company 
that makes games that are played for 
real money. The company, which has 
launched a title called Bonza Slots, is the 
first game played for real money to be 
accepted on Facebook, ahead of estab-
lished players like Betfair, William Hill 
and Ladbrokes, says Keustermans.

Other Playfish alums have opted to join 
established star gaming start-ups. For ex-
ample, Catharina Lavers Mallet, an execu-
tive producer at Playfish London’s studio, 
is now helping King.com build a London 
studio of 50 people. Like Earner, Mallet is 
American. And she doesn’t plan on leaving 
London, where she has lived since 2009. 
“The thing about Europe is that people 
tend to stay with their employers a little 
longer,” says Mallet. The tech scene in 
London is “large enough that you feel 
like there is movement without it being 
overwhelming, but small enough that you 
feel like you have a network.”

Working with Playfish was a special 
experience, she says. “I full out bawled 
at my own leaving do — not one of my 
prouder moments — but I think it says 
something about the strength of that 
team,” says Mallet. “We created some-
thing together that goes beyond the prod-
ucts; we have formed a community.”

john Earner, co-founder of Space ape games, and a member of london’s playfish mafia

Space ape GameS: 
this new social gaming company 
was founded by John earner and 
simon hade and has attracted the 
following playfish alumni: ke Ren, 
Joe Raeburn, pedro Rabinovitch, lu 
aye oo, stephen courtney, adam 
sullivan. 
 
mindShapeS: 
playfish founders sami lababidi and 
shukri shammas are behind edu-
gaming company mindshapes. 
 
SuperSolid: 
michelle chuang, tommy  
chuang and ken fejer — who were 
on the team at playfish at its found-
ing — have launched a new london-
based social gaming company called 
super solid. 
 

lluStre: 
playfish alums vivienne Bearman and 
martin Ritchie co-founded llustRe, 
which was acquired by fab.com 
 
plumbee: 
this new social casino company was 
launched by founding playfish team 
members Raf keustermans, Jodi  
moran and gerald tan, plus the fol-
lowing ex-playfish alums: fred easey, 
Øyvind sørøy, pablo varela, James 
cook and Jakub pudelek. 
 
brainbow GameS: 
this new social gaming company 
was founded by playfish alums 
xavier louis, hervé piton, and 
Bertrand lamarque. 
 
boSSa GameS: 
founded by playfish alumni henrique 
olifiers; acquired by shine.

KinG.com: 
has hired at least five ex-playfish 
people. they include catharina 
mallet, carolin krenzer, evgenios 
Rodopoulos, Bryan gale, marcus 
lagerstrom. 
 
mind candy: 
has hired several ex-playfish people 
including helen Williamson. 
 
hooplo: 
ed chin, a product manager at  
playfish, is now head of product  
at hooplo. 
 
SnuppS: 
ian griffiths, a playfish product 
manager, is now the head of product 
at snupps. 
 
hide & SeeK productionS: 
ex-playfisher dan Borthwick is now 
technical director at hide & seek. 

product madneSS/ariStocrat: 
playfish’s senior game  
developer Jack tang moved on to 
social game studio product madness 
in london as game development 
manager; the studio was acquired by 
aristocrat two months ago. 
 
Foodity: 
playfish software architect steve 
goodwin is now architecture lead  
at foodity. 
 
Gree: 
marc haxell is a games designer / 
product manager at gRee in london. 
he was technical content & integra-
tions manager at playfish. 
 
89cloudS: 
pedro figueiredo, playfish analytics 
developer, started his own Big data 
consultancy firm, 89clouds. 

notonthehiGhStreet: 
steve morgan is now notonthehigh-
street’s head of development; he 
was playfish’s director, platform 
engineering. 
 
palantir: 
paula valenca moved from playfish 
analytics developer to palantir 
forward deployed engineer. 
 
badoo: 
playfish analytics lead ian Broad-
head is now Bi manager at Badoo. 
 
aSoS.com: 
natascha leanage, previously 
playfish analytics engineering man-
ager, is now Business intelligence 
manager at asos.com.

ex-playfish employees have either founded or are fueling  
the success of at least 20 other london-based start-ups
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To identify the most promising start-ups in london informilo 
asked some of the most active investors to nominate and evaluate 
companies outside their own portfolios. Some are well-known,  
others are below the radar but unlikely to stay that way for long. 
Below find our picks for the top 25.

Why it’s hot: King.com offers over 150 exclusive 
games in 14 languages through its website, 
mobile devices, Google+, and Facebook, 
where it is a top 10 Facebook developer, and 
the second most popular game provider, 
with more than 11 million daily active users. 
Overall, its games are played by 40 million 
players more than 3 billion times each month. 
Planning an IPO on Nasdaq next year.

 shazam 

(WWW.shaZaM.CoM)
london, uk
What it does: Discovery service for music, TV 
shows, and ads.
Why it’s hot: Bar-goers have since 2002 been 
holding their handsets up to speakers so the 
Shazam app can identify the music they’re 
listening to. Since then it has morphed into 
a powerful marketing tool: the user can now 
not only identify the music in, say, an ad, but 
also buy the goods featured in the ad, concert 
tickets, the track itself, etc. It boasts 275 
million users in more than 200 countries and 
33 languages, adds two million new users a 
week, and claims to have identified more than 
five billion songs. Now it is expanding onto 
second screens, making TV ads “Shazamable,” 
allowing its large user base to buy not just 
music but all sorts of merchandise connected 
with programming.

 faRfetch 

(WWW.farfeTCh.CoM)
london, uk
What it does: Farfetch.com unites independ-
ent boutiques around the world with fashion 
lovers.
Why it’s hot: Farfetch offers shoppers more 
than 82,000 items from 2,000 fashion labels 
for both women and men. The site sees 3.8 
million+ visitors from 200 countries each 
month; it has 130,000 customers. Founded in 
2008, in 2012 the company raised $18 million 
in funding from Index Ventures, eVenture 
Capital Partners and existing investor Advent 
Venture Partners, bringing total funding to 
$24 million.

 spotify 

(WWW.spoTify.CoM)
sToCkholM, sWeden
What it does: Streaming music service with 
close social media interactivity and mobile 
apps.
Why it’s hot: Allows users to stream music from 
the big music players and smaller independent 
labels using either a free, ad-supported service 
or a premium ad-free service. Now requires a 
Facebook account, so has enormous potential 
reach; recently declared itself a “platform,” 
encouraging developers to write apps for 
it. Users can share playlists, driving social 
crowdsourcing for events big and small; 
premium users can also access and share 
music on most mobile devices. Currently 
available in 17 countries and has more than  
20 million active users, and over 5 million 
paying subscribers.

 Badoo 

(WWW.Badoo.CoM)
london, enGland
What it does: Social network “for meeting new 
people.”
Why it’s hot: Has 713 million members in 180 
countries; more than 100,000 new members 
join every day. Currently available in 40 
languages via Badoo.com and various social/
mobile platforms as an iPhone, Android, 
Facebook & desktop application. More than 
5 million adults visit Badoo daily and millions 
more come more often, each spending well 
above average time on the site. It is rumored to 
be considering an IPO on Nasdaq.

 RightsteR 

(WWW.riGhTsTer.CoM)
london, uk
What it does: Video distribution and monetiza-
tion services.
Why it’s hot: Rightster helps content producers, 
publishers and advertisers realize the value of 
their rights-held video. The company delivers 
more than 150 million YouTube views per 
month and works with high-profile publishers 
including ITN, the Guardian, SNTV, IMG 
Fashion and British Fashion Council. In 
February Rightster acquired Preview 
Networks, the leading international provider 
of digital distribution services for the movie 
industry. The deal makes Rightster the leading 
distributor of movie trailers in Europe. 

 aleRtme.com 

(WWW.alerTMe.CoM)
london, uk
What it does: Smart home monitoring provider.
Why it’s hot: Developed in Cambridge, 
AlertMe’s Smart Home platform enables 
consumers to take control not only of their 
energy use, but also a myriad of devices and 
applications in the home. Sales grew 169% a 
year from £390,000 in 2008 to £7.6 million 
in 2011. Strategy Analytics forecasts that 
Western Europe will be a leader in Smart 
Home services, with a predicted 23 million 
smart systems in homes by 2015 and 46 million 
by 2020. The market for Western Europe 
is expected to generate over $10 billion in 
revenues by 2017, giving AlertMe ample space 
to scale up.

larGe/sCalinG

 Wonga 

(WWW.WonGa.CoM)
london, uk
What it does: Digital, real-time short-term loans 
for consumers and businesses.
Why it’s hot: Wonga’s technology platform 
allows it to make swift credit decisions, yet 
maintain positive cash flow with very tight 
lending restrictions (in 2011 revenue exceeded 
£73 million and profits were £16.6 million). 
Recently named the number one company in 
the Sunday Times Tech Track 100. Allegedly 
considering a stock market float in the US 
as early as next year which could value the 
company above £1 billion. Expanding beyond 
the UK now, first to Canada and South Africa, 
and soon to other locations.

 Justeat 

(WWW.jusT-eaT.CoM)
london, uk
What it does: Online takeaway ordering service.
Why it’s hot: Active on four continents with 
more than 20,000 restaurants on its network; 
used by millions of takeaway customers 
every month. Raised $64 million from private 
equity group Vitruvian Partners and other 
investors in May to support acquisitions of 
smaller rivals, Europe’s largest e-commerce 
fundraise for 2012. Claims that less than 10% 
of all takeaway orders in the world take place 
online, so there is still plenty of growth out 
there. 2011 revenues: roughly £35 million, up 
from £5.6 million in 2008.

 hailo 

(WWW.hailoCaB.CoM)
london, uk
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 – starting in London, but now also 
offering the service in New York, Dublin, 
Boston, Toronto and Chicago – with 
passengers via the two main smartphone 
platforms, iOS and Android, is set to become 
a must-have for denizens of those cities. In 

late December Hailo reportedly raised an 
additional $30 million in funding, on top of 
earlier investment of $17 million; the latest 
round values the company at $140 million. 
The business is solidly backed for further 
development as it moves to take on Uber in 
the U.S.

 mind candy 

(WWW.MindCandy.CoM)
london, uk
What it does: Creator of Moshi Monsters, an 
online world for kids.
Why it’s hot: Founded in 2004 by Michael 
Acton Smith, a UK-based entrepreneur 
who previously founded Firebox.com. Over 
65 million kids have joined the site online 
and Moshi is now expanding successfully 
offline into books, magazines, trading cards, 
toys, videos games, music, mobile apps, 
and cartoons. Moshi Magazine launched in 
February 2011 and is now the largest UK kids 
title in the UK. In March the company signed a 
major partnership deal with Sony Music.

 alfResco 

(WWW.alfresCo.CoM)
london, enGland
What it does: Open-source enterprise content 
management platform.
Why it’s hot: Claims to be the second-largest 
open-source player in the market, after Red 
Hat, with more than 2,600 paying customers 
in 180 different countries. 2011 revenues 
were just under $100 million in revenues, 
and the company is considering an IPO in 
2014 (if not before). It raised $20 million in 
venture funding from Accel, Mayfield and 
SAP Ventures in 2008. Recently launched 
The Alfresco Cloud, which hopes to take 
some market share from Dropbox and Box.
net. Alfresco was founded by Documentum 
Co-founder John Newton and former COO of 
Business Objects John Powell. 

 king.com 

(WWW.kinG.CoM)
london, enGland
What it does: Free online games.

london’s Top 25 
hoTTesT sTarT-ups

 mimecast 

(WWW.MiMeCasT.CoM)
london, uk
What it does: Cloud-based email management, 
including archiving, continuity and security.
Why it’s hot: The company has over 6,000 
customers globally – including 70% of the 
UK’s top 100 law firms – and over 1.5 million 
users worldwide. Sales grew 66% a year from 
£6.8 million in 2009 to £31 million in 2012. 
Mimecast has featured on the Fast Track 100 
list for three years running. Received a £62 
million investment from Insight Venture 
Partners in September 2012. 

 gRaze 

(WWW.GraZe.CoM)
riChMond-upon-ThaMes, uk
What it does: Healthy snacks by post through-
out the UK.
Why it’s hot: Started four years ago by seven 
friends, including Lovefilm co-founder 
Graham Bosher, the company has sales of close 
to £20 million per year, to 100,000 customers. 
Investors including Octopus Investments, 
and angels such as Saul and Robin Klein, and 
William Reeve, another LoveFilm founder; 
in December Carlyle and DFJ Esprit also 
invested an undisclosed sum (which in August 
had been rumored to be close to £50 million).

early

 huddle 

(WWW.huddle.CoM)
london, uk
What it does: Enterprise cloud collaboration 
and content management.
Why it’s hot: Customers include Fortune 500 
companies and government, financial services, 
professional services and manufacturing 
organization. The company is using its recent 
$24 million Series C round of funding to form 
strategic partnerships and expand global 
operations, with the number of employees 
expected to exceed 200. In September Huddle 
reported sales have growth 800% “year on 
year”; CEO Alistair Mitchell expects Huddle 
to be a billion dollar business in three years; 
there’s also talk of an IPO. 2011 revenues: 
approximately £80 million.

 datasift 

(WWW.daTasifT.CoM)
readinG, uk (& san franCisCo, u.s.)
What it does: Filtering and data mining software 
that targets social media.
Why it’s hot: Datasift enables companies to 
track and filter trending topics, sentiment and 
geolocation data from Twitter, for a variety  
of business uses. Last year it raised ¤4.7 million 
funding from IA Ventures and GRP Partners, 
bringing the total raised to $15 million. It  
also has data partnerships with Lexalytics  
and Klout.

 shutl 

(WWW.shuTl.Co.uk)
london, uk
What it does: Connects retailers such as Argos 
and Karen Millen with local courier compa-
nies, enabling online and in-store customers 
to receive their shopping within as little as 90 
minutes or within a one-hour window.
Why it’s hot: The company recently raised $2 
million from the UPS Strategic Enterprise 
Fund and existing investors Hummingbird 
Ventures and GeoPost. It will use the new 
investment to expand the team, acquire new 
retail partners, and prepare to launch its 
service in the U.S.

 gocaRdless 

(WWW.GoCardless.CoM)
london, uk
What it does: Allows smaller merchants to set 
up interbank transfers for customers via an 
online tool, the API or partners.
Why it’s hot: Direct debit is still a popular way 
to send regular payments, and GoCardless’s 
offers means that small businesses can take 
advantage of banking tools that previously 
only the big boys could access. Anything that 
enables e-commerce for the little guys wins 
friends – and funding, as the $1.5 million raised 
so far demonstrates.

 unRuly media 

(WWW.unrulyMedia.CoM)
london, uk
What it does: Award-winning global platform 
for social video advertising. It distributes video 
across platforms such as YouTube, Facebook, 
Twitter, premium publisher sites, influential 

blogs and mobile applications.
Why it’s hot: Has delivered, tracked and 
audited 1.65 billion video views, across 2,000+ 
successful social video campaigns, for more 
than 400 brands since 2007. In January 2012, 
received a $25 million Series A investment — 
the largest ever for a private company in the 
social video space. Estimated 2012 revenue: 
£17.6 million; growth has averaged 157%.

 songkick 

(WWW.sonGkiCk.CoM)
london, uk
What it does: Provides a single place for users 
to track their favorite bands.
Why it’s hot: Songkick wants to “put every 
single concert or festival that’s ever happened 
online.” The site attracts more than 5 million 
unique users per month. In 2012 it raised a 
$10 million funding round led by Sequoia. 
(Existing investors Index and Y Combinator 
also participated.) Claims to be the second-
biggest live-music site after Ticketmaster. 
Songkick has collected 1 million past concerts 
stretching back to the 1960s; they’re on their 
way to becoming the definitive live music 
resource online.

 duedil 

(WWW.duedil.CoM)
london, uk
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 and 
serves it up for free (for now; it will introduce 
premium services soon; it also offers an API for 
business information). The company received 
seed funding from Passion Capital; angel 
investors include Wonga’s Jonty Hurwitz, 
Sherry Coutu, Tom Hulme, Denis Raeburn, 
and Federico Pirzio-Biroli. Duedil claims 75 of 
the FTSE 100 now use its services.

 tRansfeRWise 

(WWW.TransferWise.CoM)
london, uk
What it does: Foreign currency transfer services.
Why it’s hot: Transferwise keeps currency 
transfer costs down by using the real exchange 
rate and charging a low service fee. Can 
currently handle payments between the UK 

and eurozone countries, but it’s adding more 
currencies soon. Backed by IA Ventures, 
Index Ventures, Kima Ventures, Seedcamp 
and The Accelerator Group as well as private 
individuals who have built, or are building, 
PayPal, Wonga, Skype, Betfair and Simple.com.

 funding ciRcle 

(WWW.fundinGCirCle.CoM)
london, uk
What it does: An online marketplace to help 
businesses find fast finance, and investors get 
better returns. 
Why it’s hot: Backed by Index Ventures, Union 
Square Ventures, and a number of prominent 
angel investors to the tune of £13.2 million so 
far. More than 1,000 businesses have been 
funded, with a total loan value to date of £78.5 
million. Now lending more than £1 million 
a month, usually in tranches of £5,000 to 
£100,000. Tapping into the trend for peer-to-
peer lending.

 zoopla 

(WWW.Zoopla.Co.uk)
london, uk
What it does: UK property website.
Why it’s hot: Zoopla is one of the UK’s most 
comprehensive property websites. Launched 
in 2008, the site attracts over 20 million 
visitors per month, and was named one of 
the Top 10 UK Tech Companies (Guardian) 
and one of the Top 10 Most Innovative UK 
Companies (Smarta). Shareholders include 
A&N Media (a division of the Daily Mail 
and General Trust), Atlas Venture, Octopus 
Ventures and a handful of well-respected 
angel investors.

under The radar

 space ape games 

(WWW.spaCeapeGaMes.CoM)
london, uk
What it does: Social games on tablets and mo-
bile phones.
Why it’s hot: Space Ape is a stealth start-up 
founded by John Earner, previously GM/VP 
at Playfish London Studios, Simon Hade, an 
early Product guy at Skype, and Toby Moore, 
previously the CTO of Mind Candy. The 
company’s LinkedIn profile says, “Space Ape 
may or may not be working on games. They 
aren’t saying.” Space Ape 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.
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make life even more challenging for them. 
If you go to Pret A Manger at lunch time, 
and look at how many people are reading 
newspapers, the answer is not very many 
these days.”

Asked to name the big trends WPP sees 
looming ahead of it in the digital firma-
ment, Read lists mobile, e-commerce, 
social media and data. “Those would be 
the four things at the highest levels of 
the group that we are worried about,” he 
says. “This might be a dangerous thing 
to say, but they might well be the same 
four things we’re worried about five years 
from now. We will have largely made the 
transition to mobile by then — certainly 
50% of page views will be on mobile.  
E-commerce will still be, in some parts 
of the world, something that traditional 
retailers are wrestling with and others 
are taking advantage of. Social will be 
critical, but I think we will be better at 
managing it by then.”

Of the four, data is likely to be “the one 
we’re most worried about in five years’ 
time,” says Read. “It is going to have to 
be even more interoperable. We set up 
an initiative called The Data Alliance to 
bring together all the data we have across 
WPP and help to connect it. The trick 
about Big Data is not having the data, but 
how you make it available at the time and 
place you need it to make marketing de-
cisions. That’s why, if I had to pick one, 
I’d say data is the area we are — and will 
be — wrestling with the most, as we look 
ahead,” he says. 

Global digital advertising spend broke 
through the $100 billion barrier last 
year, according to eMarketer, meaning 
that desktop, laptop, tablet, and mo-
bile advertising now accounts for about 
20% of the market. While the milestone 
made for eye-catching headlines, it 
represents only the first phase of an 
inexorable revolution which will see the 
advertising and marketing communica-
tion industry go entirely digital within 
a decade, predicts Mark Read, head 
of strategy and CEO of WPP Digital, 
a scheduled speaker at the March 1st 
London Web Summit.

“That is the transition we are going 
through,” says Read, who is viewed as a 
leading contender to take over from Sir 
Martin Sorrell when the WPP CEO, who 
is 68, eventually steps aside. “And we’re 
not done yet by any means.”

Today, some 32% of WPP’s business 
is digital, making it the seventh-largest 
digital media company globally. That is 
good news for the UK.

Placing the Internet at the core of big 
corporations’ businesses is key to ensur-
ing that London becomes one of the top 
five global tech hubs, says Saul Klein, a 
partner in the London office of Index 
Ventures and a co-founder of Seedcamp. 
He maintains that since the Internet econ-
omy is now worth more than 8% of the 
UK’s GDP every company in the FTSE 
100 should be doing at least that much of 
its business digitally. (See the cover story 
for more information.)

Going digital often means bringing in-
novation in from the outside, benefiting 
start-ups that set up in close proximity to 
London’s thriving advertising sector. For 
example, the Bakery — a newly-launched 
East London accelerator supported by 
the Institute of Practitioners in Advertis-
ing, Tech City Investment Organisation, 
and UK Trade & Investment to help fund 
marketing and advertising technology 
start-ups — is helping connect young com-
panies to big brands as well as advertising 
agencies such as Vizeum, Havas World-
wide, MBA, Karmarama and KitCattNohr 
Digitas, to help solve industry challenges. 
(See the story on page 11 for more details.)

 digital shopping spRee 

WPP has also sought outside aid to go 
digital. For the last six years it has been on 
a digital agency buying spree — a sort of 
corporate giant’s version of supermarket 
sweep. In 200, the company bought New 
York-headquartered 24/7 Real Media 

(now 24/7 Media Inc.), a digital marketing 
agency with 18 offices in a dozen country. 
“That [acquisition] was critical for us to 
develop a really strong bench-strength of 
digital media technology and we’ve used 
that, in partnership with [media invest-
ment management operation] GroupM, to 
launch businesses like Xaxis, an audience 
buying company,” which claims to house 
the world’s largest pool of audience data, 
says Read.

“Other highlights, if that’s the right 
word, include AKQA, which we bought 
last year,” says Read. “They are obviously 
a fantastic digital agency — you could al-
most call them an innovation or digital 
technology agency. Their work goes be-
yond just communications, into helping 
clients re-adapt their business for this 
digital environment.”

WPP has acquired a variety of new 
skills through its recent acquisitions, 
says Read. In keeping with its focus on 
emerging markets, it bought F.biz, Brazil’s 

digital or die: an interview 
With Wpp’s Mark read

 
By jaMes silver

mark Read, Wpp’s director of strategy since 2002 
and chief executive of Wpp digital, is viewed as a 
leading contender to take over from Sir martin Sorrell, 
when the Wpp cEO, who is 68, eventually steps aside. 
Read worked at Wpp between 1989 and 1995 in 
both parent company and operating company roles. 
prior to rejoining Wpp in 2002 he was a principal 
at the consultancy firm of Booz allen & hamilton 
and founded and developed the UK company 
WebRewards.

for the last six years Wpp 
has been on a digital agency 
buying spree — a sort of 
corporate giant’s version of 
supermarket sweep.

“if you looked out five years 
away, it’s going to be a Tv and 
digital world — not one or the 
other,” says Read. “it is both. 
and success for Wpp and 
for Wpp’s companies means 
adapting to, understanding and 
operating in that environment. 
So, i think we will see less split 
between traditional and digital 
channels and more integration 
of them. But they might play 
different roles — Tv may 
be more the brand-building 
channel and digital may be 
more the close-the-sale 
channel, as it were.”

leading digital agency. It also snapped 
up Blue State Digital, a company cred-
ited with helping U.S. President Barack 
Obama win the 2008 and 2012 elections, 
which focused on political, non-profit 
and commercial work globally. Another 
acquisition, Acceleration, helps marketers 
and publishers integrate technology such 
as ad-serving analytics systems.

Additionally, earlier this year, WPP 
bought UK-based e-commerce digital 
agency Salmon, which builds e-commerce 

sites and other digital consulting services 
for retail clients including Argos, Mor-
risons, Game and Halfords in the U.K. 
“Acquiring Salmon reminds us that digi-
tal is an opportunity for WPP to get into 
new areas of business which weren’t in 
before,” adds Read.

At WPP “digital is now the lead me-
dium,” he says. “We are now at a stage 
where — from our clients’ perspective 
— increasingly digital thinking leads the 
creative process. What you might call a 
‘media neutral’ idea is often a digital idea, 
if it’s still possible to differentiate between 
an analog and digital idea anymore, which 
I’d argue is hard to do. Five years ago, for 
example, you would have thought about 
digital at the end of the campaign; now it’s 
the thing you do at the beginning. Often 
we summarize our strategy, as a group, 
as ‘China and the Internet.’”

The data certainly supports WPP’s 
digital-first approach: digital is forecast 
to climb steeply — to $163 billion by 2016 
— when it will account for 26% of the total 
spent on ads in all media globally, with 
36.7% of digital spending in North Amer-
ica, 23.7% coming from Western Europe 
and 29.8% from Asia-Pacific, according to 
eMarketer. From social networks to Big 
Data, digital’s roll-out is making advertis-
ing and marketing communications far 
more complex.

Read argues that this very complexity 
is good news for WPP. Part of its business 
has become helping its clients find signal 
in the noise. “Clients need experts and 
independent advice to help them navigate 
their way through [the digital space],” 

says the 46-year-old executive. “That’s 
why I see it as an opportunity — if we 
are on top of what is going on. The other 
thing for WPP, which is helpful, is that 
we’re not like media owners or technol-
ogy companies, who have to bet on par-
ticular technologies. Whilst we have to 
have a good understanding of technology, 
of course, we are to some extent agnos-
tic. Our job is to reach consumers, wher-
ever they are, in any channel. And that is 
beneficial to us — if mobile takes off, for 
example, we need to be in mobile, but 
we don’t need to make a bet on whether 
or not it will.”

 going foR gRoWth 

The key is to focus on the growth areas, 
says Read. “The mistake that everyone 
makes is assuming that TV is going away. 
I would say press, print and magazines 
are very challenged. But our projec-
tions for TV show that global ad spend 
is due to increase over the next couple 
of years, not decline. Part of that is that 
TV is growing very strongly in markets 
like Brazil, China and India, with their 
rapidly-developing TV platforms, fast-
growing middle classes and the need for 
brands to build themselves up and reach 
consumers. But I’d say that if you looked 
out five years away, it’s going to be a TV 
and digital world — not one or the other. 
It is both. And success for WPP and for 
WPP’s companies means adapting to, 
understanding and operating in that en-
vironment. So, I think we will see less split 
between traditional and digital channels 

and more integration of them. But they 
might play different roles — TV may be 
more the brand-building channel and 
digital may be more the close-the-sale 
channel, as it were.”

He is notably far less bullish about 
print media. “I think, newspapers and 
magazines have a very challenging fu-
ture,” he predicts, choosing his words 
carefully. “The shift to mobile is going to 

soMe key Wpp  
diGiTal aCquisiTions

 1. salmon 
WhaT: e-commerce digital agency 
When: 2013
Where: Uk

 2. f.Biz 
WhaT: digital agency 
When: 2011
Where: Brazil

 3. akQa holdings inc. 
WhaT: digital agency
When: 2012
Where: U.S., Uk, France, Germany & china

 4. acceleRation 
WhaT: marketing Technology
When: 2012
Where: Uk, U.S.  and South Africa

 5. Blue state digital 
WhaT: digital/Social
When: 2010
Where: U.S. 

Wpp By The nuMBers

employees: 

162,000 
(including associates) 

offices: 

3,000 
Countries: 

100 

reported revenues: 

£10 billion 
(31st december 2011) 

reported Billings: 

£44.8 billion 
(31st december 2011) 

Market Capitalization: 

£10.8 billion 
(may 2012)

 
Source: wPP website
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protecting the inbox
How many emails do you have in your 
inbox? In general, each one represents 
a task – something to read, a query to 
answer, a meeting to book, a bill to 
pay, a request to fulfill or deny, even a 
friend’s post to like. Also on your to-do 
list: Facebook messages, LinkedIn in-
tro requests, twitter direct messages....
Whether it’s a social-network message 
or a your-grandfather’s-style email, it’s 
all items to handle — all placed there by 
other people. Yet who prioritizes all 
of these? Who collects them all in one 
place or switches among them?

You do, of course. Is that fair? Why 
should you be burdened with deciding 
among all these requests? Isn’t there some 
way the senders could take on some of 
that responsibility?

Of course, that’s already happening in 
part. Facebook is deciding what to show 
you. You decide which people to follow 
on Twitter (and thus who can DM you). 
LinkedIn charges people to send more 
than a certain number of intro emails, 
and penalizes people who send too many 
unwelcome messages. At the other end 
of the quality spectrum, Google, Yahoo! 
and Microsoft (among others) filter spam 
using everything from content analysis 
to sender behavior to various methods 
of authentication.

But these all leave the burden on the 
recipient; the system lets other people add 
things to my to-do list. (I once thought of 
publishing my to-do list, so that people 
could see how busy I am and stay away, 
but in the end that requires too much self-
awareness and discretion from senders.)

There is another way. It requires the 
sender to figure out what matters, and to 
put money behind their bet. 

The short version of this is that the 
sender has to pay to send mail, while the 
recipient can set the price. Of course, that 
notion provokes all kinds of angst: What 
happens to poor but worthy people? What 
about friends?

The answer is twofold. The recipient 
can decide what to charge, and set differ-
ent prices (including free) for different 
people or categories, and can even forgive 
the charges retroactively. It won’t be too 
much work, because there will be services 
that will handle it all for you; that’s the 
business opportunity! The basic service 
sets a single price, but higher-end services 
offer (and charge for, in commissions) as 
much complexity as anyone could want. 
There will be variations with interfaces to 
LinkedIn, Facebook and the like, different 
prices for different kinds of senders or 
requests...as complex as you want.

Or, if you don’t want to make lots of 
decisions, the provider will let you select 
from a set of defaults. (And if you eschew 
the commercialization of your time, you 
can send the money to charity.)

Why should anyone pay to send email 
when they can do so for free? And isn’t it 
unfair to cut off access?

In the end, people aren’t paying to 
send mail; they can indeed do that for 
free. They are paying someone else to get 
that person’s attention (or to rise on their 
priority queue, to put it more politely). 
You can go on sending free email all you 
like, but if you want to get the attention 
of certain people, busy people, you have 
to pay. (Isn’t that more democratic than 
having to join a club or undergo an inter-
view with their assistant to meet them?)

Initially, the “customer base” may be 
just a small set of people who currently 
use other forms of friction to protect 
themselves: assistants, publicists, fam-
ily offices or simply ignoring anything 
that doesn’t come from a trusted friend. 
(Personally, I act as one of many gate-
keepers to a variety of famous friends 
and acquaintances. No, I do not think 
that Marissa would like to buy your  
company....) 

Another way may be to join groups — 
most likely closed groups — that allow 
free messages among members, whether 
that’s a LinkedIn group of Harvard alum-
ni or a constructed group of members of 
a board of directors, Meetup moms or 
anyone writing from a Yahoo-inc.com 
corporate email address. 

From the sender side, the initial re-
action may be, “Why can’t I reach this 
person without paying?” But over time, 
more people will say, “Hey, I want this 
too! I can’t afford a personal assistant to 

screen my mail, but this way I can push 
the burden back to the senders, who have 
to figure out whether I’m likely to want 
their message and respond in the way 
they hope.”

That’s how the market will start. Over 
time, a variety of specialist service provid-
ers will emerge – sometimes as single-
topic experts, and sometimes as general 
mail managers. On the one hand, mail 
recipients can set their prices for differ-
ent kinds of mail/requests/senders. The 
mail managers will also (as specified by 
the recipient) handle incoming Facebook, 
LinkedIn and other requests. They will 
collect credit card information from 
the senders (or more likely charge their 
Paypal accounts as a variety of payment 
systems emerge to make this all seamless). 
The recipient is unlikely to see the com-
plexities; most of this will be handled in 
the background. To start, you can simply 
set your price at, say, $1, along with a list 
of people who can message you for free.

Over time, a couple of useful things will 
happen: companies will insist on a more 
careful distinction between corporate and 
personal email address use. For example, 
Yahoo! may collect $1 on behalf of its em-
ployees when they get mail. But Yahoo! 
may also have a white list of potential 
advertisers, who will all be writing from 
their corporate email accounts.

As for consumer customers, most com-
panies already make you pay... by requir-
ing you to fill in annoying, detail-oriented 
forms that ask for a bunch of irrelevant 
bits of information before you can send 
a webmail request for help. They will 
probably keep that avenue, and add a $10 
email hotline address. (Disclosure: I am 
an investor in direct.ly, a third-party ser-
vice that offers paid support from former 

Esther dyson, a scheduled 
speaker at london Web 
Summit, is an angel investor 
in a variety of online start-
ups, mostly in the U.S. and 
Europe, focused on online 
services, healthy behavior and 
space travel. She also writes 
a monthly column for project 
Syndicate, where a version of 
this essay also appears.

employees and other experts in a non-
email version of this idea. I was also an 
investor in Boxbe, which started out with 
sender-pays email but eventually pivoted. 
I think the time is now becoming right.)

Meanwhile, both senders and recipi-
ents (through their agents) will spur the 
use of verified email addresses, where 
messages are “signed” and stamped with 
metadata to validate their source. Most 
senders such as banks and Paypal already 
sign their mail, but most recipient mail 
tools don’t require that, which is why 
you still get bogus mail from Paypal and 
banks (though much of it actually comes 
from easily-detectable accounts such as 
JPMogan or HSDC).

Won’t some people simply try to get 
rich by charging for incoming mail that 
they never read? Caveat sender! Indeed, 
the point of this exercise is to get senders 
to consider more carefully to whom they 
send mail...and anyone foolish enough 
to send mail to people who merely want 
their money deserves what they get —  
or lose. 

Does this put more of a burden on 
senders? Of course. But the burden needs 
to go somewhere, and putting it back on 
the side of the creators of the mail prolif-
eration problem makes sense. In this sys-
tem, those who send and receive the most 
mail will deal with the most complexity, 
often creating a business opportunity for 
others. And those who send only a small 
amount of mail will be able to negotiate 
directly with the recipients for any mes-
sages that are wanted.

There will be lots of glitches at the be-
ginning, starting with people you know 
who have multiple email addresses, old 
friends not in your current white list, and 
so on. But over time such challenges willl 
diminish... and as less mail gets sent, a 
higher proportion of it will be wanted 
and answered. A little bit of friction can 
revive the miracle of email. 

Baking Tech into Marketing
Brands marketers are hungry for in-
novation and new ways to engage their 
customers, but at the same time the tech 
landscape seems confusing and fraught 
with risk. Meanwhile, the tech entre-
preneurs often have such a laser focus 
on a particular idea they fail to see who 
could use it most.

The Bakery, a new London-based tech 
accelerator dedicated to the advertising, 
marketing and communications sectors, 
aims to connect the two sides. It wants to 
shift the mindsets of both brands and tech 
start-ups by inviting them to make cut-
ting-edge technology part of big brands’ 
marketing recipes from the start.

“The whole idea is creating a market-
ing strategy that already has an element 
of technology baked into it. That’s better 
than saying, ‘We want to sell more beans, 
or more beer, and then at the last minute 
thinking: Oh, we need an app for that and 
tacking it onto the edge’,” Andrew Hum-
phries, the Bakery’s co-founder and tech 
entrepreneur, said in a phone interview 
from Recife, Brazil, where he was busy 
recruiting start-ups to participate.

The Bakery is tapping into one of Lon-
don’s strengths. Like New York, the city 
has a strong advertising sector, and the 
close proximity to industry giants ben-
efits start-ups. For example, WPP, the 
London-headquartered global advertising 
firm, is continuously snapping up small 
companies to help it become more digital. 
(See the story on pages 10 and 11.)

The Bakery, which launched last 
month, is yet another way for London’s 
start-ups to get their technologies noticed 
and adopted by big-name companies. 
The accelerator is building a roster of 
30 start-ups to participate in an initial 
matchmaking day on March 26th, when 
brands and agencies will narrow the list 
down to the first class of 10 start-ups. 
(Start-ups interested in signing up can 
find more information at http://www.
thebakerylondon.com) The Bakery hopes 
to repeat the program again in the Fall.

Selected start-ups — which will most 
likely already have a prototype and 
some funding — will then get to work 
with global brands on trial campaigns 
covering everything from sports cars to 
bathroom fixtures. BMW, Stella Artois, 
Heinz, Panasonic and Ideal Standard are 
the announced participating brands. Ad-
vertising agencies Vizeum, Havas World-
wide, Karmarama, MBA and Kitcatt Nohr 
Digitas – all work for the participating 
brands — will help incorporate the tech-
nology into the trial campaigns.

Upon being selected, the start-ups will 
get a brief from one of the brands, a budg-
et of up to £50,000, and desk space in The 

Bakery’s 6,000-square-foot office space 
in East London’s tech hub. They will have 
eight weeks to develop technology to meet 
the brands’ needs and develop a “go-to-
market” strategy with the ad agencies. 
“The £50,000 they’ve ring fenced for the 
initial trial is really just a toe in the water,” 
says Humphries.

The Bakery’s research indicates nearly 
a third of UK marketing budgets are now 
going digital. “These global brands are 
looking to spend many millions of dol-
lars on digital marketing,” Humphries 
the accelerator’s co-founder. “That’s the 
real carrot for technology companies to 
get engaged with the brands and their 
agencies as early as possible.”

Although the start-ups will be paired 

with a specific brand, at the end of the 
trials all the participating brands, which 
do not compete directly with each other, 
will have the option to negotiate to work 
with any of the start-ups, Humphries says.

The Bakery will look for a small eq-
uity share — typically 2% to 8% — in the 
tech companies and if that is not possible, 
they will seek a commission on revenues 
resulting from the introductions made 
through the program.

The brands, too, may be interested in 
seeking stakes in the companies. One of 
the highest-profile tech start-up/brand 
partnerships of the past year was between 
Square and Starbucks. The coffee chain 
was so successful at using the payment 
app that it invested $25 million into the 
tech company and now distributes Square 
card reader devices in its U.S. stores.

“Our advice is brands shouldn’t try 
to own these things because (start-ups) 
benefit from working with a number of 
clients. As soon as one brand tries to own 
it, it will typically kill it,” Tom Salmon, 
the Bakery’s managing director, said on 
a recent afternoon, while sitting in a Soho 
cafe near the digital marketing agency 
that he founded. “You can get a lot of 
value out of a start-up by simply being 
their best client.”

For the Bakery, Humphries says the 
ideal applicant might be someone like the 
developers behind Pingit, a payment ser-
vice that emerged from London’s Tech 
City cluster. Barclays Bank bought the 
technology and with more than one mil-
lion users, Apple named it one of the 
best apps of 2012. The bank put the app 
at the center of a marketing campaign 
to encourage new customers to see it as 

 
By d’arCy doran

The Bakery’s research 
indicates nearly a third of UK 
marketing budgets are now 
going digital. “These global 
brands are looking to spend 
many millions of dollars on 
digital marketing,” says andrew 
humphries, the accelerator’s 
co-founder. “That’s the 
real carrot for technology 
companies to get engaged with 
the brands and their agencies 
as early as possible.”

an innovative, friendly bank.
“What we’re really looking for is the 

next Pingit. A new way of engaging cus-
tomers that probably nobody’s thought 
about,” Humphries says.

Already applications have come in 
from start-ups in “hot areas” like mo-
bile location shopping or mobile loyalty 
apps. Salmon says the Bakery is hoping 
to attract a range of companies whose 
expertise might range from analytics to 
social TV.

“We’re hoping we’ll find a lot of stuff 
we don’t know about. We’re interested in 
applications from people who are looking 
into things that feel quite futuristic at the 
moment,” Salmon says. “Like the idea 
your BMW can have its own digital foot-
print, or presence, and the things you can 
do around that and what you can build 
on top of that.”

He says he hopes it’s not just the 
brand marketers whose way of think-
ing changes, but the start-ups as well. 
Entrepreneurs who never considered 
their product to be marketing technology 
might need to step back and ask them-
selves what other problems they might 
solve and whether brands might benefit, 
Salmon says. “The success of this will be 
down to the start-ups that we get,” he 
says. “We just need amazing companies 
to come and be involved.”

 
By esTher dyson
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Eric Van der Kleij, the former CEO 
of London’s Tech City initiative, is 
earnestly explaining his new mission: 
connecting big corporations with the 
city’s most exciting financial services 
and retail-focused start-ups, when he 
suddenly stops to peer out the window 
at a flying object. “Amazing,” he reflects, 
“we are higher than the helicopters.”

Van der Kleij is now heading up Lev-
el39, which is being billed as the UK’s larg-
est financial services and retail accelerator 
and is due to open its doors in late March. 
The accelerator takes its name from its lo-
cation: the entire 39th floor of One Canada 
Square in Canary Wharf, all 29,000 square 
feet of it. Designed in ‘tech industry’ style 
by renowned architects Gensler, who have 
worked on some of the world’s most excit-
ing workspaces including offices for Fa-
cebook and Google, the Level39 initiative 
aims to help start-ups rent space and help 
them grow and obtain additional funding 
during 8- to 12-week residencies.

The space includes a set of ‘sandboxes’ 
which will enable accelerator programs, 
software engineers and builders of finan-
cial services platforms to work on finan-
cial technology products in a ring-fenced 
environment.

Van der Kleij’s transition mirrors that 
of Tech City itself, which now officially 
includes not just East London but every-
where from Canary Wharf to Stratford 
around the Olympic Park and beyond. 
As Tech City grows larger, so too does 
its responsibility to help the burgeon-
ing number of start-ups in its ecosystem 
become high-growth companies (see the 
story on pages one, four and five). Con-
necting start-ups to corporates that will 
buy their wares and maybe even their 
companies is a necessary ingredient to 
helping them scale up. Financial services, 
which is one of London’s key sectors, and 
retail, an area in which UK companies like 
Burberry and Tesco are taking the lead, 
are two promising areas to target. Others 

include digital advertising (see the stories 
on pages 10, 11 and 12).

London is already home to over 30 
accelerators and incubators and some 
special programs that zero in on the finan-
cial sector, such as “City Meets Tech,” an 
initiative to get the banking community 
to invest in start-ups. The proximity of 
the City creates “fantastic opportunities 
for colliding the experience and estab-
lished presence of financial services play-
ers with the agility and flexibility of new 
fin-tech start-ups,” says Joanna Shields, 
who took over Tech City’s top job from 
Van der Kleij.

Trouble is connecting start-ups with 
financial services players is easier said 
than done, as Van der Kleij can attest. He 
founded Adeptra (formerly Realcall), a 
technology company that pioneered the 
automation of credit card fraud detection 
and alerting. Van der Kleij raised seed, 
angel, and venture capital finance and 
moved the business to the U.S. before 
succeeding in selling Adeptra to FICO 
for $115 million in August 2012. Getting 
to an exit took over 10 years, in part be-
cause it was so difficult to connect with 
big players in the financial services in-
dustry, he says.

Level39’s differentiator is that it is pro-
viding space for the two sides to work 
together on an ongoing basis, says Van der 
Kleij. “London can become a global leader 
in fintech,” says Van der Kleij — that is one 
of the goals. “We want to help the sector 
transform, and in some cases reset, and 
help it find the right kind of innovation.”

Level39 hopes to attract big corpora-
tions which want to either connect with 

outside innovation or “supercharge” their 
own internal R&D outside the strictures 
of company headquarters.

Accenture is the first resident. Level39 
is hosting Accenture’s new accelerator 
program known as the FinTech Inno-
vation Lab London, a collaboration be-
tween Accenture, financial institutions, 
the Mayor of London, the City of London 
and the Technology Strategy Board.

And SWIFT, a global organization that 
each day handles financial transactions 
such as wire transfers for more than 9,000 
banks, has signed a partnership agreement 
with Level39. “Level39 is an important 
catalyst for innovation in the financial 
industry and is instrumental in position-
ing London as the hotbed of new and 
strategic initiatives,” says Matteo Rizzi, 
a co-founder of Innotribe, the innovation 
arm of Swift. Innotribe organizes financial 
services start-up competitions around the 
world in order to spur better collaboration 
with the banking community.

Retail is also an important focus. Retail-
ers that sign up as partners will be given 
the opportunity to test new technology 
inside shopping malls owned by Canary 
Wharf. “We can turn the shopping malls 
into a living lab for retail technology,” says 
Van der Kleij.

Van der Kleij is looking for several 
more key corporate partners. In addition 
to start-ups he also hopes to attract young 
businesses experiencing rapid expansion, 
by offering to make it easier for them to 
meet potential clients and partners, inves-
tors, mentors and other entrepreneurs. 
One enticement is a discount on member-
ship to those companies that agree to hold 

“office hours” in the open space and meet 
with and help mentor start-ups working 
in the accelerator.

Once visitors take an express elevator 
to the 39th floor their first stop can be 
the coffee bar; they can use an iPad to 
personalize their java orders or use one 
of the old phone booths that have been 
updated to allow privacy while Skyping. 
The space includes a ‘technology tunnel,’ 
capable of showing live data and incorpo-
rating interactive technology prepared by 
Level39 companies. The tunnel leads to 
a new 200-seat event space to host regu-
lar industry events and demonstration 
days. There are also plans for a Level39 
Business Club Lounge, which will host 
a membership-style club which Van der 
Kleij hopes will attracting leading indus-
try figures and investors.

Even before Level39 began accepting 
official applications from interested start-
ups in late February Van der Kleij says the 
accelerator was contacted by “hundreds” 
of young companies. Some may scoff at 
the idea of trying to get tech start-ups to 
hang out in Canary Wharf. But that could 
change. One of the first events scheduled 
at Level39, called Fintech Sizzle, is being 
organized by 3beards, the group that runs 
Silicon Drinkabout, a regular after-work 
drinks event for start-ups every Friday 
near the Silicon Roundabout; the Drinka-
bout was founded by Mind Candy. The 
jury is still out on whether his new sand-
box in the sky will ever become as much 
of a magnet as the Silicon Roundabout but 
Van der Kleij clearly feels it is worth a try. 

 By jennifer l. sChenker

sandbox in the sky

“level39 is an important 
catalyst for innovation in 
the financial industry and is 
instrumental in positioning 
london as the hotbed of new 
and strategic initiatives,” says 
matteo Rizzi, a co-founder of 
innotribe, the innovation arm  
of Swift.

level39’s open kitchen and spacious networking areas are designed to maximize  
interactions between start-ups, high-growth companies, big corporates and investors.
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By MaTT CoWan and eriC sylvers

Across the room, a svelte young model 
with plump lips conjures a sultry stare. 
It appears that she’s wearing nothing 
more than a raincoat. The effect of 
the seductive pose is amplified by the 
fact that it’s emanating from a massive 
video screen.

A moment later, the model dissolves 
and words appear: Burberry Body. The 
room — a tastefully renovated 19th centu-
ry theater — pulsates to the sound of The 
Jam’s “News of the World.” Welcome to 
the new home of Burberry on London’s 
Regent Street.

The luxury British clothing retailer, 
which was founded in 1856, has gained 
repute in recent years for its use of digi-
tal technology to promote its fashions 
and brand.

At its September launch, the London 
flagship store attracted headlines for 
blurring the lines between physical and 
digital worlds, weaving Radio-Frequency 
Identification (RFID) technology into 
garments and its physical store, allow-
ing shoppers to see a bespoke piece of 
multimedia content pop up on a changing 
room mirror explaining the story behind 
the item they’re trying on.

Chief Creative Officer Christopher 
Bailey, who is fond of calling Burberry 
a “young old company,” explained then 
that the dynamism of the store was an 
attempt to replicate the experience of 
the company’s website.

Fast forward five months, and Bailey 
is once again generating buzz with the 
launch of Runway Made to Order at its 
London Fashion Week show for the 
Burberry Prosum Autumn/Winter 2013 
womenswear collection.

The service takes the company’s Run-
way to Reality concept one step further by 
offering custom-made editions of items 
from the collection through Burberry.com 
for two weeks after the show. 

The story of Burberry’s digital meta-
morphosis has been well documented, 
and justly so. The 157-year-old trench-
coat specialist has done as much as 
any company to demonstrate that you 
don’t need to be a technology company 
to reinvent and reinvigorate a business 
through technology.

The infusion of technology into the 
core business of big corporates and the 
willingness of those companies to bring 
in innovation from young start-ups is key 
to ensuring a vibrant start-up community 
and economy (for more information see 
the story on pages 01, 04 and 05). Like New 
York, London is succeeding in doing this 
in several areas, including advertising and 
financial services. (For more on these top-
ics see the stories on pages 10, 11, 12 and 15.)

In the fashion sector London-based re-
tailers like Burberry have pioneered the 
blurring of physical and online stores. Web 
companies like ASOS and Net-A-Porter 
have built large businesses by harness-
ing the Internet to disrupt the fashion in-
dustry; the traditional retailers are now 
leveraging the talents of the next wave of 
young entrepreneurs to find new ways to 
integrate technology into their core offer-
ings, helping to build out London’s fashion-
facing start-up ecosystem even further.

It is no surprise that London is help-
ing lead the way when it comes to the 
merging of tech and fashion. It is home to 
famous stylists and a fashion week that is 
well attended by important designers and 
fashionistas. The city also hosts one of the 
world’s best-known schools for fashion 
designers, Central Saint Martins, which 
continues to churn out a throng of twenty-
somethings with an itching desire to find 
a way into the industry. Notable alumni 

include John Galliano, the late Alexander 
McQueen and Stella McCartney.

Over the last 12 years London has 
proved to be a vibrant environment for 
online companies as well, with start-up 
founders like Net-A-Porter’s Natalie 
Massenet (see photo) becoming fashion 
industry stars in their own right.

“In the past decade we’ve really seen 
London emerge as a magnet for a new 
generation of companies at the intersec-
tion of technology and creative industries 
such as fashion,” says Frederic Court, a 
general partner with Advent Ventures 
Partners, which has invested in several 
London-based fashion start-ups, includ-
ing Farfetch and Business of Fashion. 
“ASOS and Net-A-Porter could have been 
created anywhere in the world, but there 
was a spark in London that made it hap-
pen. There is a concentration of techno-
logical and creative talent.”

A new generation of London-based 
tech fashion start-ups, such as Farfetch, 
a fast-growing global online marketplace 
for independent fashion boutiques, is 
showing promise. Farfetch, which was 
founded in 2008 and splits its headquar-
ters between England and Portugal, has 
raised a total of $24 million in funding 
from Advent Ventures, Index Ventures, 
and eVenture Capital Partners.

It is currently present in 15 countries 
and plans to add new languages and new 
localized services, namely in Asia, in 2013. 
The company also plans to start rolling 
out an omnichannel strategy, which 
founder Jose Neves says he sees as a 
big underlying trend in retail in coming 
years. In this new omnichannel world 
— which Burberry and other retails are 
just starting to embrace — merchandise 
and promotions will not only be consist-
ent across all retail channels, adapting 
to consumers who want to use different 
channels simultaneously, the offers will 
be personalized according to a specific 
consumer’s purchase patterns, social 
network affiliates, website visits, loyalty 
programs and other mined data.

Other London-based start-ups gaining 
traction include everything from special-
ist software developers through to social 
shopping platforms and media sites. F2iT, 
for example, provides online business 
software for clothing, footwear, accesso-
ries and jewelry designers and is used by 
British designers including Christopher 
Kane, House of Holland, Louise Gray and 
Jonathan Saunders. F2iT was built by 
Marcia Lazar who after 20 years in the 
fashion business was determined to find 

“in the past decade 
we’ve really seen london 
emerge as a magnet 
for a new generation 
of companies at the 
intersection of technology 
and creative industries 
such as fashion,” says 
frederic court, a general 
partner with advent 
ventures partners, which 
has invested in several 
london-based fashion 
start-ups, including 
farfetch and Business 
of fashion. “aSOS and 
net-a-porter could have 
been created anywhere in 
the world, but there was 
a spark in london that 
made it happen. There 
is a concentration of 
technological and creative 
talent.”

a software package that dealt with the 
needs of a small design company. She 
bought a book and wrote the F2iT soft-
ware which has now gone on to benefit 
over 200 designers and production houses 
in more than 20 countries.

There are also an increasing number 
of social shopping and curation platforms  
growing out of London. They include 
Lyst, winner of Best Culture Start-Up at 
the recent Europas awards in Berlin, a site 
that allows users to collate updates and 
items from thousands of leading brands, 
boutiques, stores, bloggers and stylists; 
Stylistpick, which for a fee sends monthly 
picks of shoes, bags and accessories to 
customers based on their “style profiles”; 
Boticca, which groups little-known de-
signers of jewelry and other fashion ac-
cessories; and Nuji, a social wish list site 
that allows users to collect items from 
people and stores and earn exclusive re-
wards for shopping at favorite retailers.

Tracking all of this activity has become 
a business in its own right. In February 
Business of Fashion, a London-based blog 
that follows, well, the business of fashion, 
got $2.1 million in seed investment from 
Index Ventures, LVMH and other inves-
tors including Advent Venture Partners’ 
Court. Funding is being used in part to 
improve the site, founded by former Mc-
Kinsey consultant Imran Amed, and to 
hire more reporters.

 hacking solutions foR RetaileRs 

There is bound to be plenty to write 
about. If the latest crop of start-ups have 
their way coding will increasingly become 
integral to catwalks and the corporates 
behind them. On a recent Friday night 
at Google Campus the back room was 
pulsating with an air of caffeine-fueled 
possibility. Over 100 hackers were set-
tling in for a weekend of creativity at a 
February ‘Seedhack’ staged by the Eu-
ropean accelerator program Seedcamp. 
They did not came to weave technology 

into catwalk fashions like Hussein Cha-
layan, who designed a series of laser LED 
dresses in collaboration with luxury label 
Swarovski, but rather to help some well-
known companies think up new solutions 
to stubborn problems.

“The premise behind Seedhack in gen-
eral is that we’re trying to create an en-
vironment where people can focus their 
energies around sectors that have needs 
or growth opportunity,” explains Seed-
camp Managing Partner Carlos Espinal. 
“With fashion, there are a lot of different 
components of that value chain which 
would benefit from increased efficiencies 
or disruption or better processes.”

For young companies, like male-focused 
shopping service BRANDiD, the event 
offers valuable insight into the real world 
protocols behind some major brands.

“One of the nice things about Seedhack 
is that they have the draw of getting all 
these big companies to open their APIs 
(Application Programming Interfaces) 
to us. Google, ASOS, Net-A-Porter are 
all here,” says BRANDiD co-founder and 
CEO Ankush Sehgal.

Lovell Fuller, a development manager 
at the popular online fashion site Net-A-
Porter, explains what’s in it for his busi-
ness. “What’s one of the biggest problems 
we face as a retailer? Not just an online 
retailer but all retailers face the same 
problem and it’s returns. People return-
ing products,” he says. By providing data 
and insight into the company’s API, he’s 
hoping to inspire the next generation of 
start-ups to come up with a novel solution.

Countless pizzas and Dr Peppers later, 
21 new start-up ideas for fashion and other 
sectors were introduced by Sunday — the 
most ever for a Seedhack event. Espinal 
concedes it’s too early to tell how many 
will become viable businesses and wheth-
er any eventually deliver the sought-after 
breakthroughs for big companies.

But as a nexus of fashion and technol-
ogy, the UK capital is sure to create future 
sensations in both style and code.

Merging fashion and Tech

net-a-porter is now offering its wares on 
mobile devices.

above: Burberry’s london flagship store on 
Regent Street is blurring the lines between the 
online and offline worlds.

right: a young hacker coding to solve a  
problem for a fashion/retailer brand at a  
weekend Seedcamp hackathon in london.

above: net-a-porter founder  
natalie massenet

above: The new Burberry Runway made to 
Order service offers custom-made outerwear 
and bags, with personalized engraved 
nameplates.  On contact with a touchscreen 
device each piece unlocks a unique video 
experience, charting its artisan production 
— including original sketches, runway edits, 
craftsmanship and personalization. in addi-
tion, customers can have their items enabled 
to trigger their content on large-scale mirrors 
that will turn instantly to screens at 121 
Regent Street, Burberry’s london flagship 
store on Regent Street.

left: a model at the london fashion Week 
show for the Burberry prosum autumn/Winter 
2013 womenswear collection.
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cambridge: The uk’s first    Tech City
 

By jaMes silver

“although the accusations 
flying between autonomy and 
hp are serious, i’m skeptical 
that it will have a significant 
long-term impact on the UK 
or on the cambridge high-
tech cluster,” says hermann 
hauser, who co-founded 
acorn computers and, later, 
aRm as well as amadeus 
capital partners, a venture 
capital firm that has seeded 
some of the city’s most 
important companies. The 
contrast between the litigious 
style of the U.S. and the 
UK business culture makes 
it easy to see both why 
this dispute is exceptional 
and why it doesn’t deserve 
alarm. cambridge has been 
a center of leadership for 
over 800 years and a high-
technology cluster for more 
than 50 years. i doubt whether 
one bump, even a large one, 
will have much impact on its 
long-term success.”

For more than two years now, a govern-
ment-led marketing blitz has seen the 
media spotlight trained on Tech City, 
a cluster of a 900+ Internet companies 
located around Old Street roundabout 
in East London. Parties have been held 
on the West Coast of the U.S. (one was 
attended by Prince William and Kate 
Middleton), croissants and coffee have 
been served at Downing Street, and 
there was even a reception in the lavish 
surroundings of the Foreign and Com-
monwealth Office — all in a bid to coax 
VCs, angel investors and big Internet 
players such as Google and Facebook 
to the area. The prime minister even 
suggested in a speech that London’s 
“Silicon Roundabout” could one day 
rival Silicon Valley.

It can be argued that if the Government 
had done its homework more thoroughly, 
it might have shied away from that partic-
ular comparison. After all, the UK already 
has a rival to Silicon Valley — it’s little 
more than an hour away from London 
by train and has one of the world’s great-
est universities. The high-tech cluster in 
Cambridge is not only far more mature 
than London’s (its evolution spans half 
a century), but it also boasts 1,400 firms, 
employing 53,000 people, with annual 
revenues totaling £13 billon.

“If we’d had the £2 million a year 
[that Tech City has had] to market our-
selves, we’d be on steroids by now,” 
says David Cleevely, founder of CRFS 
spectrum intelligence systems, former 
chairman of telecoms consultancy An-
alysys and one of Cambridge’s highest-
profile tech veterans. “Thirty years ago 
the Segal Quince Wicksteed report said 
the ‘Cambridge Phenomenon’ would re-
ally have come of age when the city had 
its first billion-dollar company. Well, 
today we’ve got two $10 billion and 11 
$1 billion companies — that’s not bad for 
a city of 125,000 people.”

The two “$10 billion” companies 
are Autonomy, a software giant, and 
ARM Holdings, which builds RISC 
semiconductors and microprocessors 
and has a market cap of between £9 
billion and £10 billion. Autonomy was 
purchased by Hewlett-Packard Co 
for £7 billion last year — an acquisi-
tion that has since become mired in 
acrimony, with HP alleging that Au-
tonomy made financial misrepresen-
tations ahead of the deal, essentially 
inflating the UK company’s value. Au-
tonomy, which was founded by British 
entrepreneur Mike Lynch, a scheduled 
speaker at the London Web Summit, is 
reportedly now being investigated by 

accountancy regulator The Financial 
Reporting Council.

Both ARM and Autonomy came from a 
technology scene that can be traced back 
to the founding of Cambridge Consultants 
in 1960, by a pair of Cambridge University 
graduates who pledged to “put the brains 
of Cambridge University at [the] disposal 
of the problems of British industry.”

As the cluster grew, a number of key 
entrepreneurial figures emerged, includ-
ing Cleevely and Hermann Hauser, who 
co-founded Acorn Computers and, later, 
ARM as well as Amadeus Capital Part-
ners, a venture capital firm that has seeded 
some of the city’s most important compa-
nies. Today, while Tech City is built on 
e-commerce and web-based services, the 
Cambridge cluster encompasses every-

thing from hardware to biotech, wireless to 
life sciences and big data to Raspberry Pi.

“It’s all happened [because of] net-
working magic,” says Cleevely, noting 
that Cambridge’s ecosystem has about 50 
professional networks. For Jon Bradford, 
co-founder of Cambridge-based software 
start-up accelerator Springboard, which 
launched in 2009, “the normality of being 
an entrepreneur” is a key driver in the 
city’s success story. “It’s one of the few 
places in Britain where you can see people 
talking about their latest start-up ideas in 
the corners of coffee shops — and that’s 
viewed as normal,” says Bradford. “The 
wonderful thing about good ecosystems is 
that entrepreneurship is just really boring 
and commonplace.”

The city is also very open to outsiders, 
adds Bradford, who launched a new ac-
celerator targeting the Internet of Things 
in Cambridge (and London) in January 
— and is now poised to make offers to the 
final eight hardware start-ups selected. 
“If you look at the people who’ve made 
money in or around Cambridge as en-
trepreneurs, very few are actually from 

here,” he says. For example, Hauser is 
Austrian and serial entrepreneur and an-
gel investor Sherry Coutu, co-founder 
of the Silicon Valley Comes to the UK 
conference, is Canadian. “There’s an 
ability here to attract and retain smart, 
entrepreneurial people,” says Bradford.

Of course the university is the major 
reason that many of them come to Cam-
bridge in the first place. Just as Stanford 
University has hot-housed and fed Silicon 
Valley IP and talent, the synergy between 
campus and cluster is considered to be 
another major factor in Cambridge’s 
dominance of UK high tech. “The uni-
versity is quite fluid at the edges, which 
allows it to sit very closely with industry 
in Cambridge,” says Anne Dobrée, Head 
of Seed Funds at Cambridge Enterprise, 
the university’s commercialization of-
fice. Its portfolio contains 68 companies, 
which have brought a total of £1 billion in 
follow-on funding into the region. “I think 
one of the critical parts of that has been 
the university’s historic flexibility with 
its students and staff for them to do their 
own thing on top of their work.”

Cambridge entrepreneurs, many of 
whom have emerged from university 
labs, have been notably quick to spin-off 
start-ups in ‘next wave’ emerging fields 
such as cleantech and, in particular, med-
tech. While traditionally, innovation in 
life sciences and the development of new 
drugs have been driven by the pharma-
ceutical industry, that is now changing, 
according to Andy Richards, a serial bio-
tech entrepreneur and angel investor. 
“What’s happening at the moment is that 
we are really going through a stage where 
technology — things like computers and 
data — is being applied into the health-
care space. It’s taken a long while for a 
whole set of reasons, but now things are 
going very quickly and there’s an enor-
mous new drive of innovation which is 
coming from marrying medicine and life 
sciences [on one side] and technology, 
computers, data, sensors and mobile [on 
the other],” he says.

“The drive is coming from a number of 
directions,” explains Richards. “One is our 
ability to handle large amounts of data. 
Second is that the tech world is looking 

Cambridge Tech:
Four to watch

 1. featuRespace 

WhaT:  
an enterprise tool which uses ‘behavioural 
change identification’ algorithms to increase 
customer retention and reduce fraud. 

inside sTory:  
featurespace is now used by the gambling 
giant Betfair to spot fraud.

founders: 
William fitzgerald, professor of applied 
statistics and signal processing at cambridge 
university, and his phd student, dave excell.

invesTors:  
include nesta, imperial innovations and 
cambridge angels.

founded: 
2005

 2. neul 

WhaT:  
Wireless data communications; “world 
leaders in white space.” 

BaCk sTory:  
neul’s core team built fabless semiconductor 
giant csR plc (formerly cambridge silicon 
Radio).

founders: 
James collier, glen collinson, prof. William 
Webb, Robert young and neil macmullen.

invesTors:  
dfJ espirit, iQ capital and cambridge angels.

founded: 
2010

 3. health analytics 

WhaT:  
the nhs meets Big data. health analytics 
analyzes nhs data from multiple sources  
to enable 360-degree visibility and  
decision-making. 

BaCk sTory:  
launched to create a software application to 
support gp commissioning.

founders: 
phil Wigglesworth and stuart Bond.

invesTors:  
2011 Winner of the cabinet’s innovation launch 
pad.

founders:  
2009

 4. camBRidge   
 tempeRatuRe concepts 

WhaT:  
a “consumer telemedicine” company, its 
duofertility underarm sensor provides 
continuous fertility monitoring. 

BaCk sTory:  
it’s estimated 500 babies have been born due 
to duofertility.

founders: 
cambridge university scientists including dr. 
shamus husheer and dr. oriane chausiaux.

invesTors:  
cambridge angels, downing enterprise, 
cambridge capital group and Qualcomm life 
fund.

founders:  
2006

at healthcare as one of the big new areas 
to exploit. That’s why the likes of Qual-
comm are very active in trying to build 
up telemedicine-type companies. Finally 
there’s a realization about the personali-
zation of medicine. Things are becoming 
much more patient-centric and the result 
of that means that the low-hanging fruit, 
here, is not about the discovery of new 
drugs, although that will come as a new 
wave following all this, it’s about detec-
tion, diagnosis, data — and then outcomes. 
The people who are able to play in that 
space are going to be very interesting 
companies indeed.”

As an example, Richards points to 
Cambridge Cognition, a firm that devel-
ops and commercializes computerized 
neuropsychological tests. The company 
developed a smart system for assessing 
cognitive function, which was “language 
independent.” However, because it re-
quired a touch-screen at a time when 
they were expensive, traction was initially 
slow, he says. “Over the last few years 
touch screens have become ubiquitous 
and that has allowed this platform to 
burst out from a very specialist clinical 
setting into a broader environment,” says 
Richards. That is important because early 
diagnosis of dementia, particularly teasing 
out the different forms and identifying 
Alzheimer’s disease earlier, is absolutely 
critical. A lot of the techniques which 
are currently used to detect the disease 
early — taking samples of spinal fluid and 
a number of other very expensive tech-
niques — are not amenable to screening 
large chunks of the population and identi-
fying people, who have memory worries, 
at an early stage.

“Cambridge Cognition technology, 
which has evolved from a high-end clini-
cal system to something that now sits on 
an iPad and can be used in GP surgeries 
and in the wider population to start to 
tease out the wider detection of Alzhei-
mer’s, is really important,” says Richards. 
“It’s world leading. I also know they are 
working hard with people who have com-
plementary technologies, particularly in 
the imaging space. The real win, here, is 
combining technologies — smart cognitive 
testing and quantitative MRI imaging. 
That should be an approach that starts 
to solve this problem. And that’s a very 
big thing.”

As the biggest players, ARM and Au-
tonomy have had a big impact on the city’s 
tech cluster. So it is logical to ask whether 
the ongoing fallout between Autonomy 
and HP will damage Cambridge’s reputa-
tion? Hauser insists not: “Although the 
accusations flying between Autonomy and 
HP are serious, I’m skeptical that it will 
have a significant long-term impact on  
the UK or on the Cambridge high-tech 

cluster,” he says. Commercial disputes 
happen all the time — they are part of 
business, and they rarely last more than 
a few years. The contrast between the 
litigious style of the U.S. and the UK busi-
ness culture makes it easy to see both 
why this dispute is exceptional and why 
it doesn’t deserve alarm. Cambridge has 
been a center of leadership for over 800 
years and a high technology cluster for 
more than 50 years. I doubt whether one 
bump, even a large one, will have much 
impact on its long-term success.”

The city’s most promising path to 
growth may lie elsewhere anyway. It’s 
in the fusion of technologies — in the 
unexplored crossover between, say, en-
gineering and life sciences, big data and 

medicine — where Cambridge’s future 
almost certainly lies. As the cluster has 
matured, the city’s tech companies have 
shown a rare talent for reinvention. For 
that reason as much as any other, Cam-
bridge is likely to produce more billion-
dollar-plus companies, despite govern-
ment focus elsewhere.

a map of cambridge’s tech cluster, from cambridge2you insight Service
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Shazam’s Saga: scaling up has  its perils and its rewards
 

By jennifer l. sChenker 

Shazam, a London-based music discov-
ery service with some 250 million users 
around the globe, has helped Europe be-
come a category leader in audio over the 
Internet. It is one of Europe’s tech stars.

It is also among a number of high-
growth companies in the pipeline that are 
projected to exit in the next 18 months. 
The UK government is now focusing on 
ways to help them become billion-pound 
companies and make it easier for them 
to go public at home. Scaling up, a topic 
that will be covered by keynote speakers 
at the March 1st London Web Summit, is 
a huge challenge for start-ups in the UK 
and other European markets.

For Shazam the experience was any-
thing but easy; getting where it is today 
required moving continents, replacing the 
founders, surviving a near-death experi-
ence, suffering through a down round, 
and more than a few pivots. Its story holds 
some valuable lessons for entrepreneurs.

Shazam’s founders, Chris Barton, 
Philip Inghelbrecht, Avery Wang and 
Dhiraj Mukherjee, set out to develop 
technology to solve the problem of mu-
sic identification to answer the age-old 
question, “what’s that song” – and do it in 
real-world scenarios, such as when you’re 
out in a coffee shop or pub and hear a song 
you like, and make it work over mobile 
phones. They invented the technology 
in the U.S. but in 2000 no U.S. venture 
capitalist saw the potential since at that 

time, due to the fragmentation and poor 
quality of U.S. cellular networks, it was 
more common to listen to the recipient of 
a call shout “can you hear me now” than 
to listen to music.

So, Shazam’s founders moved to Lon-
don, where mobile networks actually 
worked. It was a case of Silicon Valley 
Coming to the UK – and staying put.

While the investment market was more 
open in Europe than the U.S., the found-
ers still went to more than 100 meetings 
before they found their first set of inves-
tors. They made their decision to locate 
the company in London for several rea-
sons: access to initial funding (the first 
round was from a group of individual 
investors, with the subsequent round 
from venture capital firms); the mobile 
industry was more advanced in Europe in 
2000 than it was in the U.S.; and the UK 
is a major nexus for the music industry.

The first few years were tough: the 
company had trouble figuring out the 
right business model and was losing 
money. Two of its investors bailed, the 
founders were removed from day-to-
day management roles, and Shazam was 
forced to accept a “down round.” It was 
at that point that London venture firm 
DN Capital invested in the company, says 
Nenad Marovac, a managing partner at 
the firm. Marovac says he was wowed 
by the technology when founder Barton 
demoed it in the back of a cab.

“It has definitely been a really rocky 
road but a very interesting one and a lot 
of fun,” says Marovac, adding that he fully 
expects Shazam to become a billion-dollar 
company and eventually go public.

The lesson for other entrepreneurs is: 
“be really scrappy” and do what it takes to 
get ahead, says Marovac. When he invest-
ed in Shazam the company was bringing 
in one or two million dollars in revenues 
from a B2B vendor-managed inventory 
business centered around monitoring ra-
dio stations.That side of the business was 
later sold for $25 million and the proceeds 
were used to fund the consumer side of 
its business.

DN Capital brought in the company’s 
current CEO, Andrew Fisher, and its first 
U.S. hire, a saleswoman who closed a deal 
with AT&T and Verizon to embed the 
Shazam app into phones. At the time, 
the app was white-labeled but Shazam 
agreed to license the technology to pay 
the bills and build up enough revenues 
to start building its own brand.

A deal with Apple’s iTunes in 2008 
proved to be a game changer: the U.S. 
company featured Shazam as one of the 

top 10 apps in its store and spent millions 
in the U.S. on ads teaching people how to 
use Shazam. “It really took us to the next 
level,” says Marovac.

Today Shazam is available on all ma-
jor mobile phone platforms and used by 
more than 275 million users in over 200 
countries in 33 languages. Its technology 
now goes beyond creating an acoustic 
fingerprint of a song; it can provide a 
fingerprint for any other media. Shazam 
can match the audio against its database, 
then provide the user with the name of 
the artist, song, television show, or ad and 
a host of other information.

Earlier this year it started applying its 
technology to making television ads and 

shows “Shazamble.” All nationwide tel-
evision shows in the United States have 
now been Shazam-enabled, says David 
Jones, Shazam’s executive vice-president 
of marketing.

The company is tapping into a trend. 
A January 2011 study conducted by 
Nielsen and Yahoo! found that 86% of 
mobile Internet users (and 92% of 13- to 
24-year-olds) are using their mobile de-
vices simultaneously with TV. A quarter 
of them say they are browsing content 
related to what they are watching. Some 
45% of the study’s respondents said they 
use wireless devices while watching TV 
to do time-sensitive research, while 41% 
use it for impulse buys.

Top: Tv shows and advertisements drive spikes in tagging.
Botton: alex clare’s song “Too close” went from little to no tags until microsoft iE9 added it to the company’s ad campaign. The song then spiked and continued to grow as the 
campaign rolled out internationally, demonstrating the power of music in advertising.

Scaling up, a topic that will be 
covered by keynote speakers 
at the march 1st london Web 
Summit, is a huge challenge 
for start-ups in the UK and 
other European markets. for 
Shazam the experience was 
anything but easy; getting 
where it is today required 
moving continents, replacing 
the founders, surviving a near-
death experience, suffering 
through a down round, and 
more than a few pivots. its 
story holds some valuable 
lessons for entrepreneurs.

That’s music to both the ears of ad-
vertisers and the producers of television 
shows, says Jones. Brand advertising 
on TV has never been really interactive. 
Thanks to Shazam, now it is. By making 
the ads more engaging, Shazam gets a 
slice of the TV ad market, which is worth 
$70 billion in the U.S. and $170 billion 
globally. The lure for broadcasters to add 
Shazam to programming is that integrat-
ing Shazam  promises to drive engage-
ment and ratings, turning viewers into 
fans, says Jones.

The company achieved visibility with 
its two-screen app during the 2012 Su-
per Bowl and the 2012 Olympic games 
in London. During the 2012 Super Bowl 
spectators watching the game on televi-
sion sets who had downloaded Shazam’s 
app onto their phones or tablets could 
enter sweepstakes for major prizes; access 
real-time statistics to keep track of all the 
key plays and players; take part in polls; 
share the experience with their friends on 
Facebook and Twitter; download a remix 
of a new single from half-time performer 
Madonna; and purchase merchandize 
including hats and jerseys from Shazam’s 
mobile store. This year users of the ser-
vice could do all that and more: 16 of the 
Super Bowl ads were Shazamble.

Shazam has also provided customized 
applications for the Grammys in 2012 and 
2013, for American Idol, and for the Brit 
Awards in February.

Shazam’s users can not only tag TV ads 
and contents; they can now automatically 
share those tags on Facebook. Some 85% 
of Shazam users now use the app with a 
TV ad or a TV show. When using the app 
with a TV show users can — with the click 
of a single button — call up a program-
ming guide, show and cast information, 
as well as music from a show, celebrity 
buzz, tweets and trivia and share it all 
on Facebook.

Shazam has already partnered with 
10 networks, including the big four in 
the U.S., and has launched more than 
200 ad campaigns with big brands in 10 
countries. “We have moved from being 
a music discovery company to a media 
engagement company,” says Jones. The 
television business has become “a ma-
jor revenue stream in fairly short order 
and will soon be our primary revenue 
stream,” he says. Which just shows that 
even after scaling and becoming success-
ful, a start-up has to be ready to pivot and 
keep evolving.

The most tagged 2012 global ad campaigns.
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from the Olympic Park to Kings Cross 
and it is spreading all across London and 
the nation, for that matter, with dozens 
of clusters springing up that reflect the 
strengths of local economies. Entrepre-
neurs in all parts of the country are using 
technology to transform our economy 
and boost new growth. Clusters just like 
the more established ones we have in 
East London and Cambridge are sprout-
ing around the country, for example the 
Sharp Project/MediaCity in Manchester, 
the cluster of high-tech manufacturing 
companies around Daresbury and Run-
corn Heath in the North West and the 
science, technology and business campus 
at Harwell in Oxford.

Q How will you tie what is happen-
ing in London to clusters in the 

rest of the UK?

A One of our objectives for this year 
is replicating the success of Tech 

City and moving it from something local 
to something that will have national im-
pact. We are going to do this by docu-
menting our learning in an open, trans-
parent and accessible way, building a 
central repository for all government 
initiatives aimed at supporting entrepre-
neurship and by supporting the success 
of other local technology clusters across 
the UK by exchanging knowledge and 
best practices. Not all the knowledge will 
come from East London — our goal is to 
maximize sharing and cross-pollination 
among all of the clusters.

Q The UK has attracted companies 
like Google to open offices in Lon-

don but some say the real key will be 
getting Silicon Valley companies to 
open engineering centers in London. 
Are you making efforts in this area? Do 
you see this happening anytime soon?

A Absolutely. We have developed a 
new team focused on partnerships 

for exactly this purpose — to build links 
and develop our relationship with large 
corporates, and strengthen our engage-
ment with the engineering and research 
teams of such global organizations. To 
date, we have had a good deal of success 
with such companies opening their R&D 
centers in Tech City. These include Am-
azon which is opening its Global Digital 
Media Development Centre in Glasshouse 
Yard near Barbican Tube station. Yammer 
has opened a developer center in Tech 
City, explaining the move in large part 
due to the availability of talent there and 
have grown from a team of eight to over 
200 in two years. As part of a two-year 
anniversary announcement in December, 
Microsoft announced that it is establish-
ing a Technology Development Centre 
in the heart of Tech City. They will create 
packages of support for developer ap-
prentices and are working on a new ap-
prenticeship to support young people in 
and around Tech City.

And Intel, Imperial College London 
and University College London have col-
laborated to launch the Intel Collabora-
tive Research Institute for Sustainable 
Connected Cities — Intel’s first research 
center and global hub dedicated to ex-
ploring how technology can support and 
sustain the social and economic develop-
ment of cities worldwide.

There are a host of other examples too, 
including Virtual Instruments — a leader 
in Infrastructure Performance Manage-
ment (IPM) for physical, virtual and 
cloud computing environments which 
announced in November 2012 that it will 
be opening its EMEA Engineering Head-
quarters in Tech City.

Q Where is London’s Stanford 
equivalent? Is this an issue, in 

your opinion?

A London is home to some of the 
world’s leading universities. Look-

ing at quality of research output alone, 

the Times Higher Education World Uni-
versity Rankings 2012-2013 places Impe-
rial College eighth, UCL 17th and LSE 
39th in worldwide standings, with Oxford 
tying second place with Stanford. Fur-
thermore, the Times Higher Education 
rankings put Imperial College in tenth 
(and Stanford joint fifth with Cambridge) 
in its list of top 50 global engineering and 
tech universities, proving that London 
institutions are right up there with the 
best U.S. colleges.

Beyond league tables, academic institu-
tions are a key contributor to Tech City’s 
unique eco-system. The cluster offers a 
completely original environment that 
fuses creativity, entrepreneurship, invest-
ment opportunities, academic prowess 
and companies at every conceivable stage 
of their development and maturity. It’s 
this dynamism that’s vital to attracting 
and retaining talent in East London. And 
of course, London’s rich academic tal-
ent pool provides companies access to 
talented graduates.

Q The government recently took 
steps to make it more attractive 

to list companies in London. Will this be 
enough to boost London tech flotations?

A For many high-growth companies, 
listing in the UK was not a viable 

option. The result was that the best and 
brightest companies founded in the UK 
left our shores, or were acquired just 
when they were starting to make a real 
impact on the economy. By offering 
high-growth British companies an ad-
ditional route to access the public mar-
kets with more achievable eligibility 
requirements and a whole host of ini-
tiatives, the London Stock Exchange has 
paved the way for them to build and 
grow their business in the UK. It means 
our most promising companies are no 
longer facing a trade-off between listing 
in the U.S. or not going public at all. By 
the way, the positive impact of these 
changes, along with everything else the 
government is doing, isn’t limited to 
entrepreneurs, their businesses and the 

investors that back them; they will 
resonate with the public. IPOs, by their 
very nature, allow the public to invest.

By allowing people to invest, they par-
ticipate and get excited about our high-
growth businesses. It means technology, 
our leading growth industry, will create 
more visible role models to other small 
start-ups who are thinking about replicat-
ing that success. It means they will also 
become more visible to young people.

Of course we need to do a better job of 
informing the institutional side as well 
about how tech growth companies oper-
ate and what success looks like to ensure 
there is a robust equity market for these 
great companies.

Q London clearly competes with 
Silicon Valley and New York and 

other tech hubs. What, in your opinion, 
sets London apart?

A There simply isn’t another city like 
London, not just in Europe, but any-

where in the world. It’s like New York (The 
City), Los Angeles (media, film, TV and 
creative industries), Washington, D.C. 
(Westminster & Whitehall) and now San 
Francisco/Silicon Valley (Tech City) all in 
one. Access to government is unprecedent-
ed. This government is more open to ideas, 
more likely to engage and more likely to 
ask business for our opinions and to take 
our advice and feedback to heart than any 
other government I have worked with.

Everyone looks to America for the best 
and most innovative ideas and businesses. 
While the country of my birth continues 
to churn out some of the greatest prod-
ucts, services, inventions and compa-
nies, the wave of entrepreneurship and 
individualism, self determination and 
motivation has taken root on this side of 
the Atlantic as well and nothing could be 
more significant and promising for the 
British economy.
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