
When IBM announced on January 9th 
that it is investing $1 billion in a series 
of initiatives around Watson, a class of 
software, services and apps that think, 
improve by learning, and discover insights 
and answers to complex questions from 
massive amounts of Big Data, the company 
proclaimed a new era of machine-human 
collaboration, one in which computers 
and humans do things together to solve 
problems that neither can do on their own.

Nearly three years after its triumph on the 
television quiz show Jeopardy!, this advance 
in cognitive computing, which is due to be 
discussed on stage at DLD14 by IBM Watson 
General Manager Manoj Saxena, is expected 
to have a major impact on key industries, 
such as healthcare, retail and travel.

Technologies like Watson are needed 
to help parse what IBM estimates to be 
2.5 quintillion bytes of data from sensors, 
posts to social media sites, research papers, 
digital pictures and videos posted online, 
point-of-sale data, transaction records 
of online purchases, e-mails and mobile 
phone GPS signals generated by consum-
ers and enterprises every single day.

When put into the right context, this 
data can be used to figure out who we are, 
where we are, what we are doing now and 
what we want to do next, the state of our 
health and even what we are thinking or 
feeling — and ideally come up with smart, 
personalized, actionable insights.

Named after IBM founder Thomas J. 
Watson, the Watson cognitive computing 
technology, which was developed in IBM’s 
Research Labs, aims to do just that. Using 
natural language processing and analytics, 

Watson can trawl through the Internet at 
superhuman speed, digest information it is 
fed and learn as it goes, processing infor-
mation akin to the way that people think. 
And, it can answer complex questions from 
humans in natural language.

IBM says implementing Watson will 
change an organization’s ability to analyze, 
understand and respond to Big Data, help-
ing to do everything from helping doctors 
to more accurately diagnose patients to 
improving in-store and online shopping 
and vacation planning.

IBM is opening up a new headquarters 
for its Watson business unit in the heart of 
New York City’s Silicon Alley. In addition 
to housing its marketing and engineering 
activities, the building will provide a place 
for IBM to collaborate with start-ups that are 
building apps for Watson. IBM said it will 
invest about $100 million in various start-up 
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companies working on Watson projects.
Watson is just one of a number of ad-

vances in technology that can contextualize 
data about individuals, bringing benefits 
but also raising concerns, because greater 
information sharing and more data collec-
tion bring risks of information misuse and 
compromised data security and privacy (see 
the story on data privacy on page 22).

 TRANSFORMING HEALTHCARE 

At the January 9th New York press con-
ference, which was live streamed, IBM 
CEO Virginia Rometty promised that Wat-
son “will change the face of healthcare.” 
And respected physicians agreed.

Two top hospitals, Memorial Sloan-
Kettering Cancer Center and the Cleveland 
Clinic, announced at the press conference 
that they have had oncologists teaching 
Watson to recognize different types of can-
cer and treatments. The goal is to eventu-
ally tap Watson’s learning power to deliver 
better, personalized care to patients.

Watson won’t replace doctors but it can 
help them improve their diagnoses. Some 
400,000 people die in the U.S. alone every 
year due to preventable medical errors, mak-
ing it the third leading cause of death, Dr. 
Jay Katzen, president of clinical solutions 
at Elsevier, said at the press conference.

While human doctors can’t keep up 
— there is an average of 5,000 new bio-
medical articles published every month — 
Watson can rapidly read the latest findings 
and apply them to a patient chart. It reads, 
then adapts its evaluation and potential an-
swers, posting its level of confidence when 
ranking various diagnoses or treatments.

For example, only a very small percent-
age of doctors around the world would 
know about a specific abnormality and be 
able to prescribe the right treatment with 
a high level of confidence, as Watson did 
in an example discussed during the press 
conference involving a young Asian woman 
with lung cancer whose genetic make-up 
required a very particular course of action.

However, because medicine is arguably 
both an art and a science Watson’s level 
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DLD Founder Steffi Czerny Talks About The Conference’s 
Past, Present and Future

DLD conference founder Steffi Czerny.

Ever since its creation in 2004 DLD 
founder Steffi Czerny and co-chairs 
Hubert Burda and Israeli tech investor 
Yossi Vardi have invited some of the 
brightest and most interesting people 
on the planet to brainstorm and net-
work at this invitation-only conference 
in Munich. It is no accident that DLD’s 
motto is “connect the unexpected”: 
Czerny, known for her neon-colored 
tights and warm smile, is a consum-
mate connector who prefers to put the 
spotlight on others, rather than herself. 
Informilo’s Editor-in-Chief Jennifer 
L. Schenker takes you backstage to 
find out more about the woman who 
launched DLD and what to expect from 
the conference.

Q Tell us a little about your  
 background.

A I was born in Bavaria. My mother 
was involved with the German 

American Society so from my early child-
hood we always had guests from abroad 
in our house. I have always been very 
curious and in the ‘70s spent a year in the 
U.S., living on The Farm, a famous com-
mune in Tennessee which was formed 
by San Francisco hippies. It is interesting 
to note that four members of the Farm 
later started the WELL, one of the most 
influential early online communities. It 
was all about alternative lifestyles. In the 
beginning it was fantastic but in the end 
the people became fanatic and it became 
like a sect so I went back to Germany, 
studied political science and history, 
trained as a journalist at the prestigious 
DJS (Deutsche Journalistenschule [Ger-

nobody knew her. Now she is a superstar. 
When [Facebook CEO] Mark Zuckerberg 
presented, Facebook only had a few mil-
lion users. [Chinese artist] Ai Weiwei was 
invited to speak in 2007. And, we took a 
bet on a blond girl from New York with 
a strange name who behaved strangely 
on the advice of a music agent I know 
because she had a fire in her — and had 
Lady Gaga perform live at DLD before 
anyone had heard of her. I connect with 
these people through a network of friends, 
and I trust and act on their recommenda-
tions — otherwise you would always see 
the same people at the conference. DLD 
is an ecosystem — you have to feed it care-
fully — not too much fertilizer — not too 
much water — and then it works.

Q Since much of the conversation 
at DLD centers around digital 

disruption it is not surprising that 
previous speakers have included 
Google chairman Eric Schmidt, 
YouTube founder Chad Hurley and 
Wikipedia founder Jimmy Wales. But 
the mix has also included scien-
tists such as biologists Craig Venter 
and Richard Dawkins, authors such as 
Nassim Taleb, musician Yoko Ono and 
Nobel Laureates Martti Ahtisaari, 
Muhammad Yunus and Daniel 
Kahneman. And you have made some 
very unusual pairings on stage. Can 
you give us some examples?

A Former Facebook president Sean 
Parker and Alchemist author Paulo 

Coelho; Esther Dyson and her father, the 
physicist Freeman Dyson and her broth-
er [author and science historian] George 
Dyson; Nobel Laureate Marttii Ahtisaari 
and his son [technology entrepreneur] 
Marko, to name a few. 

Q DLD is celebrating its 10th 
anniversary this year. What 

are your goals for the conference 
going forward? 

A I would love for the network process 
to be even more intense – to be able 

to pair all the relevant people to each 
other. Content & Context [this year’s 
theme] not only refers to the fact that 
technologies are starting to “understand” 
things about us and our environment. It 
also describes DLD in a nutshell — con-
necting people and ideas to inspire each 
other and discover common patterns.

man School of Journalism]) which was 
very hard to get into but somehow I made 
it, and started to write for newspapers 
and lifestyle magazines.

Q How did you end up creating a 
conference that the digerati, 

writers, musicians, artists and 
scientists all want to attend?

A I met Hubert Burda (the chairman 
of Burda Media) in 1995 and I found 

him to be outstanding as a publisher, as a 
poet, as an artist, and an amazing person. 
I guess I must have made some impressions 
on him too because he asked me if I would 
like to come and work for him. Burda was 
the first German publishing house to invest 
in Internet activities. It was the beginning 
of the Internet. He said to me, ‘media has 
totally changed, you are a curious person 
— help me to figure out how to change from 
a traditional publishing company into a 
modern media company.’

Hubert sent me very early to confer-
ences such as TED in Monterey. There 
was nothing like it in Germany or Eu-
rope at this time so I thought, ‘let’s do 
something like this here.’ I was work-
ing with Christa Maar, the head of the 
Burda Foundation, and went to Israel, 
where I met Yossi Vardi. We kept run-
ning into each other at conferences and 
decided to launch a conference together. 
We created a forerunner to the DLD Tel 
Aviv conference called, ‘Cool People in 
the Hot Desert’ 11 years ago, long before 
it was in vogue for everyone to think of 
Israel as the start-up nation. And then 
we decided to do a Digital Life Design 
conference in Munich.

Q What kind of conference did 
you set out to create?

A We started with 300 people and the 
concept of gathering people from 

various backgrounds who are open to new 
ideas and creating an open atmosphere. 
At DLD speakers don’t speak and then 
go; it is more of a community experience. 
DLD is about investing in people — we 
invite people who are not famous because 
of their character. I can tell when some-
one is burning for an idea — when he or 
she is totally enthusiastic about what they 
do. This kind of engagement, of ener-
getic fever — to produce, transform, to 
disrupt something —is the recipe for DLD 
and has made the conference successful.

[Yahoo CEO] Marissa Mayer was seven 
times at DLD. The first time she came 

Waze CEO Noam Bardin Talks About What The Sale to Google For $1.15 
Billion Means for the Company, Its Clients And The Israeli Tech Scene

Waze and MeansDLD Turns 10

Waze CEO Noam Bardin, a scheduled 
speaker at DLD14.

Noam Bardin, a scheduled speaker at 
DLD, is the CEO of Waze, the Israeli 
crowd-sourced navigation and mapping 
app that sold to Google last summer for 
$1.15 billion. Bardin, who holds a B.A. in 
Economics from Hebrew University 
and a Masters of Public Administra-
tion from Harvard University’s John 
F. Kennedy School of Government, 
recently spoke with Informilo’s Jen-
nifer L. Schenker about Waze before 
and after the sale.

Q
Why sell to Google rather than 

go public?

A Why go public at all? None of us 
saw going public as a positive. I ran 

a tech company that went public [VoIP 
provider DeltaThree] and it was one of 
the worst experiences of my life. Why is 
the old model of an IPO still relevant? 
There are many other monetization mod-
els that don’t require it. The question is 
more why we didn’t stay independent.

Q Why didn’t you?

A In the world of tech today the re-
ality is that four, five large con-

to create more overhead. What Google 
has done is to put their recruiting force 
behind us — now we have multiple people 
whose only job is to focus on recruitment 
for us. Our goal is to double the company 
in 2014 so we are hiring very fast. Google 
knows how to find the best people every-
where; so we have a well-oiled machine 
working behind us now.

Q The sale created a lot of 
millionaires — including you 

— but a lot of people don’t realize 
there is a whole other group of 
people who benefited: the Waze sale 
netted $1.5 million for Tmura, an 
organization that for the past 
decade has offered high-tech 
entrepreneurs the opportunity to 
donate their start-up’s shares or 
stock options — as Waze did three 
years ago — with the proceeds going 
to help the disadvantaged in Israel. 
What led Waze to give a percentage 
of its shares to the organization in 
the first place?

A The model used by Tmura began 
in the U.S. but never really took off 

there. That’s because Americans regu-
larly give to causes; it’s part of their cul-
ture. This is not the case in Israel. So it 
was important to build a philanthropic 
model for Israeli high-tech people and 
that is what Tmura has done.

In 2013 Tmura distributed over $2 mil-
lion to Israeli charities focused on kids 
and education. We involved all the em-
ployees in shortlisting five philanthropic 
organizations we wanted to support. It 
was a very moving moment. People were 
literally in tears when they suddenly saw 
what life is like for people below the pov-
erty line in Israel. 

Another great social outcome from 
our exit is that one of our investors, Li 
Ka-Shing [the billionaire investor be-
hind Horizon Ventures, a Hong-Kong 
based firm that invests in early-stage 
ventures in the tech sector], donated 
the proceeds from the Waze exit. When 
Waze — his first tech investment in 
Israel — was sold to Google he donated 
$130 million to the Technion [Israel In-
stitute of Technology, a public research 
institute located in Haifa] and another 
$140 million to a project promoting 
cooperation between the Technion and 

a Chinese university; so now Israelis 
attending the Technion can spend time 
studying in China. So a lot of public 
good has come out of Waze.

Q Waze has become the new 
poster child for tech success 

in Israel and is inspiring a whole 
new generation of start-ups to 
focus on being mobile first. In what 
other ways do you think the sale has 
impacted the Israeli start-up scene?

A We are recruiting Israelis from 
abroad who work for Google and 

want to come back to Israel. We are also 
recruiting a lot in Israel so more Israelis 
are going to get trained in the Google 
way and see the world at a scale that 
doesn’t exist in Israel. This was one of 
the key things that Israel was missing in 
the ‘90s: to know how do Bay area com-
panies work and think, how start-ups go 
from small to huge and to do one of the 
things that makes Silicon Valley so spe-
cial — building global tech brands. The 
most important factor in determining 
the success of a start-up is the experience 
of the founders along with who are their 
investors and mentors. When people 
eventually leave Waze, we will be releas-
ing into the market developers and prod-
uct people who have done it before, seen 
it and understand what it takes to be-
come very big globally.

Q What’s next for Waze?

A We have to look at the world at 
the scale of a Google — that is our 

challenge now. But Google is letting us 
be independent and allowing us to do 
things that are different and outside of 
its comfort zone. You will not see Waze 
becoming more like Google Maps but 
rather more and more of something else 
based on a stronger community, that is 
more social and used as an everyday 
commuting tool.

glomerates will end up owning most of 
the technology. The large companies 
are going to build a product anytime 
something proves to be a success. In the 
case of Waze we were competing di-
rectly with Nokia, Google, Apple and 
TomTom which was quite something 
for a small company based in Ra’anana 
in Israel. If you are going to get really 
big you have to come up with a new plat-
form. And only one successful platform 
along the lines of those built by the likes 
of a Google or a Facebook or maybe a 
Twitter comes along every ten years. 
The odds of it happening are slim. Eve-
ry start-up should assume it will not 
happen to them so then the question is, 
‘how big can you grow on your own and 
who is the right company to acquire 
you?’ For us it all came together.

Q Why did you sell when you did?

A Part of it had to do with the cap 
table. We may have felt differently 

if the founding team still held control of 
the company, but we didn’t. When you 
work really hard for a few years on a start-
up, legacy is important. You think about 
the best way to ensure your product and 
the community you built thrives and pros-
pers. One of the conditions we were look-
ing for was independence and Google has 
more than lived up to that commitment. 
Waze has stayed in Israel, is run the same 
way, using the same structure and using 
the same systems, only now we have ac-
cess to all of Google’s resources. Ask any 
one of our community members — noth-
ing has changed for our users. They just 
get better service.

Q According to press reports 
Waze has grown 20% since it 

was acquired. What other benefits 
do you think the company has reaped 
since the Google acquisition?

A A big mistake we made was not 
hiring more aggressively in 2013. 

By the end of 2012 we only had 108 people 
and should have had more. But we were 
conservative and agonized over each hire. 
We would wait until one of our employees 
would fall apart from exhaustion before 
getting them help because we didn’t want 
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More than 95% of browsers leave e-
commerce sites without buying. Brick-
and-mortar stores enjoy a much higher 
conversion rate: on average some 20% 
of shoppers at fashion boutiques make a 
purchase, 50% of those who enter elec-
tronics stores buy merchandise, while 
only 5% of people who go to the grocery 
store leave empty-handed.

The key, as every brick-and-mortar re-
tailer knows, is to get people into the store.

But “if foot traffic is the number one 
objective of every retailer in the world, 
how come people are only rewarded for 
purchases and not just for visits?” asks 
Cyriac Roeding, a scheduled speaker at 
DLD14 and the CEO of shopkick, which 
created a shopping app for smartphones 
and tablets that compensates customers 
for entering stores. “Nobody has a clue 
who just walked into their shop. The only 
time they become aware of who you are 
and your presence is when they swipe 
your credit card. When you are saying 
goodbye that is when they say hello.”

Not for long. A new generation of 
simple, easy-to-use, low-cost devices 
offered by companies like Silicon Valley-
based shopkick are enabling merchants 
to connect to their customers’ mobile 
phones as soon as they step into shops, 
opening the door to a wide range of per-
sonalized shopping experiences that are 
designed to combat a practice called 
“showrooming” — where consumers 
browse in-store and then buy online at 
the cheapest possible price.

The Future 
of Retail

most useful time — while she is in the shoe 
department, says Roeding.

Shopkick deployed the first iBeacon/
BLE-based presence signal at any major 
retailer on November 20th last year. It 
is currently live in a closed beta trial at 
Macy’s Herald Square, New York and 
Union Square, San Francisco stores.

PayPal is developing its own beacon 
technology to help real-world retailers 
give consumers a better experience. It is 

that today’s legacy cash registers are not 
Internet-connected, putting bricks-and-
mortar stores at a competitive disadvantage.

Real-world retailers have been strug-
gling to keep up with online merchants for 
some time. Early efforts by the brick-and-
mortar stores to reach out to shoppers with 
digital services were clunky, even laugh-
able. For example, in the early days of the 
Internet one of France’s major department 
stores launched a website that allowed 
Internet users to connect to the physi-
cal store online, via a webcam. Say you 
wanted to buy a necktie. Sales assistants on 
roller-skates would go to the appropriate 
department and hold up various models 
to the webcam until you found what you 
wanted. The service was not only difficult 
to scale: the website was down whenever 
the physical store was closed.

But retailers are getting a lot smarter 
about how to compete. For example, IBM 
has partnered with Fluid, a U.S. company 
that specializes in using technology and 
design to transform shoppers into buyers, 
to develop an Expert Personal Shopper. 
This service, powered by IBM’s Watson 
(see the cover story) allows consumers to 
ask product questions in context, both on-
line and via kiosks in retail stores. Fluid’s 
Watson-enabled app draws on product 
catalogs, customer loyalty data, sales 
histories, user reviews, blogs, relevant 
magazines and publications and travel 
documents to give users personalized 
relevant information.

And if retailers play their cards right  
they might just end up having the last 
laugh. “Omnichannel is a chance for 
brick-and-mortar stores to strike back at 
e-commerce-only brands,” says Hjalmar 
Windbladh, CEO of Wrapp, a Swedish 
social gift-giving start-up that has ex-
panded into the U.S. “The key is not to 
force consumers to buy offline or online 
but to look for customer acquisition tools 
that are channel agnostic.”

Wrapp is offering just that: it brings so-
cial commerce to retail by enabling social 
gift cards on mobile. These cards spread 
through mobile and social platforms, both 
for special occasions like birthdays and for 
more general purposes and are redeemed 
at real-world retail outlets or online. 
(Some 30 million of these gift cards have 
been issued since the company launched 
two and a half years ago.)

Windbladh stresses that retailers 
should see the gift cards and the friend-
tofriend marketing as tools to increase 
sales across channels. “When you have 
an H&M gift card from your friend and 
you arrive in the parking lot of the mall 
and you are reminded that it is going to 
expire in four days it will push you to go 
into an H&M store rather than that of a 
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What’s more, “this year, retailers will 
start leveraging and converting their retail 
footprint into logistical assets to enable 
shoppers to buy anywhere they want: 
in-store, on mobile, and on the Web, and 
get fast delivery, or pick-up in store the 
same day,” predicts PayPal CEO David 
Marcus in a blog post.

In this new omnichannel world mer-
chandise and promotions will not only 
be consistent 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 affinities, website visits, 
loyalty programs and other data-mining 
techniques.

Such technologies will allow brick-
and-mortar retailers to come full circle. A 
hundred years ago when you walked into 
your neighborhood store the shopkeeper 
would say hello, ask you how your kids 
are and inquire if you enjoyed whatever 
you had purchased the week before. As 
chain stores took over from Mom-and-
Pop stores, shopping became imperson-
al. Not only did the shop not know you, 
the salespeople were often clueless and 
unfriendly. So, when e-commerce sites 
appeared, offering the convenience of 
browsing and buying from your armchair 
at home — sometimes at a discount — with 
targeted, more personalized offers, the 
incentive decreased for people to get in 
their cars and visit shops.

“When you shop online a site knows 

promising that in 2014 consumers will be 
able to pay at stores hands-free, thanks 
to its own system, which is called PayPal 
Beacon. Consumers who opt in will not 
only be checked in within milliseconds; 
their photo will then appear on the screen 
of the point-of-sale system so they can be 
greeted by name. Paying will only require 
a verbal confirmation: no wallet, no credit 
card and no requirement to even touch your 
phone. The motivation for merchants is 

“Omnichannel is a chance for brick-and-mortar stores to strike back at e-commerce-only brands,” says 
Hjalmar Windbladh, serial entrepreneur and CEO of Wrapp, a Swedish social gift-giving start-up that has 
expanded into the U.S.

German native Cyriac Roeding, a scheduled speaker 
at DLD14 and the CEO of shopkick, which created 
a shopping app for smartphones and tablets that 
compensates customers for entering stores.

every detail about you: who you are, 
where you live, where items are shipped 
to, what items you look at on their site and 
where you go after you leave,” says John 
Lunn, global director of PayPal’s devel-
oper relations. “In a real-world store you 
could enter every day for a week and they 
wouldn’t know. Real-world stores have to 
get access to data about consumers if they 
are ever going to compete with online.”

That is where new technologies, called 
beacons, which allow connected devices 
to communicate seamlessly, come in. For 
a consumer with a mobile phone who opts 
in, simply walking into a store equipped 
with beacons will trigger a vibration or 
sound, alerting the store not only that she 
has entered but transmitting information 
about who she is, why she is there and 
what she is seeking. Given this context, 
real-world retailers can then turn the 
shopper’s visit into a personalized, digital 
interactive experience.

Shopkick, which was launched in 2009 
and recognized as a 2013 World Economic 
Forum Technology Pioneer, developed 
beacons for in-store use that stick to walls 
or other flat surfaces, and have a battery 
life of five years. Its beacons — which are 
based on ultrasound technology — emit 
an audio signal above the range of human 
hearing. The phone’s microphone picks 
up the signal, detects it, and decodes it. 
Once a store recognizes that a shopper has 
entered it offers “kicks” or rewards. This 
presence technology has already been de-
ployed in 10,000 stores in the U.S., helping 
major retailers learn what consumers 
like to do and helping shopkick become 
one of the most popular shopping apps in 
the U.S. (Over six million U.S. consumers 
already use it.)

Incorporating Apple’s iBeacon, which 
uses Low Energy Bluetooth (BLE), into its 
shopBeacon technology will allow shop-
kick to take things to the next level: it can 
remind people to open the app by sending 
a push notification and allowing relevant 
offers to be made inside specific depart-
ments of a store, since BLE technology 
can communicate through walls.

Now shopBeacon can welcome a shop-

competitor,” says Windbladh, giving the 
retailer a chance to upsell. And, if you are 
nowhere near an H&M store when the 
gift certificate is about to expire you can 
be reminded that the gift certificate can 
be redeemed online. “It is all about intent 
and context and the ability to use online 
or offline,” he says.

Retailers that have their own exclu-
sive products are in the best position to 
compete against online-only sites, ac-
cording to Windbladh. When you buy 
online, returns are a big problem. Retail-
ers can allow customers to return things 
they bought online in real-world stores, 
avoiding shipping costs. Once consumers 
are lured inside the store there is a good 
probability that the retailer can sell them 
something else because conversion rates 
inside stores are much higher. And in 
the physical store, if they are out of your 
size, the sales clerk can check whether it 
is available online and offer to ship it to 
the customer for free.

What’s more, says Windbladh, there is 
a good opportunity for real-world retail-
ers with nationwide coverage, such as 
Media Markt, a German chain of stores 
selling consumer electronics with numer-
ous branches throughout Europe and 
Asia, to more efficiently compete with 
big e-commerce players, by, for example, 
offering to deliver the TV you just bought 
online to your home within two hours 
instead of several days or even weeks. “If 
you live in Munich, Media Markt knows 
it has four in a store nearby and instead 
of shipping centrally from another city in 
Germany they can get a local company to 
drive it a couple of blocks to your house 
within two hours for a fee,” says Wind-
bladh. Or, they could offer to hold it for 
you in the store and you can pick it up 
yourself at no additional fee, knowing 
that if they can get you into the store 
there is a good likelihood that they can 
sell you more.

Windbladh sees speedy delivery as 
an important weapon in the battle with 
online-only sites.

But online merchants aren’t standing 
still. Already e-commerce stores have 
opened bricks-and-mortar stores with 
very little stock. The idea is to enable cus-
tomers to see the designs up close and 
then order them to be delivered to their 
homes or a destination of their choos-
ing within an hour. In October eBay an-
nounced an agreement to acquire Shutl, 
the UK-based marketplace that uses a 
network of couriers to deliver local goods 
within an hour of an online purchase. The 
Shutl service will be used so eBay can 
offer its successful eBay Now experience 
(currently live in the U.S.), which allows 
customers to have items shipped to them 
based on their GPS location.

With both real-world and on-line re-
tailers competing in 2014 to deliver more 
personalized, contextual and efficient 
services across different channels, the 
real winners are likely to be consumers.

per when she enters a store and show 
her location-specific deals, discounts, 
recommendations, and rewards, without 
her even having to remember to open the 
app. It can also tie at-home browsing to 
in-store presence — if a shopper “likes” a 
specific product in the app, shopBeacon 
can remind her when she enters the store 
that sells it. It can also deliver depart-
ment-specific offers — so a special offer 
on the boots she liked will show up at the 

In this new omnichannel world 
merchandise and promotions 
will not only be consistent 
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 affinities, website 
visits, loyalty programs and 
other data-mining techniques.

Shopkick deployed the first iBeacon/BLE-based 
presence signal at any major retailer on November 20th 
last year, in a closed beta trial at Macy’s Herald Square, 
New York and Union Square, San Francisco stores.

Wrapp brings social commerce to retail by enabling social gift cards on mobile. “When you have an H&M gift 
card from your friend ... and you are reminded that it is going to expire in four days it will push you to go into 
an H&M store rather than that of a competitor,” says Wrapp CEO Hjalmar Windbladh.
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Werner Vogels, a scheduled speaker 
at DLD14, is chief technology officer 
at Amazon. He recently spoke to In-
formilo’s Jennifer L. Schenker about 
innovation in the cloud, the Internet 
of Things, and what the Internet will 
look like ten years from now.

Q Tell us how about the cloud is 
driving innovation.

A A company called Cycle Computing 
is creating super computers on de-

mand on the AWS [Amazon Web Ser-
vices] cloud. These systems are being 
created for top pharmaceutical companies 
to perform scientific work — in this case 
molecular modeling. To be able to build 
a supercomputer of this size Cycle Com-
puting had to launch the system across 
seven Amazon Web Services regions si-
multaneously. To give you an idea of the 
scale, the amount of RAM available on 
the compute nodes was roughly 58.8 
terabytes, which means that it could hold 
the entirety of the current raw Wikipedia 
database 10 times over in memory. One 
of the companies making use of the su-
percomputing on demand is Schrödinger, 
a pharmaceutical technology firm that 
uses software to aid in drug discovery. It 
runs simulations to see how drugs and 
their targets will interact.

To build a system of this scale tradi-
tionally would take many months and 
could easily cost $20 million to $30 mil-
lion. The Schrödinger project, by con-
trast, cost about $4,850 per hour to run. 
By spending $15,000 and doing this in the 
cloud for three hours they can speed up 

the development of cancer drugs by an or-
der of magnitude. This could completely 
revolutionize cancer drug research. So, 
enormous innovation is being driven by 
the cloud.

Q We have been hearing about 
the Internet of Things for a 

long time. We probably don’t need 
our refrigerator to notice we are low 
on milk and automatically reorder. 
What truly transformative things 
might the Internet of Things bring? 
What, in your opinion, is the 
timetable?

A If we think about the consumer side 
of things I want content to follow 

me everywhere. To step on the treadmill 
and be able to access my books, my music, 
my videos and I want it all there imme-
diately. And when I step in the car I want 
my content and services to follow me 
everywhere, not just in one particular 
location. There are a lot of new things 
— sensor-type devices generating lots of 
data, and integration has to happen. We 
are at the beginning of that sort of world 
— where you can place a dropcam — the 
little cameras that are Internet-enabled 
— and place it where you want and the 
video streams into the Amazon cloud and 
it can do analytics for you. Why monitor 
your front door on your own? They [the 
cameras] can monitor the data stream for 
you, process all of that video and send you 
alerts.

There will be many, many different 
devices generating analytics in the cloud, 
whether it be the Mars Rover or the Nest 

Thermostat or Illumina DNA sequencing. 
One very cool young company called De-
construction.com targeting the construc-
tion industry monitors things like noise 
and other things that have an impact on 
surroundings such as temperature and 
humidity and places sensors all around 
construction sites so that the site owners 
can analyze in real time what is happening 
on their site. There is so much cool stuff 
beyond the fridge.

Q So what role will Amazon play?

A Our role is analytics or the process-
ing of the data. It will all be hap-

pening in the cloud. 

Q There is speculation that one of 
the most logical applications 

for Amazon Web Services’ Kinesis, 
the company’s new data-streaming 
analytics platform, is processing raw 
data from sensor-equipped devices 
such as Google Glass on the so-called 
Internet of Things. Is this the vision?

A The Internet of Things sensor-
driven world is definitely using 

Kinesis real-time analytics and real-time 
processing today.

Q Clearly a variety of technologies 
are starting to “understand” 

things about us and our environment. 
Big data, AI and machine learning are 
now creating entirely new context 
fields. Where is all of this headed?

A Look at self-driving cars and au-
tonomous drones. These things are 

no longer guided from a central point. 
They can be given a task and execute by 
themselves. We are also learning a lot 
from nature itself. Nature itself is ex-
tremely robust . There are many things 
we can learn from biology and incorpo-
rate back into the tech world to make it 
much more robust and reliable than it 
was in the past.

Q What will the Internet look 
like ten years from now?

A Ten years ago we didn’t have the 
cloud. For the generation growing 

up now Amazon.com was always there. 
Ten years from now there will be deeper 
integration. We will no longer ‘see’ the 
Internet. It will be deeply integrated into 
anything and everything we do. Every-
thing is still physical today. We are still 
amazed that we can control the tempera-
ture of our house via cellphone but in ten 
years everything will be integrated, net-
worked and controllable from any posi-
tion. We will definitely see in the years to 
come many different ways of interacting 
with technology.

Today we have the LEAP motion con-
trol device for games that lets you motion 
with your hands in front of the computer 
and you can make it do things. Ten years 
from now you will see computer screens 
disappearing and computing power be-
ing integrated into every possible device 
that you have. Today you still control the 
lamps in your house. Philips sells one that 
lets you change the color of your walls to 
suit your mood. Today this is something 
you do as an individual — you change the 
mood in the house by making it a bit more 
green or yellowish but we will get to the 
point where the environment will be able 
to sense your mood through your body 
temperature or heart beat and through 
this interaction automatically change the 
color of the lighting to match how you 
are feeling.

This is something that is around the 
corner. Along with the watch measuring 
your heart beat and perspiration and the 
massive computational processes that 
sit in the middle, the cloud will play an 
extremely important role and actually 
steer the things that are going to happen.

 
 
 
 

Amazon CTO Werner Vogels Talks About 
The Cloud And The Future Of Computing

INFORMILO IS PROUD TO ANNOUNCE THAT BEN ROONEY, THE WALL STREET 
JOURNAL EUROPE’S TECHNOLOGY EDITOR, HAS JOINED US AS INFORMILO’S CO-
EDITOR-IN-CHIEF. BEN, THE EUROPEAN TECHNOLOGY JOURNALIST OF THE YEAR IN 
2013, IS AN EXPERIENCED TECHNOLOGY WRITER AND COMMENTATOR.  
HE HAS COVERED TECHNOLOGY SINCE TAKING ON THE JOB OF LAUNCH EDITOR OF 
THE DAILY TELEGRAPH’S AWARD-WINNING WEBSITE IN 1994, AND WAS EDITOR OF ITS 
TECHNOLOGY SECTION. HE HAS ALSO WRITTEN FOR THE GUARDIAN, FINANCIAL TIMES, 
AND SUNDAY TIMES, AMONG OTHERS.

BEN WILL OVERSEE EDITORIAL COVERAGE 
ALONGSIDE INFORMILO’S FOUNDER, JENNIFER 
L. SCHENKER, WHO SPENT 25+ YEARS 
COVERING THE GLOBAL TECH SECTOR FOR WALL 
STREET JOURNAL EUROPE, TIME MAGAZINE, 
INTERNATIONAL HERALD TRIBUNE, RED HERRING 
AND BUSINESSWEEK BEFORE LAUNCHING 
INFORMILO.

TO DATE, INFORMILO, A NEWS SITE AND PRINT 
PUBLISHER THAT COVERS GLOBAL TECH SECTOR 
DEVELOPMENTS WITH A FOCUS ON INNOVATION 
AND ENTREPRENEURSHIP, HAS PUBLISHED 23 PRINT 
MAGAZINES IN 12 COUNTRIES. OUR INDEPENDENT 
PRINT MAGAZINES ARE DISTRIBUTED THROUGH LEADING 
CONFERENCES, SUCH AS DLD IN MUNICH, AND TO OUR 
SUBSCRIBERS, WHICH INCLUDE SOME OF THE WORLD’S 

BIGGEST TECH AND TELECOM COMPANIES, FINANCIAL 
INSTITUTIONS AND TIER-ONE VENTURE FIRMS.
INFORMILO WAS CREATED BECAUSE WE BELIEVE 
SILICON VALLEY IS OVER-COVERED AND THE REST OF 
THE WORLD IS UNDER-COVERED. WE OFFER QUALITY 
LONG-FORM JOURNALISM ABOUT COMPANIES BIG AND 
SMALL BASED OUTSIDE THE U.S., PUTTING GLOBAL 
DEVELOPMENTS INTO CONTEXT.

WITH BEN ON BOARD WE WILL RAMP UP OUR ON-
LINE COVERAGE AND EXPAND OUR INVITATION-ONLY 
NETWORKING EVENTS BUSINESS FOR PRIVATE CLIENTS. 
BEN HAS EARNED THE INDUSTRY’S RESPECT DURING 
THE THREE YEARS HE COVERED EUROPEAN TECH 
FOR THE WALL STREET JOURNAL. HIS DEEP SECTOR 
KNOWLEDGE, CONTACTS AND REPORTING SKILLS WILL 
ALSO BE BROUGHT TO GOOD USE IN OUR MAGAZINES.

IF YOU ARE INTERESTED IN INNOVATION OUTSIDE THE U.S., 
INFORMILO’S MAGAZINES ARE ESSENTIAL READING. WE 
OFFER BOTH INDIVIDUAL AND CORPORATE SUBSCRIPTIONS. 
FOR MORE INFORMATION, PLEASE EMAIL  
AUDREY@INFORMILO.COM.

TO LEARN MORE ABOUT OUR NETWORKING EVENTS AND 
EDITORIAL CALENDAR PLEASE CONTACT  
JENNIFER@INFORMILO.COM.

TO DISCUSS ADVERTISING OPPORTUNITIES IN UPCOMING 
EDITIONS OF INFORMILO, PLEASE CONTACT  
AUDREY@INFORMILO.COM.

The event, which will focus on what the mobile 
sector will look like four years from now, will take 
place Feb. 24-27 in the  Fira de Barcelona Montjuic 
Hall M1. 

It  is expected to attract more than 1,000 participants 
and will include prominent industry speakers , 
a global start-up competition, a Wayra Demo Day, 
workshops and innovative networking activities. 

Informilo will produce an independent print 
publication that will be circulated inside the event. 

For information about advertising in the magazine 
and sponsorship of networking events inside the 
event contact audrey@informilo.com

ANNOUNCING A BRAND NEW ANNUAL EVENT
INSIDE THE MOBILE WORLD CONGRESS DEDICATED TO INNOVATION, 
ENTREPRENEURSHIP AND START-UPS.

Investors, entrepreneurs and 
corporations are encouraged to attend. 
For more information see www.4YFN.com

CREATED BY MOBILE WORLD CAPITAL AND SPONSORED BY THE GSMA 
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FUTURE OF ENTERTAINMENT

Xooglers Bring An 
Internet-First Approach 
To Television

As part of his training to go into space with Virgin 
Galactic as one of the “future astronauts”  MTG’s Rikard 
Steiber uses Google Glass to document the journey as 
well as exploring new ways to develop second screen 
entertainment. He is one of several Swedish ex-Google 
executives who are bringing an “Internet-first” 
perspective to the future of TV.

When the cauldron lights up at Sochi’s 
Olympic Stadium next month it will 
mark not only the start of the Games but 
also a 17-day experiment testing new 
ways to engage TV audiences.

Modern Times Group, or MTG, the 
Swedish broadcaster with operations in 
35 countries, is broadcasting the Games 
for the first time in its 27-year-history. For 
them, like many broadcasters, the event is 
a laboratory for ideas on how digital can 
transform viewing experiences. MTG 
has added layers of social media, interac-
tive games and digital-only content to its 
coverage. “It’s an opportunity to really 
push the limits of what can be done,” says 
Rikard Steiber, MTG’s chief digital officer 
and CEO of MTGx, the group’s digital 
accelerator arm.

Disrupting the way audiences en-
gage has been Steiber’s mandate since 
he joined MTG a year ago after six years 
at Google, where was global marketing 
director for the mobile and social adver-
tising business and before that, director of 
product marketing for Europe, the Middle 
East and Africa. He is one of a number of 
ex-Google executives, known as “Xoog-

lers,” who are shaping the future of TV.
MTG has a history of disruption. It 

broke state broadcasters’ monopoly in 
1987 in Scandinavia by broadcasting via 
satellite from London; it disrupted the 
newspaper industry with its free Metro 
newspaper; and it was the first to produce 
the TV show Survivor, kick-starting the 
staged reality show format.

“If you look at what the digital age has 
done for all the other media, you think, 
‘All content models have really evolved. 
Why is there one glaring exception: Tel-
evision?’” says Anil Hansjee, Chief In-
vestment Officer for MTGx. He formerly 
ran Google’s mergers and acquisitions 
in Europe, the Middle East and Africa 
and helped establish London’s Google 
Campus for tech start-ups.

“In most of the media industry, we can 
now consume media how and when we 
want, in the format that we want,” Hansjee 
says. “But that’s just not the case, or hasn’t 
been a universal way, with television … 
Television is on that cusp of change.”

The rise in digital video advertising 
is one indicator that a shift is happen-
ing. Online video advertising rose 50.7% 
in Europe in 2012 with seven markets 
showing triple-digit growth from a year 
earlier, according to the Interactive Ad-
vertising Bureau of Europe’s latest AdEx 
Benchmark report.

As MTG tries to ride that wave, Steib-
er holds on to the lesson he learned at 
Google: that if you focus on the user, all 
else will follow. That idea underpins his 
vision of how we will consume TV con-
tent in the future.

“You will carry your TV subscription, 
or TV capabilities with you,” Steiber 
says. “It doesn’t matter if you are at your 
house or your friend’s or on your mobile 
phone or your iPad, or whatever screen 
you might have. It knows what you like 
and knows what you follow and you get 
recommendations not just from the smart 
engine, but also from your friends who 
you trust and value. It’s all becoming 
much more centered around you.”

During the Olympics, MTG’s viewers 
will get a glimpse at what that program-
ming experience might look like. Through 
video on demand, the broadcaster is able 
to show every event — hundreds of hours 

of digital-first content that would not fit a 
linear TV schedule. And if they are watch-
ing on a computer or Internet-connected 
TV, viewers will be able to watch up to 
four events of their choice simultaneously.

Through its Like.tv second screen app 
— designed to be used on a mobile or tab-
let while watching TV — viewers can play 
quizzes and make predictions during the 
broadcasts. “We’re adding a gamification 
element to the Olympics, so, for example 
when Sweden plays Russia in hockey, 
you can invite your friends and together 
play a game around who’s going to win. 
You can also compare to everyone who’s 
playing,” says Steiber.

Some of the services MTG plans to 
offer around the Olympics, like second 
screen gamification, “are things we will do 
again when we have Premier League, or 
Champions League, or some of the other 
sports throughout the year,” he says. “It’s 
a way of advancing how you present to 
and engage your audience through digi-
tal and social. Sports is very interesting 
because people are fanatical about it.”

Beyond the Olympics, Steiber is ex-
cited about an MTG digital music service 
for 2014 called “Visual Radio.” “As the 
home of Spotify, people in Sweden are 
really advanced when it come to digital 
music consumption. Since we have a lot 
of content around music — talent shows, 
music videos — we’re trying to combine 
the best of streaming radio with the video 
world and the social world,” Steiber says. 
As a song plays, a selection of video con-
tent linked to the musician will appear 
along with content related to that musi-
cian from social media such as Facebook, 
Twitter and Instagram, he explains.

Future services MTG plans to devel-

op will be funded mostly by advertising, 
which Steiber says is set to “change dra-
matically.” Digital means advertisers will 
soon be able to combine the reach of tra-
ditional TV with the precision targeting 
of Internet ads. “Advertising will become 
much more relevant and non-intrusive in 
this new world because we know much 
more about who you are and where you 
are as well,” he says.

As advertising evolves, new business 
models will emerge with the emphasis 
likely to shift away from subscription 
models, Hansjee says.

He says confidence in online video mon-
etization was shown by three IPOs last year. 
Rightster, a British video distribution and 
monetization start-up floated in London, 
while digital ad network Tremor Video and 

video ad software developer YuMe went 
public in New York. Meanwhile AOL’s $405 
million acquisition of video ad exchange  
Adap.tv helped the company overtake 
Google for the first time as the company 
serving the most video ads in the United 
States, according to comScore.

“The nature of the economic game has 
changed,” Hansjee says. In his first deal 
for MTG, Hansjee oversaw an investment 
for a 35% stake in Splay, Sweden’s leading 
YouTube network, to help support MTG’s 
digital content strategy. Splay has more 
than two million subscribers and content 
spanning humor, music, extreme sports, 
fashion, beauty, gaming, vlogs and podcasts.

“There are the new product areas that 
we’re building ourselves and that’s abso-
lutely core,” Hansjee says. “But we have to 
recognize that innovation comes from else-
where and we need to find products that are 
complementing what we’re doing and also 
doing stuff that we wouldn’t have time to do.”

Hansjee says the biggest lesson that he 
took from Google was embracing ambitious 
ideas. “What they pride themselves on was 
ideas that would have a major impact over 
a ten-year period. The big factor is not, 
‘let’s improve our business by one or two 
times’; it’s ‘let’s improve our business by 10 
times,’” he says. “The big ideas might take 
five years to get there but if they improve 
your business by 10 times, it’s worth it.”

United Screens, a company founded 
in April last year by four of the Swedish 
media industry’s top names and Bonnier 
Growth Media, a subsidiary of Bonnier 
AB, the Nordic region’s biggest media 
company, hopes to benefit from some of 
those ambitious ideas. Through YouTube, 
United Screens offers new programs, live 
broadcasts, news, series, podcasts, trail-

ers, and feature films as well as many of 
Sweden’s most popular traditional TV 
programs. Its aim is to work with media 
and production companies and copyright 
holders to help them generate more rev-
enue from their content.

United Screens will be helping its 
partners and advertisers keep up with 
innovations that YouTube is introduc-
ing this year. “The possibility to make 
pay services on YouTube, for example, 
I think is something that may both bring 
new content owners to our network, as 
well as something that will affect the 
media companies’ online pay services,” 
says United Screens chief executive and 
founder Stina Honkamaa Bergfors, who 
previously headed Google Sweden.

“I remember well when in October 
2008 we launched YouTube.se in Sweden, 
at that time YouTube.se had one million 
views a day in Sweden and we thought 
that was fantastic,” Bergfors recalls. “Now 
YouTube.se has more than 30 million 
views per day — the development for 
YouTube has, as we all know, been huge.”

Bergfors’ biggest takeaway from her 
five years at Google was the scale and 
growth potential of services like digital 
video. Her prediction for the future of TV 
is that no one will draw distinctions be-
tween platforms. Regardless of the screen, 
it will simply be “reaching the audience.”

 BY D’ARCY DORAN

Future services which 
Swedish broadcaster MTG 
plans to develop will be 
funded mostly by advertising, 
which Xoogler Rikard Steiber, 
CEO of MTGx and MTG’s chief 
digital officer, says is set to 
“change dramatically.” Digital 
means advertisers will soon 
be able to combine the reach 
of traditional TV with the 
precision targeting of Internet 
ads. “Advertising will become 
much more relevant and non-
intrusive in this new world 
because we know much more 
about who you are and where 
you are as well,” he says.

For United Screens chief 
executive and founder 
Stina Honkamaa Bergfors, 
the biggest takeaway from 
her five years as head of 
Google Sweden was the 
scale and growth potential 
of services like digital video. 
Her prediction for the future 
of TV is that no one will 
draw distinctions between 
platforms. Regardless of 
the screen, it will simply be 
“reaching the audience.”

Source: IAB Europe AdEx Benchmark 2012
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YEAR-ON-YEAR GROWTH IN VIDEO  
BY COUNTRY

“In most of the media industry, 
we can now consume media 
how and when we want, in 
the format that we want,” 
says Xoogler Anil Hansjee, 
who recently took on the role 
of chief investment officer 
at MTGx, the group’s digital 
accelerator arm. “But that’s 
just not the case, or hasn’t 
been in a universal way, with 
television … Television is on 
that cusp of change.”

From left: Malte Andreasson, Co-Founder and head of programming for United Screens; Gustav Träff, YouTuber 
behind GTBOARD.com, part of the United Screens network on YouTube; and Stina Honkamaa Bergsfors, CEO 
and co-founder of United Screens.
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Sonali de Rycker, a scheduled speaker 
at DLD14, an annual Internet confer-
ence, has been active in the European 
venture business for 14 years, focusing 
on consumer Internet and digital me-
dia sectors investments such as Avito, 
Housetrip, KupiVIP, Wonga, Seatwave.
com and Spotify. Prior to Accel, she 
was a partner at Atlas Venture in Lon-
don. She started her career at Goldman 
Sachs in New York City and is credited 
with co-founding the investment bank’s 
business development group, a unit set 
up to source and execute acquisitions of 
smaller, fast-growing businesses for the 
Fortune 50. De Rycker, who was born 
and raised in Bombay, graduated mag-
na cum laude in economics from Bryn 
Mawr College in the U.S. and earned an 
MBA from Harvard Business School. 
She recently spoke with Informilo’s 
Jennifer L. Schenker about the future 
of financial services, e-commerce and 
digital media and the evolution of the 
European tech sector.

Q How is tech disrupting the 
future of financial services?

A London is an international hub for 
financial services, so it is not a co-

incidence that we are seeing some re-
ally interesting innovation coming out 
of London across a number of sectors. 

We continue to be bullish on companies 
in the alternative credit space. We were 
early investors in Wonga, a pioneer in 
applying big data to lending. There is 
also significant opportunity in SME 
credit, where, because of regulation and 
balance sheet restructuring, banks have 
retrenched from the market. We have 
recently invested in Funding Circle, a 
London-based online marketplace for 
business loans, which raised a $37 mil-
lion series C investment led by Accel 
Partners in October.

In fintech, we’re watching the shift 
in the infrastructure being deployed for 
financial institutions, whether banks, 
fund platforms or exchanges. After the 
revolution in electronic trading, es-
pecially equities, other segments are 
undergoing major change. Our recent 
investment in Calastone, a leader in the 
fund automation space, rides that par-
ticular trend. 

Finally, risk management is a hot topic 
at the minute given the regulatory scru-
tiny. Institutions and hedge funds are 
rethinking distributed risk through the 
use of big data. Accel was first investor in 
OpenGamma, which offers open-source 
analytics and a risk management plat-
form for the financial services industry. 
In our view, we are at the very beginning 
of a fundamental change in how financial 
services are being developed, delivered 
and consumed.

Q How is crowdsourcing 
changing funding?

A There are two major sources of 
crowdfunding. One is essentially a 

form of debt or customer funding, which 
works very well for products in hardware 
or content as it helps with customer adop-
tion and provides market feedback. It is 
still early for the other types of platforms 
that offer equity investing, and the jury is 
still out for whether the wisdom of 
crowds is a proxy for professional judg-
ment. In my view, anything that encour-
ages first-time entrepreneurs and allows 
access to capital in Europe is very positive.

Q How is technology changing 
the future of retail?

A Nearly 20 years into it, e-commerce 
still represents less than 10% of the 

retail market. However, the web and, 
more and more, the mobile web are the 
starting points for most shopping experi-
ences. The real challenge now is how to 
think about a consumer in a 360° way — 
hyper personalization that takes into ac-
count browsing across devices, location 
and in-store behavior. A lot of companies 
have started to crack pieces of the puzzle, 
whether in payments, couponing or ena-
bling identification technology, etc. Ulti-
mately, it is all about data. Who is going 
to know the most about you to enable the 
retailer to offer something that is locally 
available and highly compelling based on 
what you have been searching for? Inter-
estingly, it is the incumbents like Google 
and eBay/PayPal who are in a really good 
place to take a crack at this given their 
access to millions of customer accounts. 
Although new business models are being 
invented, in my view, it is very unclear 
whether this will be a game that will ul-
timately be dominated by start-ups.

Q You are on the board of IAC, 
the American Internet 

company with over 50 brands across 
40 countries. How does this help you 
understand trends in digital media?

A IAC is a successful business that is 
a portfolio of distinctive digital 

companies, many of which are category 
leaders in their own right. The company 
is playing an important role in a number 
of sectors from search (Ask and Mind-
spark) to dating (Match and Tinder) and 
online video (Vimeo). The company is a 
great example of how to innovate in dif-
ferent cycles and sectors. It has done this 

from within — the meteoric success of 
Tinder is a great example — but also 
through a very successful acquisition pro-
gram for which it is very well regarded in 
the market. In our quest to build large, 
durable businesses, Accel’s investment 
hold is often eight years, and, as such, even 
our more successful companies constant-
ly have to rethink how they evolve and 
stay on top of their game. IAC has pro-
vided me with great insights into how to 
approach innovation in multiple ways.

Q You recently helped SVC2UK 
(Silicon Valley Comes 2 The 

UK) choose the 100 UK companies 
which have the potential to reach 
£100 million in revenue within three 
to five years. Why hasn't the UK 
created more global billion-pound-
plus Internet companies?

A I think this is where the rear-view 
mirror tells a very different story 

than what the future holds. Historically, 
it was possible to build substantial busi-
nesses focusing on the UK alone. First-
generation success stories like Money-
supermarket and Rightmove were and 
still are great examples of this. In other 
markets like Sweden and Finland — 
which have produced successful global 
companies like QlikTech, Supercell, 
Rovio and Spotify — the domestic mar-
kets are very small, pushing companies 
to go international very quickly. I think 
we are now at a point where global lead-
ership is very much the objective of most 
ambitious entrepreneurs. We see this 
with companies like Wonga, MindCandy 
and King.com. This has gone hand-in-
hand with the evolution of the ecosystem. 
Often, a successful ecosystem boils down 
to a few great companies setting the ex-
ample and fuelling the next generation 
with talent and capital. In addition, Lon-
don is a fertile place to ramp and scale a 
business, regardless of where it has been 
founded, further contributing to the de-
velopment of the ecosystem. That is why 
so many successful European Internet 
businesses move here.

Q Are you bullish on Europe?

A There has never been a more excit-
ing time to start a company in Eu-

rope, including Israel. We have been 
waiting for some time for our private 
companies to get onto the world stage and 
are now seeing a snowball effect: look at 
companies like QlikTech, Supercell, 
Wonga, Spotify, Mind Candy, Criteo, 
Waze and Wix. The time for Europe has 
more than come, and it will only get more 
interesting as the next generation of en-
trepreneurs see the opportunity and suc-
cess that is achievable. 

Accel’s Sonali de Rycker On The Future of 
Fintech, E-Commerce and Digital Media

Sonali de Rycker of Accel Partners is a scheduled speaker at DLD14 .

Uploading videos to YouTube is easy 
enough. But viewing and sharing them 
on multiple devices? Not so much. En-
ter media software company RealNet-
works, which plans to announce the 
global rollout of its cloud storage and 
sharing service RealCloud Player at 
DLD14 in Munich.

In the 1990s RealNetworks developed 
one of the first popular formats and asso-
ciated software for playing audio on the 
Internet. Now, the company is betting its 
future on making it easy to privately share 
videos among mobile devices, television 
sets and computers.

“Our big idea is that video works any-
where you want,” says RealNetworks 
Founder and interim CEO Rob Glaser, a 
scheduled speaker at DLD14 in Munich. 
“We are moving to a permanently multi-
screen world so any digital entertainment 
experience needs to be designed from the 
ground up for that world.”

RealCloud Player, which was launched 
in the U.S. two months ago, lets users of 
many different devices store their videos 
online and stream, download and share. 
The service automatically reformats 
videos to best suit the device to which 
you stream or download them, taking 
into account device type, screen size, 
bandwidth and storage space. The ser-
vice works using new or updated Real 
apps on 10 platforms, including Android 
devices, iPhones, iPads, Windows PC, 
Kindle Fire, Chromecast and Roku TV 
set-top boxes. “The level of engagement 
since launch has dramatically exceeded 
expectations,” says Glaser.

The apps are free but you pay for stor-
age: five gigabytes of cloud storage for $5 
a month or $50 a year; up to 25 gigabytes 
for $10 a month or $100 a year for 100 
gigabytes. Every DLD14 delegate will be 
given vouchers for 100 gigabytes of stor-
age, Glaser says.

RealNetworks helped pioneer stream-
ing audio and video over the Internet; 
millions of people used its RealPlayer 
software. It also launched a number of 
other services, including an online music 
service called Rhapsody that was later 

RealNetworks’ 
Reinvention

“Our big idea is that video 
works anywhere you want,” 
says RealNetworks Founder 
and interim CEO Rob Glaser, 
a scheduled speaker at 
DLD14 in Munich. “We are 
moving to a permanently 
multi-screen world so 
any digital entertainment 
experience needs to be 
designed from the ground up 
for that world.”

Real Networks’ Rob 
Glaser, a scheduled 
speaker at DLD14

RealNetworks plans to announce the global rollout of 
its cloud storage and sharing service RealCloud  
Player at DLD14 in Munich.

spun off as a separate company.
Although the company lost its way in 

recent years Glaser, who left the company 
and recently returned as its interim CEO, 
argues that RealNetworks is uniquely 
positioned to play in this new space. “We 
have the benefit of 20 years in video and 
audio and are atypical in that we have 
both consumer software experience and 
we also have a SaaS network service ca-
pability,” he says. “We have all the tech-
nology needed to identify, transcode, 
transmux and then reformat for bit rate, 
screen size and file size and we have a 

technology, Slowplay, that can identify 
the playback of a device and pair it with 
the right version of the file.”

Glaser says he views the cloud sharing 
and storage business “as a disruptive op-
portunity that is phenomenal for us.” He 
says he is proud of what RealPlayer Cloud 
has become in under two years. But, he 
adds, “it is a sapling compared to what it 
is going to be in future.”
 

 BY JENNIFER L. SCHENKER

FUTURE OF ENTERTAINMENT

The Focus Now Is On the Future of Entertainment 
And Video Sharing In The Cloud
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Bitcoin And  
The Future  
Of Money

 BY JENNIFER L. SCHENKER

The scene is a restaurant in 2020. A 
waitress has just left the check on the 
table for a group of friends dining to-
gether. Mobile phones are pulled out, 
and the diners take turns scanning a 
code on the bill. One person slips some-
thing that looks like a credit card out of 
her wallet. Her fingers tap on several 
dark squares on the card which light 
up when her personal code is activated. 
The card — an intelligent check — is 
waved over the bill and debited. Below 
the charges for food is a space for tips. 
Their waitress prefers to be compen-
sated in Facebook Credits, although 
some of her co-workers ask for tips in an 
alternative digital currency or transfer-
able frequent flyer miles, any of which 
can be automatically placed into their 
linked accounts with the tap of a diner’s 
finger or the wave of a mobile device.

Such a scenario was painted in 2011 
at Sibos, an annual financial services in-
dustry gathering that attracts over 8,000 
banks from around the world. In many 
ways that future is already here.

Mobile payments and alternative cur-
rencies such as Bitcoin, Ripple and Ven 
are already gaining traction, shaping the 
future of money and widening the way 
value is determined and traded around 
the world and even beyond.

For the moment Bitcoin appears to 
be winning. Recent headlines say it all: 
Facebook starts using bitcoin payments 
for its advertising platform; Zynga links 
up with BitPay For Bitcoin Payment Test 
in Farmville; The world’s second Bitcoin 
ATM to be installed in Hong Kong; British 
entrepreneur Richard Branson, founder 
of Virgin Group, which owns the Vir-
gin Atlantic airline and telecommuni-
cations provider Virgin Media, accepts 
pre-payment for his commercial space 
flight venture Virgin Galactic in bitcoins. 

Virtual currencies represent an oppor-
tunity to shape the future of the Internet 
and global commerce. Fans include early 

ticket holders for the Virgin Galactic sub-
orbital space flights, such as Silicon Val-
ley venture capitalist Shervin Pishevar, a 
scheduled speaker at DLD14, as well as 
Cameron and Tyler Winklevoss, the twins 
best known for their part in the history 
of Facebook. The twins have invested 
millions of dollars of their money into 
bitcoins and in July announced that they 
filed a proposal with securities regulators 
in the U.S. to set up an exchange-traded 
fund that would allow any investor to 
trade bitcoins as if they were stocks.

But the first to launch a Bitcoin fund in 
the U.S. was DLD14 speaker Barry Silbert, 
CEO of SecondMarket. The fund is called 
the Bitcoin Investment Trust or BIT; it 
has more than $50 million in manage-
ment and around 90 investors, including 
hedge fund traders and private family 
investment firms. The BIT is structured 
like an electronically-traded fund and 
modeled, according to Silbert, after one 
of the most prominent gold ETFs, but it 
is not publicly traded.

The fund is raised by Alternative Cur-
rency Asset Management, a wholly-owned 
unit of SecondMarket, which is acting as 
the broker-dealer for the fund. Second-
Market, which offers a variety of services 
to buy into illiquid private assets, has in-
vested into the fund alongside institutions 
and accredited individual investors.

This is just the beginning. Silbert 
predicts that during the coming year a 
country somewhere in the world will start 
accepting payment of taxes in Bitcoin; a 
U.S. bank will launch a Bitcoin trading 
desk and a Central Bank somewhere in 
the world will start accumulating Bitcoin 
in the same way it accumulates gold.

That’s not all. “Digital currency really 
has the potential to disrupt the way pay-
ment processing works,” says Silbert. “The 
systems we use to send money are built on 
old rails and don’t talk to each other. Bit-
coin is like a blank slate that lets you send 
currency without a middleman practically 
instantaneously and practically free.”

Brightcove founder Jeremy Allaire, 
a serial entrepreneur and Internet pio-
neer, believes Bitcoins will prove to be 
an attractive form of payment for online 

merchants because it is frictionless and 
cheaper. He most recently founded Circle 
Internet Financial, a payment process-
ing system for Bitcoin with $9 million 
in financial backing from Accel Partners 
and General Catalyst. Board members 
include Michele Burns, a finance industry 
veteran who sits on the board of Goldman 
Sachs. Jim Breyer, a partner at Accel and 
an early backer of Facebook, is also on 
Circle’s board, as is Raj Date, who recently 
left a top post at the Consumer Financial 
Protection Bureau.

Circle’s mission is similar to that of 
BitPay, a company backed by Shakil Khan, 
head of special projects at popular music-
streaming service Spotify. (Khan is also 
the founder of CoinDesk, a media site that 
specializes in news about Bitcoin that 
aspires to become the Reuters of digital 
currency.)

BitPay makes it easy for thousands of 
businesses across the world to accept 
bitcoins, “so it shares that common goal 
with Circle,” says Khan.

BitPay has so far helped over 10,000 
merchants across the world to start ac-
cepting payments in bitcoins. According 
to CoinDesk, 50% of the merchants that 
use BitPay are located in North America 
and 25% are in Europe. Over 90% of the 
merchants using the payment service pro-
vider are e-commerce businesses; BitPay 
also counts blogging platform WordPress 
among its clients.

Allaire says that along with some 
Silicon Valley players like Facebook he 
sees digital gaming companies accepting 
Bitcoin payments in 2014. “In terms of a 
Target, Walmart or a J.Crew, I think their 
cycles for point-of-sales technologies are 
a lot longer.”

Virtual currencies can enable nearly 
instant payments and money transfers 
globally at almost no cost and — their 
proponents argue — with greater secu-
rity and privacy than existing electronic 
payment methods.

Ripple Labs, which has invented its 
own virtual currency, has also developed 
a system in which any currency, including 
bitcoins, can be moved around or traded 
without hefty fees.

Over 20 million units of the Ven, a digi-
tal currency traded on Thomson Reuters 

terminals which is tied to a weighted 
basket of currencies, commodities and 
carbon futures, have circulated, and it 
can be used to purchase anything from 
cars to coffee.

Unlike the Ven or traditional money, 
bitcoins are not centrally controlled. In-
stead, the coins are created by a network 
of users who solve complex mathematical 
problems — a method known as “min-
ing” — to generate bitcoins. Only a finite 
number of bitcoins can be created.

At U.S. Senate hearings in Washington 
in November, government agencies such 

as the U.S. Secret Service acknowledged 
that Bitcoin, which is designed to be dif-
ficult to trace, has potential benefits, as 
well as risks, helping establish the cur-
rency’s credibility. 

Still, some question whether any asset 
that fluctuates so erratically can plausibly 
work as a medium of exchange. In early 
December the price of a single bitcoin 
spiked to over $1,200, then fell to less 
than half that.

“For Bitcoin to become a mainstream 
success it has to increase many more 
times in value,” says Khan. “Of course it 

will be volatile on the way up, but in five 
to ten years it should be more stable.”

Right now, there is no telling what 
might happen. “The price of a bitcoin 
either goes to zero or it goes to many, 
many zeros,” says Khan. “Should peo-
ple buy it? Yes. Should they go and put 
every penny in? No. They should only 
risk an amount they are comfortable with 
and can afford to lose. That said, when it 
comes to risk/reward potential I see no 
better investment.”

Financial Services Section
Sponsored by L39, Europe’s largest accelerator for financial 
services, retail and future cities technologies
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IF BITCOIN EQUALS 
THE VALUE OF....

BASIS FOR
COMPARISON

CURRENT
VALUE

IMPLIED PRICE
PER BITCOIN

PayPal 
 

Monetary base  
of Turkey
 
5% of gold  
(6.8 trillion) 
 
Bitcoin

Leading online 
payment network 
 
Emerging market 
currency  
 
Primary global store 
of value

$22.8 billion 
 
 
$99 billion 
 
 
$340 billion 
 
 
$12.2 billion

$1,869 
 
 
$8,133 
 
 
$28,061 
 
 
$760.01

Source: blockchain.info, Capital IQ, IMF.org, World Gold Council 

Barry Silbert, a scheduled 
speaker at DLD14 and CEO 
of SecondMarket, predicts 
that during the coming year 
a country somewhere in the 
world will start accepting 
payment of taxes in Bitcoin; a 
U.S. bank will launch a bitcoin 
trading desk and a central 
bank somewhere in the 
world will start accumulating 
Bitcoin in the same way it 
accumulates gold.

A SELECTION OF SOME OF BARRY SILBERT’S 20 INVESTMENTS  
IN BITOCIN START-UPS VIA HIS PERSONAL INVESTMENT VEHICLE  
THE BITCOIN OPPORTUNITY FUND.

THE RISKS:

Price Volatility. 
 

Market Adoption.
 
 
Government regulation.
 
 
 
 
Security.
 
 
 
 
Tax Treatment.

Bitcoin has historically experienced significant intraday 
and long-term price swings.

It is possible that bitcoin will never be broadly adopted, in 
which case, bitcoin may lose most, if not all, of its value.

The regulatory framework of bitcoin remains unclear 
and application of existing regulators and/or future 
restrictions by federal/state authorities may have a 
significant impact on the value of bitcoin. 

While the BIT has implemented powerful security 
measures for the safe storage of bitcoins, bitcoin is a 
potential target for hackers. Bitcoins that are lost or stolen 
cannot be replaced, as transactions are irrevocable. 

The U.S. tax rules applicable to an investment in the BIT 
and the underlying bitcoins are uncertain, and the tax 
consequences to a BIT investor could differ from the 
investor’s expectations.

The symbol for Bitcoin, a peer-to-peer electronic 
payment system based on cryptographic proof 
instead of trust.

DLD14 speaker Barry Silbert

THE OPPORTUNITY: 

COMPANY HEADQUARTERS

BitPay
 
Coinbase 

Gyft 
 
Coinsetter 
 
BitPremier 
 
itBit 
 
BitPagos 
 
Boost VC Bitcoin Fund

Atlanta, GA, U.S.

San Francisco, CA, U.S. 
 
San Francisco, CA, U.S. 
 
New York, NY, U.S. 
 
Gaithersburg, MD, U.S. 
 
Singapore 
 
Washington, DC, U.S. (now concentrating on Argentina) 
 
San Mateo, CA, U.S.
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It’s no surprise that there will be a 
strong focus on mobile at DLD14. Mo-
bile is now at the heart of the tech sector 
and a wide variety of new services. Eric 
Schmidt, executive chairman of Google, 
was recently quoted as saying, “every-
thing significant we are working on is 
around mobile.” Banks and financial 
services companies would do well to 
consider adopting the same strategy 
since their customers are increasingly 
using their mobiles to make payments, 
move money and make stock trades..

According to a study released by the 
Board of Governors of the Federal Re-
serve in March 2013, the ubiquity of mo-
bile phones is changing the way consum-
ers access financial services in the U.S.:
• 28% of all mobile phone owners had 

used mobile banking in the 12 months 
to November 2012, up from 21% in De-
cember 2011;

• 48% of smartphone owners had used 
mobile banking in the previous 12 
months, up from 42% in December 2011;

• 10% of those mobile phone users not 
using mobile banking thought that they 
would probably use it within the next 
12 months.
Juniper Research predicts that more 

than one billion mobile phone users will 
be using their mobile devices for banking 
purposes by the end of 2017, compared 
with just over 590 million in 2013. In its 
recent report, “Mobile Banking: Handset 
and Tablet Market Strategies 2013-2017,” 
the researcher says that by 2017 15% of 
the global mobile subscriber base will 
be using handsets for banking activities.

In a June 2013 report research firm 
Gartner Group forecast that worldwide 
mobile transaction values would reach 
$235.4 billion by yearend 2013, up 44% 
from 2012, and that the number of world-
wide mobile payment users would rise 
from 200.8 million to 245.2 million. Some 
sources expect to see more than one bil-
lion global mobile banking users by 2016.

While it’s still comparatively early days 
for share trading on mobile devices, us-
age is increasing rapidly. Take the case 
of social investment network eToro, an 
Informilo Top 25 company, which is re-
porting solid growth in the use of mobile 
devices among its investing community. 
(Please see the infographic.) eToro has 
more than three million traders in more 
than 200 countries; they’ve performed 
more than 50 million trades since January 
2012. Growth in mobile usage is consist-
ent with industry trends.

There’s little doubt that the use of 
mobile devices will only increase as us-
ers demand anytime, anywhere access 
to all services, including banking and fi-
nance. If banks wish to remain competi-
tive they not only have to go digital; they 
must make mobile services a core part of 
their offering.

ETORO’S ACTIVE 
USER BASE 
WHICH TRADE 
VIA MOBILE 
DEVICES

NUMBER OF USERS: 
ANDROID VS IOS

ETORO’S MOBILE 
USER BASE IN 2013

GROWTH IN MOBILE USAGE  
SINCE THE BEGINNING OF 2013

TOP LOCATIONS FOR USERS OF 
ETORO ON MOBILE DEVICES

IOS

BEFORE AFTER

ANDROID

22%
58% 42%

DEC 
2013

JAN 
2013 X2.5

GERMANYUK + OTHER ASIA 
(HEAD TO HEAD)LATIN 

AMERICAITALYSCANDINAVIA

#1#2#3#4#5

130%

Going Mobile

What makes Ireland great, makes Ireland great for business

Ireland feels like home
to over 1,000 overseas companies
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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%. 

ACUMATICA

(WWW.ACUMATICA.COM)
KIRKLAND, WA, U.S.

What it does: Cloud-based enterprise resource 
planning and financial software.
Why it’s hot: Acumatica aims to make its Cloud 
Enterprise Resource Planning (ERP) solution 
the platform of choice for small and medium-
sized businesses. Founded in 2007, with 
Russian roots, the company now has offices in 
Washington DC, Moscow, and Singapore, and 
has customers in 30 countries. At the end of 
November 2013, Acumatica raised $10 million 
from Runa Capital and Almaz Capital to support 
partner development and expansion into Asia 
and Europe. Sales continue to grow more than 
300% annually.

SWIFTKEY

(WWW.SWIFTKEY.NET)
LONDON, UK

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

ELASTICSEARCH

(WWW.ELASTICSEARCH.COM)
AMSTERDAM, NETHERLANDS

What it does: Open source distributed 
enterprise search engine.

Why it’s hot: A popular open source search 
solution used by thousands of enterprises in 
virtually every industry. In February 2013 
Elasticsearch raised $24 million in Series 
B financing from Index Ventures, existing 
investor Benchmark Capital and new investor 
SV Angel bringing total funding to over $34 
million. It also announced that it has passed a 
total of two million downloads at that time.

SOCIALBAKERS

(WWW.SOCIALBAKERS.COM)
PLZEŇ, CZECH REPUBLIC

What it does: Social media analytics platform.
Why it’s hot: Socialbakers allows brands to measure, 
compare, and contrast the success of their social 
media campaigns with competitive intelligence. 
As of November 30, 2013, Socialbakers had more 
than 1,800 clients in over 100 countries. Facebook 
has awarded Socialbakers three Preferred 
Marketing Developer badges. More than 20% of 
the Global Fortune 500 use the company’s social 
analytics platform.

KANO

(WWW.KANO.ME)
LONDON, UK

What it does: Make-it-yourself computer.
Why it’s hot: Kano is a computing  and coding kit 
powered by the Raspberry Pi. Its Kickstarter 
campaign raised more than $1 million in 
November 2013 from nearly 12,000 backers, 
including Steve Wozniak. It aims to make 
computing “as easy as Lego.” The kits cost $99 and 
include a Pi, a keyboard and other peripherals, and 
software to help users get started.

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. Taavet Hinrikus, a 
co-founder, was one of Skype’s first employees, 
and calls TransferWise “the Skype of money 
transfers.” The company says it has helped its 
customers to make foreign exchange transfers 
totaling a combined £125 million so far, half 
of which were made in the past six months. 
TransferWise plans to double the number of 
currencies it supports, to 20. The company is 
backed by IA Ventures, Index Ventures, Kima 
Ventures, Seedcamp and The Accelerator Group. 
In May 2013, Valar Ventures, Peter Thiel’s VC 
fund, led a $6 million round for TransferWise, 
bringing the total raised to  
$7.35 million. 

IZETTLE

WWW.IZETTLE.COM
STOCKHOLM, SWEDEN

What it does: Europe’s answer to Square, it offers 
small vendors a way to process payments via an 
iPhone or Android app and a card reader.
Why it’s hot: It’s not cost-effective for small 
vendors to have full card-processing machines 

and services so this app-plus-reader makes 
modern commerce available to the smallest of 
stores. iZettle is currently in seven European 
markets, plus Brazil and Mexico, and has nearly 
$50 million in investment from American 
Express and MasterCard. Recently introduced a 
new “smart rate” system, where the percentage 
of each transaction kept by iZettle drops from 
2.75% to 1.5% as the number of transactions 
processed rises. Differentiating from others by 
providing free analytics. 

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 a number of social media 
sources, for a variety of business uses. In 2012 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, and in December 2013 
signed Sina Weibo as a new data source.

TIZARO

(WWW.TIZARO.COM)
LONDON, UK

What it does: Specialist e-commerce platform.
Why it’s hot: Tizaro is an e-commerce company 
for maintenance, repair and operations (MRO) 
products. It offers access to over 500,000+ 
scientific, industrial, & business lines across 4,000 
brands. The company ships to any destination 
through any viable mode of transport. Industrial 
supplies is a multibillion-dollar market with 60% 
to 70% product margins that is ripe for disruption. 
Sources say tier-one venture firms and a big-
name Valley firm are circling.

CAPITAL AID

(WWW.CAP8.CO)
LONDON, UK

What it does: Provider of capital.
Why it’s hot: CapitalAid is a new provider of 
capital to small and medium-size businesses 
trading on electronic invoicing networks. 
Its service aims to address the cash-flow 
problems faced by most businesses by offering 
them instant payment on their invoices 
with a ONECLICK solution covering the 
entire approval process. The company 
aims to disrupt the current credit market 
by offering instant cash against invoices — 
cheaper and faster than any bank can do 
today. In September Tradeshift, an all-in-one 
e-business platform, announced a new deal 
with CapitalAid to launch a $3 billion factoring 
business to help ease lending to SMEs. 
The deal will fund B2B transactions on the 
Tradeshift platform across all of Europe with a 
strong focus on the UK.

YIELDIFY

(WWW.YIELDIFY.COM)
LONDON, UK

What it does: Improves yield for e-commerce 
merchants.
Why it’s hot: Yieldify allows users to maximize 
opt-in rates and revenue from visitors leaving 
users’ websites. The company’s technology 
monitors user behaviour patterns and detects 
when a visitor is about to leave a site. Once 
detected, a personalized overlay message invites 
the user to leave contact information. Client 
experience has shown that this unobtrusive 
communication increases the opt-in rate to 
5%-30%. This translates into a real increase of 
1,000%-6,000% (average opt-ins are typically 
just 0.5%). According to sources the company 
has attracted some 300 customers in six months.

ANOMALY42

(WWW.ANOMALY42.COM)
LONDON, UK

What it does: Data-as-a-service platform.
Why it’s hot: This platform collects, connects, 
extends and refines unstructured and 
structured data to understand it quickly and 
identify anomalies. Recently won the Salesforce 
Innovation Challenge “Best Rising Star 2014 
award - Most Innovative Company.” Customers 
include BT; Johnson & Johnson; the National 
Health Service; and HP. Sources say revenues 
are growing rapidly.

PAYMENTSENSE

(WWW.PAYMENTSENSE.CO.UK)
LONDON, UK

What it does: Payment card processing.
Why it’s hot: After signing up over 20,000 
customers in its first two years, Paymentsense 
became the UK’s largest merchant service 
provider. It now has offices in London, Boston 
and Mumbai and a customer base of over 
30,000 who process over £3 billion worth of 
card transactions per year. The company is 
continuing to grow at an incredible rate and 
is now the 24th fastest-growing business in 
Europe and seventh fastest-growing tech 
company in the UK.

DEEPMIND

(WWW.DEEPMIND.COM)
LONDON, UK

What it does: Artificial intelligence company.
Why it’s hot: DeepMind combines the best 
techniques from machine learning and systems 
neuroscience to build powerful general-
purpose learning algorithms. Co-founded by 
Demis Hassabis, a computer game designer, AI 
programmer, neuroscientist and world-class 
chess player; Shane Legg; and Mustafa Suleyman, 
the company is backed by Peter Thiel’s Founder’s 
Fund. Its first commercial applications include 
simulation, e-commerce and games.

MYHERITAGE

WWW.MYHERITAGE.COM
OR YAHUDA, ISRAEL

What it does: Family tree-building software 
and services.
Why it’s hot: Available worldwide, in 40 
languages. Ranked the #2 most popular 
genealogy site by ProGenealogists in 2011 and 
the #3 in 2009 and 2010. Has more than 75 
million members, 27 million family trees, and 
1.5 billion names in family trees. MyHeritage 
has raised a total of $49 million; in 2008 the 
company raised $15 million from Index 
Ventures and Accel Partners;  in November 
2012, the company raised $25 million in a round 
led by Bessemer Venture Partners (BVP). 
MyHeritage has also been on the acquisition 
trail, buying more than nine competitors or 
complementary providers in the past six years. 
The company expects revenues to continue 
growing at year-over-year rates above 100%.

OUTBRAIN

(WWW.OUTBRAIN.COM)
NEW YORK, NY, U.S.

What it does: Content discovery platform.
Why it’s hot: “Content marketing” — creating and 
sharing content to engage current and potential 
consumer bases — is gaining traction. Outbrain 
is well-positioned for a shift to a greater 
emphasis on content; it’s installed on more than 
90,000 blogs and websites, and serves more 
than 14 billion page views a month, all pointing 
to quality content on its network of publishers. 
American Express, Proctor & Gamble, GE and 
General Mills use it as part of their marketing 
strategy to reach target audiences.

GIGYA

(WWW.GIGYA.COM)
PALO ALTO, CA, U.S.

What it does: Offers online businesses social 
infrastructure to integrate social network 
functionality throughout their web properties.
Why it’s hot: Works with more than 650 

enterprises, including 44 of the top 100 
websites. Gigya reaches 1.5 billion unique 
users per month — nearly two-thirds of the 
global internet population. At yearend 2012 the 
company nearly tripled its sales growth from 
2011 and recorded its largest quarter ever, with 
33% quarter-over-quarter growth in Q4. In 
September Gigya raised a $25 million funding 
round, bringing the total raised to $70 million 
in venture funding. Social infrastructure has 
become a requirement for online businesses; 
Gigya’s approach of offering everything a site 
needs to be social puts it in a good position for 
future growth.

WIX

WWW.WIX.COM
TEL AVIV, ISRAEL

What it does: Free publishing platform for 
websites, Facebook pages and mobile sites.
Why it’s hot: IPO’d on NASDAQ in early 
November 2013, in the largest U.S.-listed Israeli 
deal in years, at a valuation of $750 million. Wix 
had $34.1 million in revenues in the first six 
months of 2013  and net losses of $10.1 million. 
It claims 14 consecutive quarters of growth. 
The company has more than 37 million users; 
more than 3,000 mobile sites are created each 
day. Last year it launched “FB eStore,” which 
allows companies to take payments, via PayPal, 
directly on their Facebook fan pages. This 
month it launched new tools for mobile site 
design, helping its users take advantage of the 
shift to mobile for day-to-day activities  
and payments.

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: In October 2013 UK-based 
Funding Circle raised $37 million in Series C 
funding from previous investors Union Square 
Ventures and Index Ventures as well as from 
Accel Partners and Ribbit Capital, bringing 
total funding to just over $58 million. It also 
announced a merger with San Francisco-
based Endurance Lending Network, enabling 
Funding Circle to expand into the U.S. More 

than 1,000 businesses have been funded, with 
a total loan value to date of  $250 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.

SOUNDCLOUD

(WWW.SOUNDCLOUD.COM)
BERLIN, GERMANY

What it does: Social sound platform where 
anyone can create sounds and share them.
Why it’s hot: SoundCloud allows sound creators 
to instantly record or upload original audio 
content, embed sound across websites and 
blogs, share publicly and privately, receive 
detailed analytics, plus get feedback from the 
community directly onto the waveform. It 
now reaches 250 million people per month. 
In January 2013 SoundCloud raised an 
undisclosed amount in a round led by Kleiner 
Perkins Caufield & Byers. GGV Capital also 
participated. In October it announced a 
partnership with Instagram to enable users 
to upload their photos as album art for their 
playlists, and said it had simplified its premium 
subscription, which helped boost growth.

REBTEL

(WWW.REBTEL.COM)
NACKA STRAND, SWEDEN

What it does: World’s second largest VoIP provider.
Why it’s hot: With more than 23 million users 
worldwide and revenues of $78 million in 2012, 
Rebtel is growing fast and is highly profitable. In 
December the company launched Sendly, an app 
that allows anyone to top up prepaid phone users 
almost anywhere in the world. Earlier in 2013 it 
brought out the Re:beat app, which allows users 
to send their heartbeats to a loved one.

BLABLACAR

(WWW.BLABLACAR.COM)
PARIS, FRANCE

What it does: A trusted community marketplace 
that connects drivers with empty seats to 
passengers looking for a ride.
Why it’s hot: BlaBlaCar, which helped pioneer 
this space, has five million members across 10 
countries and transports more than 700,000 
people every month, creating an entirely new, 
people-powered transport network. The 
company claims over 24.3 million seats have 
been offered since January 2009, and over 1.8 
billion miles shared. In 2012 BlaBlaCar raised 
$10 million from Accel Partners and existing 
investors ISAI and Cabiedes & Partners, 
bringing total funding to ¤12.5 million. Its 
business is proving far more successful than 
those of copycats in the U.S.

TABOOLA

WWW.TABOOLA.COM
NEW YORK, NY, U.S.

What it does: Content distribution and 
monetization platform.
Why it’s hot: Taboola is a leading content 
distribution and discovery platform, serving 

three billion daily recommendations to over 
300 million monthly visitors on publisher sites 
that include USA Today, TMZ, Time and The 
New York Times. Started by “a bunch of geeks 
[who were in] the Israeli army, passionate about 
the unique problems that can be solved with 
advanced mathematics,” in February 2013 the 
company raised another $15 million in funding 
from Pitango VC, Evergreen Venture Partners, 
WGI Group, and TheMarker. This rounds brings 
total funding to $40 million; it will fund more 
employees and new offices in strategic locations.

ETORO

(WWW.ETORO.COM)
TORTOLA, BRITISH VIRGIN ISLANDS

What it does: Social investment network.
Why it’s hot: Three million traders in more 
than 200 countries have placed more than 50 
million trades through eToro’s award-winning 
OpenBook and WebTrader platforms since 
January 2012. Traders can learn from each 
other, share live trading information and use 
their collective trading power. Received Best of 
Show at FinovateFall for its Social Trading Index, 
which enables traders to create their own indices 
and make them available to the eToro investment 
network. In July eToro added fractional stock 
investment to its platform, enabling users to 
invest in the shares of large brands.

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: The Unruly Viral Video Chart has 
tracked 365 billion video views since 2006. With 
an engaged audience of over a billion consumers, 
across the full range of mobile, tablet and 
second-screen devices, Unruly has delivered, 
tracked and audited 3.5 billion video views across 
3,000+ social video campaigns for over 400 
brands including Volkswagen, Dove, Coca-Cola, 
T-Mobile, Microsoft, Warner Bros and adidas. Its 
mission: to deliver the most awesome social video 
advertising campaigns on the planet. In January 

GROWTH COMPANIES

EARLY STAGE

UNDER THE RADAR

TOP 25  EMEA COMPANIES 
TO WATCH IN 2014 

Europe and Russia have a strong crop of established tech high-fliers like Mind 
Candy, King, Supercell, Rovio, Ozon, Wonga, Just Eat, Spotify, Adyen and Klarna. 
Informilo is focusing its 2014 Companies To Watch list on the next generation of 
growth companies. To identify the most promising companies Informilo asked 
angel investors and VCs to nominate and vote on companies outside their own 
portfolios. Some are well known, others are below the radar but unlikely to stay 
there for long. Below find our picks for the Top 25.
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Hans Ulrich Obrist, a scheduled speaker at 
DLD14 and co-director of exhibitions and 
programs and director of international 
projects at London’s Serpentine Galleries, 
recently spoke to Informilo’s Eric Sylvers 
about the nexus of art and tech.

Q With the introduction of 3D 
printing and the maker 

revolution there seems to be more of 
a mash-up these days between art 
and technology — do you agree?

A The nexus of art and technology is 
very key for our time. Each year I 

curate an arts panel at DLD. We did a 
panel in 2010 which focused on clouds, 
which have played such an important role 
in art and also in poetry. And obviously now 
there is the digital cloud. Many of the chal-
lenges of our time need a multidisciplinary 
approach, for example engineering and 
design meet art. Two years ago at DLD we 
looked into post-Internet art and how it 
was basically bringing together a whole 
generation of artists. Internet is no longer 
a fascination and post-Internet artists just 
use it as part of the current condition. I’m 
always thinking about how can we go into 
the future, to curate the future in relation 
to technology.

Q  Is it fair to say that the 
intersection of art and tech is 

one of the focuses at the Serpentine 
Galleries in London? Will it become a 
bigger one in future?

A Yes, absolutely. We have done the 
89plus Marathon, bringing to-

gether 40 speakers. When we think 
about the future of the gallery we think 
about how it is an important moment to 
expand the digital aspect of the galleries 
and the art displayed. We hired a digital 
curator so it is clearly a very important 
focus for us.

Q You have been involved with 
the DLD conference for a long 

time. What attracts you to come to 
DLD and what do you think has been 
the winning formula of DLD founder 
Steffi Czerny?

 A I think Steffi is one of the great junc-
tion makers of our time. No one 

does it better than her connecting people 
from different fields. DLD is a laboratory 
for me to test different things and I learn 
so much every time. So many new ideas 
come to me there. I would never miss it. 
DLD is a magical moment. Wherever 
Steffi is she brings people together. In this 
sense DLD never stops, it’s 365 days a year.

Q You have helped bring many inter-
esting people to DLD. Can you give 

me a few names and talk about how you 
think their participation has helped 
further the conversation at DLD?

A For the panel we did about how a 
21st-century art and architecture 

school would link to technology we 
brought together [Dutch architect] Rem 
Koolhaas with artists like Thomas De-
mand and Piero Golia and with patron 
and collector Maja Hoffmann. This pan-
el triggered the beginning of the Strelka 
School in Moscow so these panels are also 
about production of reality. For the Par-
allel Universes we started the dialog be-
tween artists Olafur Eliasson and Ai Wei-
wei. For Solar we brought together 
[Whole Earth Catalog editor] Stewart 
Brand in collaboration with Edge.org and 
John Brockman. Also present were Elias-
son and artist Tino Sehgal as well as sev-
eral inventors of solar technology.

Q 89plus is about helping young 
artists get exposure. Why is 

this necessary when the digital 
revolution is leveling the playing 
field by making it easier for 
everybody to get exposure?

A Simon Castets and I founded 89plus 
in order to be useful to artists and 

we hope that all the projects do have util-
ity and I think they do. Very often these 
young artists haven’t meet their peers 
from around the world and we give them 
an opportunity to do that. We believe it’s 
important to bring all these geographies 
together and trigger meetings. Many of 
these artists have very experimental work 
and we want to facilitate their work and 
help them realize their art. We are now 
installing residencies such as the 89plus 
residency with Google. They invite the 
artists to create a new work.

Hans Ulrich Obrist On The  
Intersection of Technology And Art

A sample of Chinese artist Ai Weiwei’s handwriting 
used in Olbrist’s Instagram project. 

American rapper Le1f at an 89plus Marathon event on 
Oct. 13th, 2013 at The Serpentine Sackler Gallery in 
the social space designed by architect Zaha Hadid.

Hans Ulrich Obrist, a scheduled speaker at DLD14
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Q You have mentioned how the 
idea for your Instagram 

handwriting project came from 
something the Italian writer Umber-
to Eco had written. Can you give us 
the details?

A In a Guardian article, which had 
been translated from an Italian 

newspaper, Umberto Eco lamented the 
disappearance of handwriting among 
kids. When I read that over breakfast I 
thought that is totally true, everything 
happens on a computer now. I thought 
rather than send kids back to take a course 
in calligraphy, which is what Eco was 
calling for, it would be interesting to in-
troduce handwriting to the digital age.

A few days later I was in the studio of 
the artist Ryan Trecartin in Los Angeles 
with the writer Kevin McGarry when 
Ryan said you should join Instagram. All 
of a sudden he took my iPhone and down-
loaded the app onto the phone. He took a 
photo of me with his phone and put it on 
his Instagram account and suddenly I’m 
thrown in the water. I didn’t know what 
to do with my account. I came back to 
Europe, it was December, and went on 
Christmas vacation with Etel Adnan and 
Simone Fattal at the seaside in Italy. We 
recorded long conversations. We started 
speaking about handwriting and I thought 
I could post sentences. I meet great art-
ists, writers, scientists and architects and 
I saw I could post their writings. A sort of 
visual tweet put on Instagram and then 
also on Twitter. It became a ritual. I be-
lieve in rituals. Now every day I post one 
thing on Instagram. That is the genesis. 
It’s an infinite conversation. For me it is 
kind of a movement of some sort. I want 
to celebrate the beauty of handwriting.

Q How does the Instagram 
handwriting project fit with 

your foray into digital art?

A The Instagram project has very 
much grown out of the Do It pro-

ject. In 1993 one of my first projects was 
Do It, which addressed the digitalization 
of art. We invited artists to write a recipe 
that other people could do and posted the 
results online [www.e-flux.com]. We 
thought of how to do it on the Internet. 
It grew from there. In my work that was 
the first time I thought about digitaliza-
tion and now with Instagram there is no 
end in sight. I’m endlessly excited every 
day to do it and will continue this year 
and maybe for several years or the rest of 
my life. Do It has gone on for 20 years.
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It is no surprise that top-tier angel in-
vestors and venture capitalists from Eu-
rope and the U.S. have been flocking to 
Slush, a start-up conference in Helsinki.

The phenomenal success and high 
valuations of Finnish start-ups Rovio, 
Supercell, and MySQL are creating lots 
of interest in this Nordic country.

Rovio, the gaming and entertainment 
company co-founded by Peter Vester-

backa, a featured speaker at DLD14, is 
behind the widely-popular mobile game 
Angry Birds. The company, which has 
branched out into stuffed animals, a Hol-
lywood film and its own theme park, has 
been valued at anywhere from $2 billion 
and $9 billion in the press.

Supercell, a four-year-old tablet-first 
gaming company, launched two iPad 
games in 2012, one in late June called Hay 
Day, the other in August, called Clash of 
Clans. One instantly became a global hit, 
the other a blockbuster, and the company 
has been generating eye-popping amounts 
of money ever since. “Supercell had the 
fastest revenue growth of any start-up 
Accel has ever invested in worldwide,” 
Kevin Comolli, a partner in the London 
office of Accel Partners, told Informilo 
in 2012. Given Accel’s track record — it 
is an investor in the likes of Facebook, 
Wonga, Qliktech and Rovio —that is say-
ing something.

Supercell’s strong growth also at-
tracted investment from Atomico, the 
venture firm founded by Skype’s Niklas 
Zennström, and the attention of Japan’s 
Softbank, which purchased 51% of the 
company for $1.5 billion in 2013.

Then there is Finnish open source 
database MySQL, which was sold to Sun 
Microsystems in 2008 for $1 billion and is 
now owned by Oracle. Monty Widenius, 
the main author of the original version of 
MySQL, has since launched MariaDB, a 
massively-popular and highly-scalable 
new database for cloud and Big Data ap-
plications, which he has rolled up into 

While Nordic VC firms such 
as Northzone, Creandum and 
SunStone Capital have been 
active in Finland for a long 
time, the big change over the 
last few years is that “tier one 
venture firms such as Index, 
Balderton, Accel Partners and 
others are much more active in 
Finland,” says Petteri Koponen, 
a founding partner at Lifelong 
Ventures, a Finnish early-stage 
venture capital firm. It has 37 
companies in its portfolio and 
more than half of them have 
attracted venture capital from 
outside the Nordic region.

 BY JENNIFER L. SCHENKER

Finland’s Billion-Dollar Babies

Ilkka Paananen, one of six co-founders of gaming company Supercell.

Angry Birds Classic, Rovio’s popular mobile game. The company, which has branched out into stuffed animals, a 
Hollywood film and its own theme park, has been valued at anywhere from $2 billion and $9 billion in the press.

MAJOR OPEN SOURCE 
PROJECTS / TECHNOLOGIES 
THAT HAVE THEIR ROOTS  
IN FINLAND

Linux
A Unix-like and POSIX-compliant 
open source computer operating 
system.

MySQL
The world's first or second most-
popular open-source database, 
depending on how you count.

MariaDB
A community-developed fork of 
the MySQL relational database 
management system, being billed 
by some as a successor to MySQL 
(now being distributed through 
Finnish company SkySQL).

MeeGo
The mobile OS developed by 
Nokia. New Finnish mobile phone 
vendor Jolla is using MeeGo as a 
foundation for its Sailfish OS.
Symbian
A mobile OS, originally developed 
by Symbian Ltd. and used mainly 
by Nokia. Open-sourced in 2008, 
in June 2013 Nokia announced it 
had shipped its last Symbian phone. 
Accenture will maintain the OS 
through 2016.

Dovecot
Open source IMAP and POP3 serv-
er for Linux/UNIX-like systems. 
The market leader with some 2.7 
million installations and over 50% 
of the global IMAP server market.

California Technology Ventures, Finn-
ish Industry Investment, and Spintop 
Private Partners.

“SkySQL, which we joined in the seed 
round, was really a no-brainer invest-
ment for Open Ocean; there was a very 
clear market opportunity forming with 
Oracle’s support for the MySQL commu-
nity decreasing, and the best team in the 
world for this particular business had left 
Oracle to start the company,” says Tom 
Henriksson, a partner at Ocean Capital. 
Longer term, we see that SkySQL could 
become bigger than MySQL ever was.”

Europe still doesn’t build that many 
billion-dollar Internet companies, so how 
did Helsinki come to be home to three 
of them?

“All the journalists say the decline of 
[Helsinki-based global mobile phone man-
ufacturer] Nokia gave birth to the start-up 
sector but it is not the case,” says Petteri 
Koponen, a founding partner at Lifelong 

Monty Widenius, the main author of the original 
version of MySQL; creator of MariaDB, a massively-
popular and highly-scalable new database for 
cloud and Big Data applications; founder of Finnish 
consulting company SkySQL; and one of several 
founding partners at Helsinki-based venture firm 
Open Ocean.

generation of games in Finland, says Ny-
holm (see the chart).

But it would be a mistake to believe that 
gaming is the only game in town for start-
ups. Finland has played a pivotal role in 
the global open source movement. Linus 
Torvalds invented Linux in Finland be-
fore moving to the U.S. and, for example, 
the open-source IMAP server Dovecot, 
the world’s most-used IMAP server with 
some 2.7 million installations and over 
50% of the global IMAP server market, 
also has its roots in Finland (see the chart).

As for Widenius? He says he is ready 
to take on Oracle again, proving that 
the ambitions of Finnish entrepreneurs 
don’t stop at gaming — or at the border. 
 

MENDOR (MEDTECH)

SERIOUSLY (GAMES)

GRAND CRU (GAMES)

WALKBASE (MOBILE)

BOOMLAGOON (GAMES)

NONSTOP GAMES (GAMES)

APPLIFIER (GAMES)

ZENROBOTICS (ROBOTICS)

OVELIN (GAMES)

GREY AREA (GAMES)

ONCOS THERAPEUTICS 
(BIOTECH)

TINKERCAD, A 3D DESIGN 
PLATFORM (SOLD TO AUTODESK 
IN JUNE 2013)

TINKERCAD’S FOUNDERS THEN 
CREATED AIRSTONE LABS, WHICH 
OFFERS “SUPERCOMPUTING AS 
A SERVICE”

Finnish investors: Risto Siilasmaa; 
Life Sciences Partners (LSP); 
Finnish Industry Investment Ltd.; 
Finnish Mutual Pension Insurance 
Company Ilmarinen; private 
Finnish investment group Biothom; 
and Finnvera Venture Capital

Upfront Ventures (U.S.) and 
Sunstone Capital (Denmark)

IDinvest Partners (France), 
Nokia Growth Partners (Finland), 
Qualcomm Ventures (U.S.). 
Investors in two earlier rounds 
have included Lifeline Ventures, 
Nicolas Béraud, Anil Hansjee, 
Henric Suuronen, and Signia 
Venture Partners

SBT Venture Capital (Russia),  
Olli-Pekka Kallasvuo (Finland)

David Gardner, LVP (angel round)

Creandum (Sweden), Lifeline 
Ventures (Finland)

Lifeline Ventures (Finland), MHS 
Capital (U.S.),  
PROfounders Capital (UK)

Invus (U.S.); Lifeline Ventures 
(Finland)

True Ventures (U.S.)

Index Ventures (UK), Initial Capital 
(UK), London Venture Partners (UK)

HealthCap Ventures (Sweden)

True Ventures (U.S.)
 

Borealis Ventures (U.S.); Lifeline 
Ventures (Finland); True Ventures 
(U.S.)

€4.7 million in January 
2014; the round came from 
“existing and new investors 
from Finland and abroad”; the 
foreign investors have not been 
identified. (In total the company 
has raised over €16 million.)

€1.7 million in November 2013

€8.5 million in July 2013

€3 million; November 2013

NA; November 2012

€2.2 million; March 2013

$2 million; February 2011
$4 million; December 2012

€13 million; September 2013

€1.1 million; February 2012

€1.9 million; September 2011

€4 million; April 2010

$1 million; November 2011

$2.51 million; January 2013

AMOUNT INVESTED/DATEINVESTORS

FOREIGN INVESTORS ARE FLOCKING TO FINLAND
EXAMPLES OF FINNISH START-UPS THAT HAVE RECENTLY 
RECEIVED FUNDING FROM FOREIGN INVESTORS

Boomlagoon.

Seriously.

Next Games.

Antti Stén, CEO, Founder, ex-Rovio.
Tuomas Erikoinen, CCO, Founder, 
ex-Rovio.
Ilkka Halila, CTO, Founder, ex-Rovio.

Andrew Stalbow CEO, ex-Rovio.
Petri Järvilehto COO, ex-Rovio.

Joakim Achrén
Co-Founder, Chairman & CPO at 
Next Games, ex-Supercell.
Teemu Huuhtanen, co-Founder & 
CEO, ex-Rovio.

Received seed funding from Finnish 
investor Jari Ovaskainen and seasoned 
games investor London Venture Partners 
(“LVP”) in November 2012.

In November 2013 received $2.35 
million in seed funding from Los 
Angeles-based Upfront Ventures, 
and Sunstone Capital, which is 
headquartered in Copenhagen and is one 
of the most active independent venture 
capital investors in the Nordic market.

NA

NEW FINNISH GAMING COMPANIES STARTED BY ENTREPRENEURS 
WHO PREVIOUSLY WORKED FOR ROVIO AND/OR SUPERCELL

GAMING COMPANY FOUNDED BY FUNDING

a Finnish consulting company called 
SkySQL. And he is one of several founding 
partners at Helsinki-based venture firm 
Open Ocean, which was formed to help 
European entrepreneurs build similarly 
scalable software companies. 

One of Open Ocean’s missions turns 
out to be helping Widenius build what 
could be his next billion-dollar venture. 
Ocean Capital invested seed money in 
SkySQL and participated in a $20 mil-
lion round last October that was led by 
Intel Capital; other investors included 

It was Kristian Segerstrale, the CEO of 
Playfish (now owned by EA) who intro-
duced Accel’s Comolli to Ilkka Paananen, 
one of six co-founders of Supercell, all 
of whom have deep experience in gam-
ing. Paananen, Supercell’s CEO, is the 
founder of Sumea, which developed 
games like Yo Yo Fighter which were 
distributed via mobile operators such as 
Vodafone, O2, Orange, AT&T, T-Mobile 
and Cingular. Sumea was sold to Digital 
Chocolate in 2004 and Paananen served 
as the acquiring company’s CEO for six 
years. In 2010 he quit Digital Chocolate 
and rounded up a team of people from 
gaming developers like Remedy Enter-
tainment to form Supercell.

Now some of Supercell and Rovio’s 
developers are leaving to create the next 

Ventures, a €30 million early-stage fund 
and one of Supercell’s earliest investors.

“If I think about the best start-ups, the 
ones that have attracted funding or have 
provable traction already, there are very, 
very few funded by ex-Nokia employees, 
and even companies we back which have 
hundreds of employees don’t have that many 
ex-Nokia engineers,” says Koponen. “The 
bigger indirect effect is that entrepreneurs 
feel that since we no longer have Nokia here 
it is their responsibility to kick butt and get 
things done to strengthen the ecosystem.”

While Nordic VC firms such as North-
zone, Creandum and SunStone Capital 
have been active in Finland for a long 
time, the big change over the last few 
years is that “tier one venture firms such 
as Index, Balderton, Accel Partners and 
others are much more active in Finland,” 
says Koponen. Lifelong Ventures has 37 
companies in its portfolio and more than 
half of them have attracted venture capital 
from outside the Nordic region.

“Another big difference between the 
year 2000 and today is we now have se-
rial entrepreneurs who are founding their 
second or even third company,” he says. 
Start-Up Sauna, which runs the Slush con-
ference and an accelerator program aimed 
at budding entrepreneurs, is very active; 
most nights there are networking events 
involving various parts of the tech sector.

Though Helsinki doesn’t have “Stock-
holm’s momentum,” says Nikolaj Nyholm, 
a Copenhagen-based partner at Sunstone 
Capital who has been actively investing in 
the Finnish market for four years, “there 
is definitely something happening now.”

“Many of the people starting new gam-
ing companies have the same roots in 
the demo scene in the early ‘90s,” says 
Nyholm. “In reality it is a very small and 
tight-knit group and they have been able 
to assist each other very, very fast. Gaming 
is by far where most of the money is going. 
And why investors are visiting more fre-
quently. In reality the other countries are 
at least a generation behind in gaming.”

COMPANY
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of confidence in all proposed courses of 
actions can be quite low, meaning hu-
man doctors may still have to make  
hard choices.

Still, by understanding the context of 
a patient’s medical history and the latest 
research Watson is able to act as a deci-
sion support tool for medical profession-
als, helping doctors consider information 
they might not have and warning against 
treatments that might have deadly side 
effects. “I feel strongly that this is going 
to change the way health care is deliv-
ered,” Memorial Sloan-Kettering Phy-
sician-in-Chief Jose Baselga said during 
the press conference.

Watson can also be used by individu-
als, not just medical professionals. One 
of the Watson apps that IBM is demoing 
focuses on preventative care: a 40-year-
old “road warrior” is diagnosed with pre-
diabetes. Based on what it knows about 
the businessman and research Watson 
sends a message to the man’s phone tell-
ing him he needs to lose 20 pounds by 
exercising and controlling his intake to 
1,800 calories a day.

 POWERING PERSONALIZED SHOPPING 

With Watson, you are no longer just 
creating value for market segments; 
every interaction is a personalized value 
creating experience,” says Marc Teer-
link, IBM´s Global Strategist for Big Data 
Analytics, who has worked with clients 
delivering several Watson-related en-
gagements.

For example, IBM has partnered with 
Fluid, a U.S. company that specializes in 
using technology and design to trans-
form shoppers into buyers, to develop 
an Expert Personal Shopper, powered 
by Watson, which will allow consum-
ers both online and via kiosks in retail 
stores to ask product questions in con-
text. Instead of saying, “I want to buy a 
tent,” a consumer could instead say, “I 
am taking my family backpacking in Pa-
tagonia in the dead of winter and I need 
gear and other supplies. What should 
I consider?” Fluid’s Watson-enabled 
app would explain, in plain language, 
what kind of gear to buy and would also 
provide a list of other items that might 
be needed, drawing from product in-
formation, customer loyalty data, sales 
histories, user reviews, blogs, relevant 
magazines and publications and travel 
documents to give users personalized 
relevant answers.

The same approach could be applied 
to the travel sector so that people could 
enter complex queries on line, such as, 
“Where can I vacation during the month 
of February that will offer sun, activi-
ties for the kids and interesting cultural 
excursions?” and receive answers that 
are relevant. Terry Jones, a founder of 
the travel websites Travelocity.com and 
Kayak.com, said during the press confer-
ence that while Internet search engines 
had become the method of choice for 
booking travel, they couldn’t yet pro-
vide the expert advice about particular 
destinations and travel activities that an 
old-fashioned travel agent could, which 
is why, he sheepishly admitted, he still 
uses one to book his holidays.

Retailers can also benefit from Wat-
son’s expertise to manage inventory, says 
Teerlink, by taking both traditional pre-
dictive merchandising factors and social 
sentiment into account (such as how many 
people liked or mentioned a fur vest worn 
by Kim Kardashian). Buzz on social net-
works can influence people’s intention to 
buy so retailers need this information in 
order to have the right assortment in every 
store and make needed adjustments to 
distribution and delivery planning. “Social 

data is the new production line,” he says. 
“It is going to be part of internal predic-
tion, pushing your planning and delivery.”

In a recent study, IBM found that 
companies that use predictive analytics 
across multiple channels increased top-
line growth five times more than retailers 
that didn’t (see the chart).

But Teerlink says success is depend-
ent on setting up the system and training 
Watson on basics about the sector and the 
company before getting started. And he 
cautions that cognitive computing “doesn’t 
have all the answers.” That is where the 
merger of man and machine comes in.

“If there is a flood in the Philippines and 
I ask the system what is the impact on elec-
tronic components the system wouldn’t 
know yet. But I could ask the question 
to the community and my own staff and 
feed it into the system and it would learn 
from that,” he says. “I would also make it 
shareable with vendors, though you have 
to be careful about who you share it with.”

Data privacy is a concern for both 
businesses and individuals but a certain 
amount of openness is a prerequisite to 
succeeding. “Data sharing is the new 
black,” says Teerlink. “Facts are better 
than gut feeling. Today, one in five (busi-
ness) decisions are not based on facts and 
that is very scary.”

With the melding of man and machine 
those odds look set to improve.

Source: IBM Institute of Business Value Executive Report, 
Customer Analytics Pay Off, 2011 
IBM Institute of Business Value Executive Report, Global 
Analytics Study, 2013

ANALYTICS CORRELATES 
TO PERFORMANCE
"Companies leading in use of 
predictive analytics and executing 
effectively across [brands and] 
multiple channels have been able 
to increase top-line growth up 
to five times more than their less 
sophisticated peer group"

controls costs / risks
25%

Generates revenue/ innovation
75%

Leaders were asked to describe the 
source of value derived from analytics. 
Consolidated response options.

 IBM’s Watson allows consumers to ask product questions in context, both online and via kiosks in retail stores.

Rethinking 
Personal Data

Esther Dyson, a scheduled speaker at DLD14.

It is no surprise that data privacy and 
security will once again be discussed 
at DLD14 and at the World Economic 
Forum’s annual meeting in Davos. 

The question, “how safe is your data,” 
is not limited to what the U.S.’s National 
Security Agency or other governments 

do with it. With more than six billion 
people connected to mobile devices that 
can capture and track location patterns, 
and advanced computing technologies 
like Watson (see the story on pages 
one and 23), private corporations can 
increasingly link all sorts of contextual 
data to individuals.

Until recently most people didn’t 
have a clue about who is looking at their 
data and what is being done with it. The 
danger is that news headlines about the 
NSA and alleged abuses by companies 
such as WhatsApp and Path will create 
a backlash.

 In a 2013 survey of Internet pop-
ulations across 11 countries 68% of 
respondents said they would select a 
“do-not-track” feature if it was eas-
ily available, according to consultancy 
Ovum’s report, “Personal Data Future: 
The Disrupted Ecosystems.”

This hardening of consumer attitudes, 

If consumers do manage to 
take control of their data, 
becoming more powerful both 
politically and socially, Esther 
Dyson, a scheduled speaker 
at DLD14 says she foresees 
a time when a Publicis 
or a WPP might decide to 
represent consumers rather 
than advertisers.

rum’s Rethinking Personal Data initiative 
brings together data experts with business 
executives and policy makers to devise a 
global approach to the issue.

“In general we are focusing on strength-
ening accountability and what that means 
in a world where data is used in multiple 
contexts,” says William Hoffman, head 
of data-driven development at the World 
Economic Forum.   “We need new tools 
for permissions and provenance to more 
effectively flow with the data to remove 
uncertainty and lower risk.” 

 BY JENNIFER L. SCHENKER

coupled with tightening regulation, could 
diminish the supply of personal data, un-
dermining not just the Internet economy but 
big data analytics that can be used for good.

Esther Dyson, a scheduled speaker at 
DLD14, believes identity managers such 
as Personal Inc. can help to restore confi-
dence. Such companies enable people to 
control their own data by managing their 
preferences. If consumers do manage to 
take control of their data, becoming more 
powerful both politically and socially, Dyson 
foresees a time ten years from now when a 
Publicis or a WPP might decide to represent 
consumers rather than advertisers.

No matter which way the pendulum 
swings, nearly everyone agrees on the 
need for accountability. The World Eco-
nomic Forum will organize two sessions 
in Davos this year that will gather rep-
resentatives from the public and private 
sectors to explore the global rules and 
tools needed to move forward. The fo-




