
Two years after tying its fate to Micro-
soft’s Windows Phone software, Nokia, 
which once dominated the global mobile 
market, sold its handset division to the 
U.S. software giant. It was a spectacular 
fall, one that should serve as a cautionary 
tale for any big tech company.

Nokia, a 149-year-old firm with a 
market value that topped $200 billion 
over a decade ago, had earlier proven 
that it could reinvent itself. It success-
fully made the transition from mak-

ing rubber boots to the world’s largest 
handset manufacturer, a title it held 
from 1998 to 2012.

But Nokia never had much success in 
the U.S., even in its heyday when two 
out of every five mobile phones sold 
in the world were Nokia handsets. It 
made major mistakes in that market, 
missing clamshells, qwerty keyboards 
and touch screens. Downplaying the 
U.S. was not an issue when that country 
was a mobile backwater. But then the 
American market became the center of 
the mobile Internet and Nokia lost out 
to rivals like Apple.

Today the market is all about the eco-
system — the collection of companies 
and services that sprout up around an 
operating system. It is hard to imagine the  
iPhone being so successful without all the 
third-party applications available in the 
Apple App Store. That was Steve Jobs’s 
genius. When it comes to his legacy he will 
be remembered not just for beautifully-
designed hardware but for transforming 
the entire telecom industry.

But post-Jobs there is speculation that 
Apple could lose its edge. With the pace 
of change quickening the challenge for 
tech companies is not just to try to build 
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WHAT IS YOUR LEGACY?

companies that last but to build compa-
nies that retain a start-up mentality and 
constantly reinvent themselves. That’s the 
legacy Evernote CEO Phil Libin, a sched-
uled speaker at Web Summit, wants for 
himself and his company.

“I am not sure I know how to do this,” 
says Libin. “But I know it is important to 
have a goal that is significantly epic that 
you can work on it for the rest of your life.”

There are about 3,000 companies in the 
world that have been around for 100 years 
or more “but most aren’t great places to 
work at. I want to build something durable 
that is 100 years old and still innovating,” 
he says. “It is a very meaningful, inter-
esting challenge, a systems engineering 
challenge. What are the things that make 
a company durable and robust or brittle 
and short-lived?

Libin is one of 200 founders of success-
ful companies that are scheduled to gather 
for F.ounders, a private invitation-only 
event immediately following Web Sum-
mit, an annual conference that this year is 
expected to attract 10,000 people.

“What’s your legacy?” is one of the 
topics that the industry stars will discuss 
among themselves. Tech entrepreneurs 
like to believe they are changing the world. 
The question is how many really are? And 
how many of them will be around 10 years 
from now, never mind 100? Disrupters get 
disrupted. It is the nature of the business.

Silicon Valley serial entrepreneur-
turned venture capitalist Joe Lonsdale, 
a scheduled speaker at Web Summit and 
attendee at F.ounders, says he believes 
it is the firms that own the network or 
the infrastructure that will have the big-
gest impact and staying power. “I think 
the interesting opportunities are to build 
platforms the right way for the right in-

SEE INSIDE  
SEE INSIDE FOR THE TOP 25 
EARLY-STAGE INTERNET 
COMPANIES AT WEB SUMMIT.

 BY JENNIFER L. SCHENKER

CONTINUED ON PAGE 23

“I want to build something durable that is 100 years old 
and still innovating,” says Phil Libin, CEO of Evernote.  
“It is a very meaningful, interesting challenge,  
a systems engineering challenge. What are the things that 
make a company durable and robust or brittle and short-lived?

03 	JOE	LONSDALE	
ON	BIG	DATA’S	BIG	
OPPORTUNITIES

06 	NIKLAS	ZENNSTRÖM	
ON	SCALING	UP		

09 	WPP’S	MARK	READ	
ON	AD	TECH

20 	CHARITY:	WATER’S	SCOTT	HARRISON	
ON	GIVING	BACK



WHERE BUSINESS MEETS INNOVATION
THE NETWORKED ECONOMY:
BUILDING THE DIGITAL FUTURE

32 30-31  OCTOBER | 2013WWW.INFORMILO.COM | WEBSUMMIT.NET
30-31  OCTOBER | 2013 INFORMILO.COM | WEBSUMMIT.NET

	

01 	 23 	WHAT’S	YOUR	LEGACY?

	 02 	RIDING	THE	START-UP	EXPRESS

	 03 	Q&A	WITH	JOE	LONSDALE

	 04 	PEAK	GAMES	GROWS	BY	
FOCUSING	ON	TURKEY	
AND	THE	MIDDLE	EAST

	 05 	SCALING	UP

	 06 	 07 	DATA	PRIVACY

	 08 	RUSSIA’S	YANDEX	REACHES	
OUT	TO	START-UPS	

	 09 	 		Q&A	WITH	WPP’S	MARK	READ

10 	 11 	TECHNOLOGY	IS	CHANGING	OUR	
RELATIONSHIP	WITH	BRANDS	

12 	 13 	TOP	25	HOTTEST	START-
UPS	AT	WEB	SUMMIT	

14 	 15 	BUILDING	A	GIGABIT	FUTURE	

16 	 17 	DIGITAL	DUBLIN

18 	 19 	 IS	TRADITIONAL	BANKING	DEAD?

20 	 21 	GEEKS	GIVE	BACK

THE INFORMATION CONTAINED IN THIS PUBLICATION WAS 
COMPILED USING ETHICAL JOURNALISM PROCEDURES. 
NO LEGAL LIABILITY CAN BE ACCEPTED FOR ANY ERRORS. 
NO PART OF THIS PUBLICATION MAY BE REPRODUCED 
WITHOUT THE PRIOR CONSENT OF INFORMILO.

THIS MAGAZINE WAS PRODUCED BY INFORMILO,  
A MEDIA COMPANY THAT SPECIALIZES IN CONNECTING 
BUSINESS WITH INNOVATION. INFORMILO RUNS A 
NEWS SITE, WWW.INFORMILO.COM, AND PUBLISHES 
INDEPENDENT MAGAZINES CONNECTED TO MAJOR 
INDUSTRY CONFERENCES.

All Aboard
Tech Industry Stars 
To Mentor Local 
Entrepreneurs On The 
Start-Up Express, A Train 
Hired To Bring Cork-
based Companies Directly 
to Web Summit And 
Closer To Their Dreams

Cork, a monastic settlement founded 
in the sixth century and now Ireland’s 
third largest city, is nothing like Austin, 
Texas, home to South by Southwest 
Interactive, a hip annual conference 
focused on emerging technology.

But at the end of October this southwest 
Irish city will be drawing the same kind of 
crowd.  CEOs of U.S. and European technol-
ogy companies, foreign venture capitalists, 
including Greycroft Partners and Mangrove 
Capital Partners, lawyers with tech sec-
tor expertise, executives from large tech 
firms and a team of experienced mentors 
from technology accelerator TechStars, are 
all heading to Cork to board The Start-Up 
Express, a train hired to mix this group with 
local tech entrepreneurs while traveling 
together to Web Summit, a Dublin event 
which this year is expected to attract some 
10,000 participants from around the globe.

The goal is for Cork’s entrepreneurs to 
use their time on the train to get the next 
stage of their businesses mapped out be-
fore heading off for two days of network-
ing and rubbing shoulders with potential 
investors at Web Summit. “We have three 
hours to educate the start-ups and help 
them with a roadmap for VC funding, a 
road map for all the legal documents, and 
a road map for their business plans,” says 
Pat Phelan, one of three veteran Cork tech 
entrepreneurs financing the train.

The privately-chartered train, oper-
ated by Irish Rail, will have three cars: a 
speakers’ carriage will feature presenta-
tions from top entrepreneurs and business 
thinkers; a hardware carriage will feature 
gadgets for passengers to try out; and the 
third car will be used for speed mentoring 
sessions. To ensure maximum productiv-
ity, the organizers are limiting the number 
of start-ups in the workshop to 12 teams of 
three people to allow space at each table 
for mentors from accelerator TechStars to 
rotate. Microsoft is planning to film what 
happens on the train ride and hand out 
free hoodies to everyone aboard.

The non-stop train will leave from 
Kent Station, Cork, traveling directly to 
the RDS Dublin, the Web Summit ven-
ue. The train tracks are being specially 
switched to run on the DART subway 
line once it reaches the capital city for 
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this one occasion — an unprecedented 
move by Irish Rail — so the entire crowd 
can be delivered directly to the door of 
Web Summit, says Phelan.

Phelan, a scheduled speaker at Web 
Summit, recently launched his fourth 
start-up, Trustev, which specializes in 
real-time online identity verification using 
unique social fingerprinting technology. 
The other backers are Liam Casey, CEO 
of PCH International, which designs, 
manufactures and distributes compo-
nents in China for Apple and other well-
known producers of smartphones, tab-
lets, eReaders and other devices, and Dan 
Kiely, co-owner of Cork-based Voxpro, a 
multilingual business process outsourcing 
company that delivers technical support 
to 300 companies, including Google.

“I want VCs to look at Cork’s compa-
nies,” says Phelan. “And I want the local 
start-ups to learn how to avoid some of the 
mistakes I’ve made.” Phelan is paying for the 
legal teams used by the companies he has 
launched to come along on the train as well.

While Cork may not be on most ven-
ture capitalists’ radars it is in fact home to 
some successful start-ups, like PCH, and 
a growing number of tech entrepreneurs. 
Phelan has launched all four of his com-
panies from Cork. His current venture 
was named Microsoft Ireland’s Start-Up 
Partner of the Year. And, in June Trustev 
won the top Tech All Stars Award, an EU-
wide search to find Europe’s best young 
start-up company. Phelan was personally 
congratulated by European Commission 
Vice President Neelie Kroes. The Tech 
All Stars contest is organized by the Eu-
ropean Commission in partnership with 
Liberty Global Ventures and Amazon 
Web Services as part of Startup Europe, 
an EU program to encourage tech start-
ups to start and stay in Europe.

The success of entrepreneurs like Phelan 
is encouraging other locals to try their hand 
at building tech companies. When Phelan, in 
collaboration with Web Summit, organized 
a Pub Summit to announce the Start-Up 
Express on September 4th, more than 300 
entrepreneurs showed up.

It’s essential for the successful growth 
of the Cork tech industry that as many 
start-ups as possible have the opportunity 

to be part of Web Summit, says Don Ca-
halane, Trustev’s chief marketing officer, 
who is credited with coming up with the 
idea of the Start-Up Express. Entrepre-
neurs will benefit from the pollination 
that happens when 10,000 of the world’s 
tech elite gather in one building for two 
days, Cahalane says. And maybe, just 
maybe, they’ll build a brilliant business 
plan and secure some funding en route.

Serial Entrepreneur And Mega-VC 
Joe Lonsdale On Big Data’s Big Opportunities

Joe Lonsdale, a scheduled speaker 
at Web Summit, is the co-founder of 
Formation 8, a top new Silicon Valley 
venture capital firm, which succeeded 
in raising one of the largest funds in 
the Valley in the last decade. Lonsdale, 
now 31, got his start studying computer 
engineering at Stanford University and 
interning at PayPal. After graduation 
he joined Clarium Capital, the invest-
ment management company founded 
by Peter Thiel. In 2004 Lonsdale and 
Thiel co-founded Palantir Technolo-
gies; the idea was to create software 
that found connections, patterns and 
trends in databases of seemingly unre-
lated information. The company, which 
focuses on analyzing, integrating and 
visualizing data, was recently valued as 
high as $8 billion on secondary markets. 
Lonsdale also founded and serves as 
chairman of Addepar, a company that 
is building a digital platform to make 
private wealth management more ef-
ficient. Formation 8 invests in early-
stage technology companies and oper-
ates mostly between the United States 
and Asia. Lonsdale has founded several 
other start-ups including Backplane, a 
company he co-founded with his friend 
Matt Michelsen to help Lady Gaga build 
a new social networking platform that 
promises to transform the way pop 
stars and brands of all sorts interact 
with their biggest fans. And, he serves 
as the Chairman of ONEHOPE Wine, a 
social enterprise that integrates causes 
into products and services to make a 
social impact. Lonsdale recently spoke 
to Informilo Editor-In-Chief Jennifer 
L. Schenker about what he sees as big 
opportunities to use big data to trans-
form big industries.

Q Fears about government 
snooping have been acceler-

ated by PRISM but privacy is not 
only long dead, analytics have 
become the new engine of economic 
and social value creation. What sorts 
of new rules and tools need to be 
developed to ensure that privacy 
fears and a post-PRISM backlash 
don’t hold the market back?

A There is a lot of fear about the way 
data is used. Americans worry about 

the government accessing their data while 
Europeans worry about what big corpora-
tions do with data. Both concerns are legit. 
And scary things can happen when corpo-
rations and governments work together. 
Not enough effort is put into systems that 
control who is going to access the data and 
what they are doing with it — who has 
touched what. This type of thing is really 
important for NGOs [non-governmental 
organizations] compiling databases of hu-
man rights activities, for example. It is not 
a good idea to do something like that with-
out building in the capability of having a 
full audit trail for the data. It can be done. 
The important thing is to move forward. 
The big story to me is how so many sectors 
can really benefit from leveraging big data 
and how it will change everything.

Q You understood the impor-
tance of recognizing patterns in 

vast streams of information before 
big data was even a catch phrase. 
What inspired you to co-found 
Palantir in 2004?

A Palantir was a response to what we 
faced at PayPal — figuring out how 

people work together with computers to 
leverage information and the things you 
have to do when investigating lots of data. 
What part is the person and what part is the 
machine? People are so much better at de-
termining patterns. There are lots of things 
computers can do but you need the person. 
The insight we had was managing that pro-
cess and applying that to other areas.

Q Post-financial crisis the focus, 
particularly among govern-

ments and large institutions and 
regulators, has been on how big data 
can spot problems and weaknesses. 
For example, governments are using 
Palantir’s software to detect fraud 
and criminal activity and some 
believe better data, better algorithms 
and better analysis could help banks 
create early warning systems that 
could prevent another meltdown. 
But big data can also be a powerful 
tool for spotting opportunities. What 
sort of opportunities exist for 

Palantir and for start-ups to help 
various verticals better map those 
opportunities going forward?

A A lot of value is created when work 
flows and processes are made to 

work better. If you understand basic work 
flows and how decisions are made, you can 
improve the process and leverage a lot 
more information. There is a key oppor-
tunity for the health care sector, for exam-
ple, to understand where the costs are out 
of line, to understand where you can pro-
vide preventative care and save a lot on 
treatments. Ultimately everything is a 
data problem.

Q Let’s talk about Addepar, 
which aims to help the very 

wealthy track, analyze, transfer, 
and report their finances.

A I am a very active chairman. The 
company is addressing a $15 billion 

to $20 billion market that includes insur-
ance companies, banks and family offices. 
The way it works right now is a closed sys-
tem. The world is getting more connected 
and as that happens, you need to have a 
platform — a common infrastructure. His-
torically in finance, a lot of data analysis 
could only be done in relationship. But with 
a platform you can write an application once 
and reach and connect every one of these 
closed systems.

Q What other opportunities do 
you see right now in 

financial services?

A One thing everybody understands 
is payments but I think lots of things 

in the finance sector are very broken. Take 
mortgage backed-securities — the largest 
part of the sector by dollar amount; it is 
clear you could do things better with data. 
The same is true in the real estate financial 
area. It is still a really backwards world. 
Today it is 100% about relationships but 
in the future a lot of things are going to 
happen through data and platforms.

Q What kind of bets have you 
placed recently through 

Formation 8, which has $488 million 
under management?

A [Digital education publisher] Shmoop 
is one. There are so many possibilities 

to collect data and tailor high-quality educa-
tion. This is a very exciting space right now.

Q What do you look for as 
an investor?

A As an investor I am looking for a big 
idea — a platform effect. If you are a 

RELATEIQ 
A smart enterprise company in private beta.

OPENGOV 
Provides a SaaS product to help governments 
store, track, analyze and communicate data 
about expenditures and budgets.

LEARNSPROUT 
A platform for education applications.

FORO 
Commercializing high-power lasers for the oil, 
natural gas, geothermal and mining industries. 

SHMOOP 
A digital curriculum and test prep company 
that makes fun, rigorous learning and 
teaching materials.

ILLUMIO 
A cloud security company currently in stealth mode.

KEY FORMATION 8 INVESTMENTS

consumer company and you tell me you 
have sold this to 100 people I will ask you 
what is the network effect? Another thing I 
look for is a really, really strong technology 
team — there is a lot of value in the technol-
ogy side. Top engineers are eager to come 
in for low salary and for high equity.

Q How did you end up getting 
involved in Backplane?

A The Backplane connection is about 
the application of big data to the con-

sumer side of things: how brands and ce-
lebrity leverage big data and use that to 
better interact with their communities. Matt 
Michelsen was working with big brands 
and celebrities with massive followings like 
Gaga and leveraging them to create online 
communities. He wanted to solve data prob-
lems relevant to engaging and understand-
ing the communities and change the eco-
nomics for these brands and I thought it 
would be fun to help him with this.

Q Where do you see the biggest 
opportunities?

A It is the firms who own the network 
or the infrastructure that have the 

biggest impact and staying power. I think 
the interesting opportunities are to build 
platforms the right way for the right indus-
tries. It was Michael Milken who said there 
are five key industries in the world: finance, 
education, healthcare, government and 
energy. If you can fix these five industries 
you can impact the prosperity of the world 
as a whole, do some real good and have real 
impact so that is what I am focusing on.

“We have three hours to educate the start-ups and help them with a roadmap for VC funding, a road map for all 
the legal documents, and a road map for their business plans,” says Pat Phelan, one of three veteran Cork tech 
entrepreneurs financing the train.
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Scaling Up

Niklas Adalberth, Deputy CEO of Klarna, a Swedish 
e-commerce company that provides payment 
solutions for online storefronts.

At Web Summit founding partner of 
tech investment firm Atomico and co-
founder of Skype Niklas Zennström, 
Hailo CEO Jay Bregman and Klarna 
Deputy CEO Niklas Adalberth will talk 
on stage about the challenges of scaling 
up companies. To date, Hailo, a service 
that allows consumers in cities around 
the world to connect to the closest avail-
able licensed taxi via their smartphones, 
has carried nearly 8.5 million passen-
gers. Some 12 million consumers have 
used Klarna, an online payment service. 
The service is now offered by 15,000 
merchants in seven countries. Atomico, 
the growth investment firm Zennström 
founded, invested in both. Informilo’s 
Jennifer L. Schenker posed questions to 
the three prior to the event to give read-
ers a preview of the planned discussion. 

What is the secret to conquering not 
just your home market but an entire 
region, and the globe?

Zennström: “Great, global companies 
truly can come from anywhere. I’ve seen 
that not only as an entrepreneur with 
Skype and others, but as an investor with 
Atomico, working with amazing founders 
from Europe to Brazil to Russia and Ja-
pan. Companies with the right technology, 
brand and ambition can succeed anywhere.

That doesn’t make it easy, and there 
are many challenges to overcome. Even 
with a very strong product, the cultural 
and business challenges can be significant, 
especially when trying to succeed in a 
market far from home, where there can 
be big differences in the way decisions are 
made, the way partnerships are formed, 
the way the market operates and so on.

So that means getting key decisions 
right. Can you enter a market alone, or 
do you need to find a strong local partner, 
and if so, who? Hiring decisions are criti-
cal, too. Most companies we work with 
don’t need a big team in each country — 
sometimes even with big markets they 
don’t need more than one or two people 
— but they need to be the right people, 
with the right network and expertise.”

Bregman: “Hailo has the potential and 
the people to get as big as the taxi market 
itself. We provide a service that improves 
the experience for drivers and passengers, 
so it is our belief that anywhere there are 
cabs, there will also be Hailo. Scalability 
is of course vital in any type of signifi-
cant growth, but we learned very early 
on that all taxi markets are not identical 
in their operation and set up. We found 
it hugely critical to recruit local drivers 
very early on who help educate our team 
regarding the particulars of a city and the 
taxi market there. Simultaneously, we 
meet with the local government and taxi 

manager in Japan, you’re competing with 
all the Japanese start-ups as well as the 
other international companies there. So 
it’s more important than ever to focus on 
building the right culture, so you attract 
the right people and they want to stay 
with you for the long term.” 

Bregman: “Local talent is always im-
portant. You want to locate people who 
know the lay of the land. Each city in 
the States operates a little bit differently 
from the next and then when you look 
at cities in Asia, again there are unique 
elements that need to be honored and 
understood. Who better to lead in a city 
or region than someone who knows the 
local market? Take Japan for instance. 
We were lucky enough to hire Kiyotaka 
Fujii as President, Japan and Asia Pacific. 
Fujii’s experience in Asia with McKinsey 
and Louis Vuitton make him the ideal per-
son to roll out Hailo there. We can aug-
ment the individual market knowledge, 
with expertise from the entire company 
starting with our board but also with our 
engineering teams and units like mar-
keting and operations. There is a ton of 
internal experience that gets called upon 
in every new city we enter.”

Adalberth: “We know that people want 
safe and simple ways to pay for goods 
all over the world; this does not change. 
However, the market, customer and 
merchant behaviors vary from country 
to country, meaning we have to adapt 
to local regulations, situations and cus-
tomer demands. That is what makes this 
market so exciting, you have to adapt and 
adjust, while still remain true to our core 
and what made us great in the first place. 

When you grow as much as we do, we 
must remain diligent in the hiring process 
and invest time and money to recruit the 
best talent. We have over 40 nationalities 
in our engineering department, which 
I believe is a testament to not only our 
diversity and global approach, but that we 
are able to attract the best people from a 
global talent pool.”

Is it harder to scale internationally from 
Europe than from the U.S.? If so, how 
have you escaped the pitfalls?

Zennström: “It’s certainly true that 
there are more global companies that 
started in the U.S. than in Europe. But 
I don’t think that means today, an entre-
preneur from the U.S. has a big advantage 
over a similarly ambitious entrepreneur 
from Finland. Just look at Supercell!

If anything, being in a big domestic mar-
ket like the U.S. can mean that companies 
there think about international expansion 
later, since they can focus on growing at 
home first. When we’ve built companies, 
especially starting out in a relatively small 
market like Sweden, you know from the 
outset that to have a real impact you need 
to focus on a global problem.”

Bregman: “Scaling is always a chal-
lenge regardless of where you are based, 
but we try to be methodical and take the 
required steps. Find great people and let 
them be great. That is part of the magic.”

Adalberth: “With a very strong domes-
tic market like the U.S., you can build a 
strong local platform before going in-
ternational, which can be useful. On the 
other hand, your product risks being too 
rigid and inadaptable to many heteroge-
neous markets if you have become very 
big before going international. As long 
as you stay agile and keep putting the 
customer in focus, as we do at Klarna, 
I believe it does not matter where you 
come from.”

authorities. We want, and quite frankly 
need, them to be part of the process of 
Hailo launching. Local law makers can 
help tremendously, but if you don’t work 
with them in concert, the results can be 
unproductive to say the least.”

Adalberth: “Think big. We set out to 
create the world’s best payment solutions 
for merchants and end customers. You 
also need to understand the parameters 
for each market. The culture within pay-
ments differs a lot from market to mar-
ket. For example, what percentage of the 
population uses credit cards? Is invoice 
an established and preferred payment 
method? We have intensified our focus 
on being local, hiring country manag-
ers, opening sales offices in the different 
market and establishing relations with 
local companies through our own thought 
leadership activities.”

How do your international ambi-
tions affect the way you design your 
products? Or how you organize your 
company? What does it mean for your 
hiring decisions? 

Zennström: “It’s important to think 
globally from the outset. That means solv-
ing problems which are experienced in 
many countries from across the world, 
and finding solutions which will apply in 
all those countries too. It also means tak-
ing advantage of global platforms where 
possible, and the iOS App Store and An-
droid have made a big difference here.

When it comes to hiring, it means 
you’re in a global battle for the best tal-
ent. When you’re looking for your country 

Hailo Founders Caspar Woolley, COO , Ron Zeghibe, Chairman and Jay Bregman, CEO (left to right) in front of a 
London black cab. The service, which has raised $50 million in VC funding, allows consumers in cities around 
the globe to connect to the closest available licensed taxi via their smartphones.

Game On
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Rina Onur, Peak Games co-founder and chief strategy 
officer. The company’s revenue has quadrupled each 
year since its founding.

Three-year-old Peak Games offers both digital and mobile versions of traditional Turkish board, card and tabletop 
games and Western games adapted for Turkey and Arabic-speaking companies. It has 12 million daily users in 
Turkey and the Middle East and is growing rapidly.

Istanbul-based Peak Games’s farming 
simulation games don’t include pigs 
or vineyards. Tailoring for the local 
market consists, among other things, 
of women characters wearing the hijab 
and creating the online equivalent of a 
Turkish coffeehouse’s ambiance — in-
cluding the smoke, coffee and baklava.

If that sounds too niche to be inter-
esting think again. Three-year-old Peak 
Games offers both digital and mobile 
versions of traditional Turkish board, 
card and tabletop games and Western 
games adapted for Turkey and Arabic-
speaking companies. It has 12 million 
daily users in Turkey and the Middle 
East and is growing rapidly.

“We don’t define success based on a 
specific game platform or genre,” says 
Peak Games co-founder Rina Onur, 27, 
a scheduled speaker at Web Summit, 
a Dublin conference to be held Octo-
ber 30th-31st that’s expected to attract 
some 10,000 attendees this year. “Some 
say they are the leader of this or that, 
but we don’t define ourselves in that 
way. We are very much focused on a 
region. Initially we only served the 
Turkish market and then the Arabic-
speaking market. We knew it was a 
large, high-growth market that was very 
under-penetrated and underserved. 
There was nobody building games tar-
geting this region and these people.”

Peak Games’s phenomenal growth 

geographic proximity, intertwined cul-
tures and religious and political affinity. 
“Just as it’s difficult for an American 
company to be successful in China, 
Japan and Russia, it’s the same in the 
Arabic world,” says Onur. “It’s not 
something that you can just improvise.”

Some of the games adapted for Fa-
cebook and mobile — the most popular 
of which is Okey, a traditional Turkish 
tile-based game — have been played in 
Turkish coffeehouses for generations. 

Offline players who try playing their 
favorite games online or on their mobile 
phone often then begin playing other 
games for the first time in what be-
comes a virtuous circle for Peak Games.

“Facebook started out very impor-
tant in gaming, especially social and 
casual gaming, but now there is a trend 
in the world, especially in the West, of 
people moving to mobile,” says Onur, 
who serves as Peak Games’s chief strat-
egy officer. “Since we are in an emerg-
ing market we react to change a little 
bit later, but we are seeing this trend 
too. If you look at the user base, a huge 
chunk is still coming from Facebook 
and we continue to invest there, but 
we realize that mobile is the future and 
we’re investing there so we can be the 
leading local player.” (Facebook’s re-
cent purchase of Parse, a Silicon Valley 
back-end-as-a-service start-up, is part 
of the American social network’s own 
big push to become more relevant to 
mobile developers and help players like 
Peak Games make the shift to mobile.)

Peak Games’s most successful games 
— which are offered over both the An-
droid and iOS platforms — already earn 
more than half of their revenues from 
mobile. Onur says Peak Games will re-
lease some financial information for the 
first time later this year. The company 
has limited itself so far to saying rev-
enue has quadrupled each year since 
its founding. With all its games free to 
play, the company gets almost 97% of 
revenue from micro in-game purchases 
such as virtual tea and baklava.

By targeting overlooked, rapidly-
growing regional markets, the com-
pany has been able to get a leg up on 
companies with a global focus. And  
that‘s a development that is likely to 
lure more gaming companies and inves-
tors to the region.

Peak Games’s phenomenal 
growth puts it in the same 
league as some of the home 
runs of the tech world: it 
claims to have reached its first 
10 million users in just 270 
days, much faster than it took 
Twitter and Facebook to reach 
those numbers. The quick 
traction helped Peak Games, 
which now has about 150 
employees and 50 contractors 
based in Turkey, Jordan and 
Saudi Arabia, to raise $30 
million from investors that 
include Earlybird Venture 
Capital, Hummingbird 
Ventures, Endeavor Catalyst 
and an investor from the 
Middle East whom co-founder 
Rina Onur, a scheduled 
speaker at the Web Summit, 
declined to name.

puts it in the same league as some of the 
home runs of the tech world: it claims 
to have reached its first 10 million us-
ers in just 270 days, much faster than 
it took Twitter and Facebook to reach 
those numbers.

First mover advantage and impres-
sive traction helped Peak Games, which 
now has about 150 employees and 50 
contractors based in Turkey, Jordan 
and Saudi Arabia, raise $30 million 
from investors that include Earlybird 
Venture Capital, Hummingbird Ven-
tures, Endeavor Catalyst and an inves-
tor from the Middle East whom Onur 
declined to name. 

“Raising as much as we did early on 
was one of the best things we could 
have done for the company,” says Onur, 
who has a degree in economics from 
Harvard. Prior to co-founding Peak 
Games she spent time in London work-
ing for Morgan Stanley and then moved 
back to Istanbul, where she had gone to 
high school, to work in private equity. 
“We saw the opportunity to penetrate a 
wide open market and wanted to scale 
very fast. Having access to capital al-
lowed us to do that.”

Interest in the region is certain to 
intensify. The Turkish domestic market 
holds lots of promise: mobile phone 
penetration is high and about half of 
Turkey’s 77 million people are online. 
Unlike Russia, where most people still 
pay in cash, in Turkey more than 60% 
of adults use credit cards. That’s not all. 
More than 70% of the population is un-
der 35, according to research company 
comScore, and they are big consumers 
of social media: Turkey is the sixth-
largest country on Facebook.

North Africa and the Middle East 
are also rich targets. In the Middle East 
there are 24 million Facebook users, 
including six million in Saudi Arabia, 
but 60% of the population is still not 
online. Egypt had 12 million Facebook 
users at the end of last year, according 
to Internet World Stats, while Morocco 
had five million and Algeria four mil-
lion. And, there is still plenty of room 
for growth in the region, as just a third 
of Egyptians, half of Moroccans and one 
in seven Algerians are online.

Turkish companies looking to ex-
pand into the Middle East and Africa 
have an easier task than their Western 
counterparts, says Onur, because of 

For Peak Games, Focusing On Turkey 
 And The Middle East Is Proving Lucrative
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Balancing Privacy  
And Security

 
BY JENNIFER L. SCHENKER

New Rules and Tools Are Needed For Companies 
and NGOs To Unlock the Power of Big Data 

Lack of access to information and tech-
nology has a major impact on people’s 
ability to prepare for, survive and 
recover from disasters, says the 2013 
World Disasters Report. 

The report, which was recently re-
leased by the International Federation 
of Red Cross and Red Crescent Societies, 
focuses on technology and the future of 
humanitarian action. Written by over 
40 humanitarians and academics, the 
report emphasizes that during the first 
critical hours after an emergency, most 
lives saved are actually saved by local 
people. Yet many of these first respond-
ers don’t have access to basic life-saving 
information and tools, such as early warn-
ing systems and basic connectivity and 
network infrastructure.

The report urges the private sector, 
humanitarian organizations, govern-
ments and local communities to partner 
together to ensure access to technology 
for these populations and responders. It 
also looks at the risks and unintended 
consequences of this influx of technology: 
chief among them greater information 
sharing and more data collection brings 
risks of information misuse and compro-
mised data security and privacy.

“The challenge is to move beyond the 
privacy issue so that we can leverage the 
data to address socioeconomic problems 
such as financial inclusion, food security 
and disaster response and some of the 
other big global challenges and build it 
out in a way that is commercially sustain-
able,” says William Hoffman, head of the 
World Economic Forum’s ICT Agenda.

WEF is organizing an invitation-only 
workshop during Web Summit that will 
seek to tap the brains of deep thinkers 
in government, the private sector and 
humanitarian agencies about how to en-
hance the Internet with better metadata 
and accountability. The workshop will 
explore the global rules and tools that 
will allow big data to be leveraged for the 
greater good and for business.

“The goal is to ensure a user-centered, 
dynamic and accountable ecosystem,” 
says Hoffman. “The autonomy of the indi-
vidual and the policies that support it are 
fundamental to a resilient and sustainable 
ecosystem. Additionally we need techni-
cal innovation in the areas of metadata 
so that permissions and provenance can 
flow with the data. There also needs to 

be equitable value distribution among all 
stakeholders which address the current 
asymmetries that exist.”

 HACKING FOR HUMANITY                                   

Data collected by mobile operators 
could be used to pinpoint where people 
are moving en masse during war or disease 
outbreaks in order to better target relief 
efforts. But technology is a double-edged 
sword: The tools that can allow for effec-
tive tagging and identification of people 
can be used to subvert personal freedoms.

Take the case of people who attend-
ed a rally against the Syrian regime in 
2011. The next day images of protesters 
downloaded from YouTube were being 
cross-checked with the faces of people 
walking through checkpoints, says human 
rights advocate Sam Gregory, Program 
Director at WITNESS, an organization 
that encourages people to use video to 
document abuse. When IDs were made, 
arrests followed.

Pictures taken with mobile phones 
often contain embedded information, 
known as metadata, which can record 
information including the type of camera 
that took the picture and the date and 
time. The metadata can also contain lo-
cation information like GPS coordinates, 
which can be used to determine where an 
image or video was captured. 

That is why WITNESS, working with 
the Guardian Project, has developed Ob-
scuracam, a mobile phone app that strips 
out metadata and automatically detects 
and blurs out faces in videos and images 
of activists who are worried about their 
safety. In July 2012, YouTube introduced 
a similar blurring feature on its website.

The same technology can be used by 
the general public to protect the privacy 
of children or others.

WITNESS has also developed tech-
nology called InformaCam to do the op-
posite: add more metadata to verify and 
authenticate footage and share it securely 
with someone you trust. Such technology 
is needed because there are times when 
citizen journalists and human rights de-
fenders might need to ensure their digital 
files can be accessed later for legal evi-
dence or for archival purposes. 

Or they may want to have the geolo-
cation metadata, additional detailed 
information about what they are cap-

turing, and the ability to encrypt it, to 
help media outlets trust and verify the 
content. Digital manipulation of images 
and video is now commonplace, so news 
agencies have to contend with the possi-
bility that digitally altered media is being 
passed off as truth. A half a million videos 
have been shot since the conflict began 
in Syria, says Gregory, so it is important 
to establish basic criteria for authentica-
tion and trust when sorting through such 
huge volume of videos.

WITNESS wants to encourage tech-
nology vendors, such as handset makers, 
to consider embedding a “verification 
layer” or “witnessing functionality” in 
their platforms, just as YouTube agreed 
to add the blurring function.

WITNESS and other humanitarian 
organizations, such as the Global Fund, 
will be taking part in the World Economic 
Forum workshop during Web Summit. 
Humanitarian groups participating in 
the workshop want to collaborate with 
the tech community to build tools that 
are useful not just to NGOs but to society 
as a whole. For example, databases built 
by NGOs need technology safeguards so 
that an audit can be made to see who is 
accessing the data.

“We don’t need a new silo for these 
technologies — we want to leverage in-
vestments that have already been made 
and figure out how we can use what is out 
there,” says Gregory. And, he says, NGOs 
want tech companies and policy makers 
to start thinking about issues that touch 
not just privacy of regular citizens but 
the safety of activists and humanitarian 
workers. “There are all kinds of issues 
with things like Google Glass. How do 
you build an understanding of consent? 
How do you flag the people that are being 
filmed?” asks Gregory.

The idea is to get the tech community 
to start hacking for humanity: to think 
about human rights values from the start 
when developing new products: privacy 
by design, security and the best opportu-
nity to speak out safely.”

 THE NEED FOR SCRUTINEERS 

Controlling what governments can 
do with data is key. Totalitarian regimes 
can use videos of demonstrations or data 
collected by NGOs to track down and jail 
or kill rebels and human right activists.

While such abuses can be prevented 
with the right technology tools some-
times companies don’t have a choice 
about handing over data to govern-
ments. Soon after the 9/11 terrorist at-
tack in the U.S. the Treasury Depart-
ment began to subpoena data from The 
Society for Worldwide Interbank Finan-
cial Telecommunications (SWIFT), a 
global organization that each day han-
dles close to 20 million financial trans-
actions such as wire transfers for more 
than 10,000 banks, to allow government 
analysts to track the movement of ter-
rorist funds.

The SWIFT system doesn’t contain 
private bank account information. But if 
a terrorist financier in one country were 
sending funds to a terrorist in another, 
it would be in the data of subpoenaed 
SWIFT messages. The sender’s and re-
ceiver’s name and bank account informa-
tion would also be in the message.

Given the importance and confiden-
tiality of its data, SWIFT demanded that 
the government’s access be targeted and 
limited, preventing broad mining but al-
lowing focused searches and analysis to 
prevent terrorist attacks. Searches for 
other purposes were forbidden.

“You do the best you can up front sit-
ting down with the government, trying to 
limit what they want, but very often you 
don’t know,” Leonard Schrank, the chief 
executive of SWIFT from 1992 to 2007, 
said in an interview with Informilo. “Over 
time you can keep track of what is really 
useful to them and then reduce and delete 
the stuff they don't need.”

SWIFT successfully argued that its 
data could be used only for one purpose — 
counterterrorism. “Data is seductive and 
could have been used for other purposes 
so we hired scrutineers — end-to-end 
auditors — to make sure that it was tied 
to a counter-terrorism investigation and 
there were no back doors,” says Schrank. 
“We were able to get 99.9% assurance the 
data was not being misused.”

Schrank argued in a recent New York 
Times op-ed article co-authored by Juan 
C. Zarate, a former assistant Treasury sec-
retary, that SWIFT's approach could be a 
model for how to limit the government’s 
use of mass amounts of data.

Private companies that are affected 
should be briefed on how their data 
is being used and given some say in 
how the programs are structured, says 
Schrank. If companies like Google and 
Facebook could understand why their 
data is needed they might be able to help 
the U.S. government with some creative 
problem solving, he says.

While big companies like Google have 
the means to hire their own “scrutineers,” 
start-ups are in a different position, says 
Michael Jackson, a partner at Mangrove 
Capital Partners and a scheduled partici-
pant in the WEF workshop at Web Summit.

Jackson worked at Skype in the early 
days, where he was responsible for all 
contact with security services and com-
pliance with regulation. Skype went to 

great lengths to ensure that it would not 
be classified as a communication service 
so that it would not have to comply with 
cumbersome wiretap requests, says Jack-
son. But the company knew that if it was 
asked for information backed up by the 
right paperwork it would have a legal ob-
ligation to deliver it. The obligations can 
be quite burdensome for small companies 
and they are not always clear. “We haven't 
clarified the legal framework for small 
companies, for start-ups to comply. It is 
all a big mystery,” says Jackson.

Jackson says he is less concerned 
about abuses by government agencies 
like the NSA then what untrained people 
are doing with data gleaned from social 
networking sites. Wrong assumptions 
are being made and lives being ruined.

And then there are abuses by big cor-
porates. The question: "how safe is your 
data," is not limited to what governments 
do with it. With more than six billion 
people connected to mobile devices that 
can capture and track location patterns, 
private corporations can increasingly link 
all sorts of data to individuals.

 “We need a framework for data at the 
personal level,” says Jackson.

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

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

This hardening of consumer attitudes, 
coupled with tightening regulation, could 

diminish the supply of personal data, un-
dermining not just the Internet economy 
but big data analytics that could be used 
to solve some of the world’s most press-
ing problems.

 THE WAY FORWARD 

Reliance on “notice and consent,” in 
which companies write obtuse policies 
and get consumers to click without read-
ing or understanding is not working: stud-
ies show that privacy policies are hard to 
read, read infrequently and do not support 
rational decision making.

Some companies are working on ways 
to speed up and standardize legal lan-
guage. Privacyscore, for example, ana-
lyzes the privacy policies of companies 
along four clear criteria and gives each 
website a color-coded rating and score. 
And, Mozilla has proposed a symbols-
based approach to presentation of legal 
terms that features a number of icons 
that signal, for example, how long data 
is retained, whether data is used by third 
parties, if and how data is shared with 
advertisers and whether law enforcement 
can access the data.

Start-ups are also cropping up to help 
alert and shield consumers from unwant-
ed data snooping. 

But some argue that the real remedy 
lies in economics, not simplifying stand-
ard legalese or technology. Personal data 
is worth money, so soon marketplaces are 
likely to evolve for privacy where website 
visitors choose to accept or reject offers 
for payments or rewards in exchange 
for loss of privacy. Respect Network, a 
California-based start-up, if offering to 
broker such exchanges.

 FROM DATA FRACKING TO   
 DATA FRIENDING 

“A new ecosystem is emerging,” says 
Mark Little, an Ovum analyst who worked 
on the Data Futures report. “Instead of 
the Internet company writing a one-
sided legal standard form contract the 
consumer will write his own. “You’ll have 
a vault, a company knocks on your door, 
you open your door and present them 
with your policy,” says Little.

Little describes the shift as a move 
from “data fracking” to “data friending.” 
If “data friending" works and the major-
ity of consumers are confident that the 
trade is fair and secure and that both they 
and society as a whole will benefit from 
sharing their information everybody will 
win, says Ovum’s Little. The privacy in-
dustry can develop lucrative businesses, 
the Internet economy will continue to 
flourish, and humanitarian agencies will 
obtain the tools needed to better tackle 
socioeconomic issues.
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Russian Search Giant Yandex 
Reaches Out To Start-Ups

“Russia is the biggest 
European Internet market but 
no one from the outside knows 
how to reach the audience,” 
says Kseniya Yolkina, Yandex’s 
head of external relations  
with start-ups. “We want 
to help bring start-ups that 
already have traction in  
Europe or the U.S. to Russia.”

Yandex recently decided to make Tolstoy Camp, a two-month boot camp for would-be Russian entrepreneurs, 
a  bi-annual event to support its goal of stimulating start-up activity in the Russian market.

Kseniya Yolkina, Yandex’s head of external relations, says the company is actively searching in Europe, Israel 
and the U.S. to find innovative technology start-ups.

 
BY JENNIFER L. SCHENKER

Russia, Europe’s biggest and fastest-
growing Internet market, is red hot. 
With a skyrocketing number of Internet 
users, but a still underdeveloped com-
mercial environment, the opportunity 
to build phenomenally successful do-
mestic e-commerce and other digital 
businesses in Russia is huge.

Take the case of Yandex, Russia’s 
most popular Internet search engine: it 
has around 60% of the domestic search 
market and raised $1.3 billion in an initial 
public offering on Nasdaq in 2011.

But the barriers to entry for non-Russian 
companies are daunting. Google entered 
Russia in 2006 and seven years later re-
mains behind, despite its global brand and 
the bundling of its search engine with its 
Chrome browser. Twitter, Amazon, eBay, 
Facebook and other U.S. tech giants also 
find themselves trailing local competitors.

It’s little wonder then that small for-
eign players are hesitant about entering 
this burgeoning market. That could soon 
change. Yandex wants to make it easier 
for European and U.S. start-ups to enter 
the Russian market. Company executives 
will be on the prowl for good candidates at 
Web Summit in Dublin, which is expected 
to attract some 10,000 attendees, includ-
ing start-ups from around the world.

“Russia is the biggest European Inter-
net market but no one from the outside 
knows how to reach the audience,” says 
Kseniya Yolkina, Yandex’s head of ex-
ternal relations. “We want to help bring 
start-ups that already have traction in 
Europe or the U.S. to Russia. We can 
introduce them to the top management 
of the most important Russian Internet 
companies and give them a market over-
view.” Partnering with local companies is 
key for foreign companies. Instagram, for 
instance, saw its market share climb after 
embedding its service with VK, the Rus-
sian equivalent to Facebook, Yolkina says.

Yandex’s facilitation program for start-
ups also includes help from a marketing 
team to define a relevant audience, as well 
as market research support.

So what is in it for Yandex? For start-
ers, the company, which also serves Tur-
key, Ukraine, Belarus and Kazakhstan, 
wants to work more closely with start-
ups. It is an investor in SeedCamp, a Lon-
don-based microseed investment fund 
and mentoring program that operates in 
Europe. It invested in Israel’s Face.com 
(which was sold to Facebook in 2012), 
acquired start-ups Twitter Times and SPB 

Software, and earlier this month snapped 
up KinoPoisk, a Russian-language website 
dedicated to movies, television programs 
and celebrities, for an undisclosed sum. 
KinoPoisk has a worldwide monthly au-
dience of 18.6 million users, according 
to comScore Media Metrix, and ranks as 
the 16th-largest web property in Russia.

Expect the buying spree to continue. 
The company is actively searching in Eu-
rope, Israel and the U.S. to find innovative 
technologies, says Yolkina. The Russian 
search company is interested in innova-
tive search and geolocation technologies; 
personal cloud services such as conveni-
ent document sharing between devices; 
mapping technologies connected with 
directories, places and navigation; and ap-
plying the mechanics of big data to areas 
such as health and to combat fraud in the 
financial services sector, she says.

But there are other drivers for bring-
ing foreign start-ups into Russia. “These 
companies are future advertisers for 
Yandex,” says Yolkina. “Beyond that we 
want to make the Russian market more 
competitive worldwide and to do that we 
have to create competition with foreign 

in the last three years but there is not yet a 
significant quantity of quality start-ups.”

For three years Yandex published an 
application form on its web site that in-
vited any start-up to write and try to get 
appointment and finance from Yandex. 
The Russian search company also regularly 
attends start-up events inside Russia. But 
“we very rarely find something interesting,” 
says Yolkina. “So we thought why not try to 
collect people from different parts of our big 
country and let them create their projects 
from zero, with a little help from Yandex.”

That is the idea behind Tolstoy Camp, a 
two-month boot camp organized by Yan-
dex for the first time this summer. Yandex 
received more than 1,000 applications 
from would-be Russian entrepreneurs 
and conducted more than 300 interviews. 
The 65 people who made the cut were 
divided into 22 teams and tasked with 
presenting 22 ideas. Twelve of the ideas 
were deemed worthy of further explo-
ration. When the boot camp was over, 
a number of start-up companies were 
formed and Yandex decided to give seed 
money to three of them. One of the boot 
camp companies, MediCard, an online 
exchange which helps medical organiza-
tions, universities and hospitals connect 
to patients willing to take part in clini-
cal trials, has been invited to present at 
a SeedCamp Week Berlin in November. 
And, Yandex has decided to make Tolstoy 
Camp a bi-annual event, in keeping with 
its goal to stimulate start-up activity in 
the Russian market.

players in our domestic market. If you use 
the example of Yandex, after Google ar-
rived in Russia we had to work not twice 
as hard but ten times harder to improve 
lots of our services. Competition is good. 
The more international companies come 
into the market the more it will push the 
domestic industry to become better.”

The lack of viable domestic start-ups is a 
concern for Yandex . “Most of the compa-
nies that exist on this market are too small, 
too weak and too far away from Yandex’s 
technology for us to take them seriously as 
partners,” she says. “Things have improved 

“Yandex began life as a start-up ad we 
are sure we can really be valuable to both 
domestic and foreign start-ups not only 
with money but also with advice and tech-
nology,” Yolkina says. “Now we are a big 
company, one that meets the challenges 
of competing with global players while 
remaining as nimble and innovative as a 
young start-up. Working with start-ups 
is our way to contribute to the growth of 
the Russian market and also to ensure 
that Yandex stays ahead of the curve.”

Going Digital: 
An Interview With 
WPP’s Mark Read

Global digital advertising spending broke 
through the $100 billion barrier last 
year, according to eMarketer, meaning 
that desktop, laptop, tablet, and mobile 
advertising now accounts for about a 
fifth of the market. While the milestone 
made for eye-catching headlines, it’s only 
the first phase of an inexorable revolu-
tion which will see the advertising and 
marketing communication industry go 
entirely digital within a decade, predicts 
Mark Read, CEO of WPP Digital and 
Board Member of WPP. Today over 30% 
of WPP’s business is digital, making it the 
seventh-largest digital media company 
globally. Read, a scheduled speaker at the 
Web Summit in Dublin on October 30th 
and 31st, recently shared his thoughts 
on the state of digital marketing with 
Informilo correspondent D’Arcy Doran.

Q Your job is to get WPP to focus 
on digital. What are you 

concentrating on now?

A At WPP, we have five areas that 
we’re quite focused on right now. 

The first is mobile. I saw a statistic that says 
that mobile now represents 25% of people’s 
media consumption and only 1% of media 
expenditure. That’s just one metric, but it 
shows consumers are ahead of brands and 
companies in terms of mobile usage. The 
second area is e-commerce where it’s in-
creasingly important to our clients — and 
not just retailers, but packaged goods com-
panies and B2B companies — because it’s 
taking out a whole layer of transaction costs 
and opening up new opportunities for 
brands. The third is the data analytics area, 
where every marketing interaction has to 
be tying those together. The fourth is con-
tent. We took an investment in Vice, the 

youth media company, and more recently 
in Fullscreen, a YouTube multichannel 
network and youth specialist and the last 
is social, which is something we’ve been 
looking at for years but even more relevant 
with the upcoming Twitter IPO.

Q You’ve just returned from 
China and tweeted that you 

wished more of your people could see 
what’s going on there because its 
“digital market is more advanced than 
most of  Western Europe.” What did 
you see that impressed you?

A If you look at the percentage of ad 
spend on digital vs. traditional me-

dia, it is higher in China than in Western 
European countries. Many campaigns in 
China are digitally-led. They start with an 
idea that works in social media, or that 
works as a content-based idea. I don’t think 
you see that in many southern European 
countries. In Spain, Portugal, Italy, it’s not 
as prevalent. We saw a campaign that 
Ogilvy & Mather China did for a property 
in Beijing. It was called the Galaxy SOHO 
building. They made a newsreel about a 
monkey China sent into space returning to 
Earth with a message. It was a viral video 
that launched on Youku, China’s YouTube. 
Here, we’re not advertising a building by 
doing this sort of marketing. We’re still 
running ads in the Sunday Times.

It may be the case that smartphone 
penetration is lagging in China, but there’s 
a MI [Mobile Internet] phone that we saw 
made by Xiaomi. While we were there 
they came to talk to us and showed us this 
phone. It’s an Android phone. The cheap-
est iPhone costs $730 because there’s no 
handset subsidy, but Xiaomi’s founder Lei 
Jun is selling his phone for about $250. I 
think every phone, not just in China but 
everywhere, will be a smart phone soon.

Q When it comes to mobile, 
you’ve said in the past the 

biggest opportunity might not be 
traditional advertising but market-

ing that offers something useful, 
such as a service, to consumers. Do 
you have any examples?

A Barclays’ mobile banking app is 
one, or if you look at how British 

Airways is using their mobile app to let 
people manage their travel and some of 
the similar stuff that’s going on for Net-
work Rail. There are quite a lot of ser-
vices through the mobile devices in 
Kenya. One of our agencies did some 
work with one of the operators, Safari-
com, adding healthcare as part of sub-
scribers’ service. They have M-Pesa (a 
money transfer and microfinance tool) 
obviously, but they also have a service 
called “Daktari 1525.” In Kenya, there’s 
one doctor for every 10,000 patients. So 
they teamed up with a service called Call-
a-Doc and the customers can call a doc-
tor and the calls cost 20 Kenyan Shillings 
(US$0.24) a minute. But these are subsi-
dized calls, so effectively as part of having 
the phone, you have cheaper access to a 
doctor. In the first four months, they got 
40,000 calls, about 2,500 calls a day.

Q Is it difficult for brands to 
make that shift into seeing 

marketing as a service?

A No, I don’t think so. It might be 
harder to measure in a traditional 

way in terms of the brand metrics, reach 
and frequency, but the brands see there 
are new opportunities.

Q Among the brands that do it 
best, when do they tend to 

 bring innovation into their planning?

A This goes beyond just marketing; 
this goes into all areas of the organi-

zation. This goes into IT, it goes into sales, 
customer service, it goes into whatever the 
product is. It goes beyond the marketing 
process. You have to think it through: “Now 
that everyone has a smartphone, what can 
you do with them?” There’s no real meth-
odology. The winners are the ones who 
come up with the best ideas.

Q How can marketers work best 
with technologists?

A Marketers should immerse them-
selves in technology. It’s not one, 

or the other, that’s the mistake many 
make. It’s not either or, it’s both. You have 
to have great ideas and you have to have 
the technology. The technology allows 
ideas to follow. 

Q The technology makes amazing 
one-to-one engagement 

possible, but can it scale up to achieve 
the numbers that brands need?

A There are brands like Red Bull or 
Nike, Barclays, the airlines, that 

have done it. I think it’s been pretty im-
pactful. It’s tougher for packaged goods 
to come up with engaging messages in 
so-called low-interest categories, but if 
you look at the work that Ogilvy did with 

Web Summit speaker Mark Read, WPP’s director of 
strategy since 2002 and chief executive of WPP Digital, 
is viewed as a leading contender to take over from Sir 
Martin Sorrell when the WPP CEO eventually steps 
aside. Read worked at WPP between 1989 and 1995 
in both parent company and operating company roles. 
Prior to rejoining WPP in 2002 he was a principal at the 
consultancy firm Booz Allen & Hamilton and founded 
and developed the UK company WebRewards.

Dove on the “Real Beauty Sketches,” you 
can see they can do it. 

It would be tougher in pharmaceutical 
and healthcare because of the regulatory 
issues in social media. But a lot of the health 
companies have been using digital chan-
nels and developing this whole concept of 
digital health. Another example of innova-
tion is Sleepio; it’s a cognitive behavioral 
therapy-based sleeping app. Instead of tak-
ing sleeping tablets for insomnia you follow 
this app, which has certain algorithms that 
look at how you sleep and advise you what 
to do. The statistics show it’s pretty effec-
tive in helping people manage insomnia and 
much much more effective than drug-based 
therapy, which only lasts a certain period 
of time. They’re extending it from sleeping to 
look at problems like smoking or depression.

Q  Are CMOs increasingly basing 
decisions on digital?

A Big data is a horrible cliché but what 
it really means is, ‘Can you connect 

the data you own to help make decisions? 
Can you look at who’s coming to your web-
site so that you can serve them, so that you 
can target better advertising to them when 
they come? What do you know about 
them?’ You can give them more tailored 
offers. In some ways, it’s all about small 
data and little pieces of information.

Digital media is very good at what I call 
the “Small Data Problem” and using lots 
of small data adds up to big data. In the old 
days, we used to spend $5 million on TV and 
it would lead to X% trials, X% purchase, X% 
sales with certain bands and we would plan 
on that basis. Digital media is harder and it’s 
harder to do that kind of planning. But as 
more commerce moves to digital channels 
— just like the way more sales are moving 
to mobile — ads will move to digital as well.

WPP BY THE NUMBERS
Employees:  

165,000 
(including associates)

Offices:  

3,000
Countries:  

110
Reported Revenues:  

£10.4 billion 
(31st December 2012)

Reported Billings: 

£44.41 billion 
(31st December 2012)

Market Capitalization: 

£11.24 billion 
(31 December 2012)

Source: WPP website
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The Intersection of 
Advertising And Tech

Carlos Lagares, founder and CEO of inVibe, monitoring the trial of his micro-gift technology for Stella Artois at The Regent pub in north London.

InVibe’s technology is nearly instantly scalable; a pub 
or restaurant doesn’t need any special equipment to 
use it. It operates on an app that could be downloaded 
for free onto bar staff’s smartphones. But it has the 
potential to open up a stream of new insights about 
where, when and how much Stella’s fans drink.

 
BY D’ARCY DORAN

A man walks into a bar, holds up his 
mobile and tells the bartender that his 
Facebook friend wants to treat him to 
a pint. Without missing a beat, the bar-
tender scans the Facebook message and 
pours the man a beer.

The first customer to try the Stella 
Artois “Gift of Perfection” Facebook 
campaign suspected he might be at the 
center of a joke. That is, until the mo-
ment he left the bar with a drink in his 
hand, recalls Carlos Lagares, during an 
interview at the back of the Regent pub 
in north London where he is testing the 
campaign’s technology. The idea and 
the style of marketing innovation it rep-
resents is seriously disruptive, says La-
gares, the 32-year-old founder and CEO 
of InVibe, the start-up that created the 
micro-gift platform that Stella is trialing 
at select London pubs.

Using an Android phone and an iPad 
mini, Lagares demonstrates the se-
quence. He calls up the Facebook mes-
sage and waves it in front of the iPad’s 
camera, which recognizes the QR code 
and redeems the voucher, capturing 
valuable consumer behavior data along 
the way. 

“We are building a bridge between on-
line and offline,” Lagares explains. “What 
is the value of a ‘like’? I ‘like’ your brand. 
Okay, then what? But if you can show that 
you’re moving someone from his desktop 
to a real location, then that’s real value.”

InVibe’s technology is nearly in-
stantly scalable; a pub or restaurant 
doesn’t need any special equipment to 
use it. It operates on an app that could 
be downloaded for free onto bar staff’s 
smartphones. But it has the potential to 
open up a stream of new insights about 
where, when and how much Stella’s fans 
drink. If the trial at the Regent and the 
other pubs is successful, the campaign 
could be scaled up nationally and then 
potentially through Europe.

The intersection of technology and 
branding is a major theme at this year’s 
Web Summit as big brands such as LEGO 
and Unilever join Mark Read, CEO of 
WPP Digital, and other experts in discuss-
ing how technology is changing the way 
marketing works and the relationships 
between consumers and brands.

Social gifting, like InVibe offers, is just 
one of the technologies that big brands 
are embracing, along with artificial intel-
ligence, augmented reality and the Inter-

net of Things, as they realize they have 
to market their products in innovative 
ways to engage customers and avoid being 
disrupted. In the search for innovative 
solutions, big players are increasingly 
turning to start-ups for what’s next.

“Marketers should immerse them-
selves in technology,” says Read, a sched-
uled speaker at Dublin Web Summit (see 
the Q &A with Read on page 9). Working 
with technology is no longer an option, 
adds Read, who believes it’s inevitable 
that all marketing will eventually be 
digital. “The technology allows ideas to 
follow,” he says.

InVibes’s Lagares has seen how fast 
change is moving through the sector. The 
native of Huelva, Spain, came to Lon-
don as recently as January, looking for 
mentoring as he set up his company. His 
big break came when he was selected 
as part of the first wave of start-ups for 
The Bakery, a London-based marketing 
tech accelerator that launched in April, 

which matches young, disruptive tech 
companies with international brands. 
“It’s only been six or seven months and 
here we are already working with one of 
the biggest brands in the world,” he says.

In the Bakery’s workspace, near east 
London’s Silicon Roundabout, the accel-
erator’s co-founder Andrew Humphries 
points to a whiteboard listing 15 questions 
designed to prompt start-ups into see-
ing their technology in terms of solving 
genuine brand problems. Included are 
questions such as, “How do I get people 
to talk about my product?” and “How can 
I make the reams of data actionable?” 

The Bakery, Humphries explains, aims 
to shift the mindsets of both brands and 
tech start-ups by inviting them to bake 
cutting-edge technology into big brands’ 
marketing recipes from the start.

“We help start-ups find their first cus-
tomer; that’s the part that we accelerate,” 
Humphries says. “Rather than talking 
about evaluations of their company or 

are ready with a prototype to address 
the brands’ needs. The approach give 
start-ups broader access to market than 
would be possible in a single agency or 
single brand, he adds, and they receive 
a brand brief along with a trial budget of 
up to £50,000.

The Bakery’s other early success is 
the BMW iGenius. It’s a Siri-like 24-
hour Q&A service that allows consumers 
who want to learn about BMW’s first 
electric car, the BMW i3, to access an 
artificial intelligence engine developed 
by start-up London Brand Management. 
Consumers can text any question to 
the iGenius and it responds differently 
depending on their level of previous 
questions, technical ability and sense 
of humor.

“They sat down with BMW and gave 
them a little demo,” Humphries recalls. 
“BMW loved it, absolutely loved it. That 
was on the first matchmaking day here in 
this room at the beginning of May and on 
July 29th at the European launch of this 
new vehicle, they announced this new 
technology called BMW iGenius, saying 
you could ask it any question and it will 

answer as intelligently as a human would.”
Other Bakery technology-based cam-

paigns such as restaurant queue-busting 
technology and a new breed of games for 
banner ads are expected to be announced 
by Heinz, Budweiser, Panasonic and Ideal 
Standard in the coming months, Hum-
phries says.

The key to benefiting from meetings 
with start-ups is keeping an open mind 
and not going in looking for a specific 
solution, says Ken Valledy, director of 
consumer connections for AB InBev, 
Stella Artois and Budweiser’s parent 
company. “I went in to the Bakery to be 
wowed and to learn. I was wowed and I 
did learn a hell of a lot about what’s out 
there,” he says.

“The big thing is not to be afraid to trial 
something on a small scale,” Valledy adds. 
“The InVibe technology will be trialed 
across a few outlets; we’ve not gone into 
it like some people might expect a brand 
to, wanting something big across thou-
sands of outlets overnight. We appreci-
ate these things take time and the success 
really relies on how you start and that’s 
all about going in with an open mind and 
being prepared to learn and having a very 
open relationship with the start-up.”

Willingness to experiment and take 
advantage of new innovations is crucial, 
says Lars Silberbauer, global director of 
social media at LEGO, another scheduled 
speaker at Dublin Web Summit. LEGO’s 
experiments with technology include 
pioneering augmented reality shopping 
experiences — the toy company invited 
customers to scan the back of its boxes 
in stores to see a 360-degree view of the 
finished model. LEGO is now equipping 
people to build creations that can be part 
of the Internet of Things, by offering Wi-
fi, robotics and optical sensors — proto-
type building blocks for a next generation 
of start-ups.

Marketing tech has reached a point 

where “it’s able to be scaled globally ex-
tremely fast,” Silberbauer says. “That’s 
one of the things brands should be very 
aware of. This scalability — and also the 
disruption it creates when the technology 
is being adopted — is so incredibly fast.”

Adapting and absorbing new technolo-
gies is his team’s job, he says, and to do 
this they need to work with a range of 
partners, including start-ups. “In social 

how much equity they should give away, 
we’re talking about what does their prod-
uct do? What’s the real consumer journey 
they’re going to take their customers on 
and why should a big brand be interested 
in using their app instead of using some-
body else’s?”

As they recognize the importance of 
technology, leading agencies and brands 
are also launching their own incubators; 
examples include Y&R’s Spark Plug and 
Nike+ Accelerator. Stella Artois’s parent 
AB InBev runs an accelerator called the 
Beer Garage in Palo Alto. Fashion and oth-
er brands are working with SeedCamp, a 
London-based microseed investment fund 
and mentoring program targeting Europe 
that regularly organizes “Seedhacks” to 
help brands solve specific problems.

The Bakery reverses the normal 
incubator and accelerator process by 
working with agencies and brands to 
identify key challenges. Then it brings in 
young tech companies, often those that 

The intersection of technology 
and branding is a major 
theme at this year’s Web 
Summit as big brands such as 
LEGO and Unilever join Mark 
Read, CEO of WPP Digital, and 
other experts in discussing 
how technology is changing 
the way marketing works and 
the relationships between 
consumers and brands. 

NEW! SUBSCRIBE TO INFORMILO PUBLICATIONS

INFORMILO IS THE OFFICIAL MEDIA PARTNER OF SOME OF 
THE INDUSTRY’S TOP INVITATION-ONLY EVENTS AND 
CONFERENCES. AS MEDIA PARTNERS, WE PUBLISH 
INDEPENDENT PRINT MAGAZINES THAT ARE HANDED OUT 
TO ATTENDEES OF THE CONFERENCES IN PAPER FORM, AND 
DISTRIBUTED AS PDFS PRIOR TO THE EVENTS. 

THE MAGAZINES PROVIDE DEEP DIVES INTO TOPICS OF 
IMPORTANCE TO THE INDUSTRY, PROFILES OF THE COMPANIES 
AND PEOPLE WHO MATTER AND SPOTLIGHTS ON THE HOTTEST 
START-UPS IN PARTICULAR VERTICALS OR REGIONS. THE 
EMPHASIS IS ON QUALITY AND CONTEXT.

INFORMILO IS NOW MAKING THESE MAGAZINES AVAILABLE 
OUTSIDE THE CONFERENCES, IN BOTH PAPER AND PDF FORM, 
THROUGH A NEW SUBSCRIPTION SERVICE. 

SUBSCRIPTIONS ARE AVAILABLE FOR AN ANNUAL FEE 
OF €1,000. FOR MORE INFORMATION ON INFORMILO'S 
NEW MAGAZINE SUBSCRIPTION SERVICE, PLEASE EMAIL 
AUDREY@INFORMILO.COM

media, for instance, we’re not focusing on 
the ability to use one specific platform or 
two specific platforms, or one technology. 
We are focusing on increasing our abil-
ity and our commitment to adapt faster 
and faster through these changes. That is 
the only constant we know: that changes 
will come and they will come at a faster 
pace,” he says.

To try to keep up with that change, a 
dozen brands, including Danone, Renault 
and The Alzheimer’s Society, have begun 
working with The Bakery and its new 
class of 12 start-ups as part of the accelera-
tor’s second session, which runs until the 
end of the year.

“When we first started it was a com-
plete experiment; nobody knew if we’d 
get anything to market … now we have 
clear sets of numbers, a clear return on 
investment in terms of what they brands 
get, what our agency partners can expect 
to get and more importantly what the tech 
companies can get,” Humphries says. “We 
now have even more brands, large and 
small, interested in the process.”
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About a year ago Web Summit created START, an elite invite-only gathering designed to allow 150 early-stage companies 
to meet with investors. Waze, Stripe, SmartThings, Coursera and Hailo, to name but a few, went on to define their 
respective industries. For this year’s Web Summit the team spoke to more than 7,000 start-ups from over 90 countries. 
Informilo got an early peek at the STARTglobal companies that were chosen to present in Dublin this year and at a group 
of early-stage companies that will be exhibiting at Web Summit; this group is referred to as ALPHA. The team spoke to 
7,000 start-ups for this group and chose 720 to exhibit. To find the most promising within the group Informilo asked some 
of the most active investors to nominate and evaluate these companies and others expected to attend Web Summit this 
year. Below find our picks for the Top 25 early-stage start-ups to meet at Web Summit. (All companies are STARTglobal 
companies unless otherwise indicated.)

 OUTFITTERY 

WWW.OUTFITTERY.DE
BERLIN, GERMANY
What it does: Online private shopping 
experience for men.
Why it’s hot: Outfittery, which launched in early 
2012, aims to “liberate men from shopping.” It 
provides access to style experts who put together 
individual outfits for customers. In January the 
portal announced a “mid-seven euro figure” 
funding round from Mangrove Capital Partners, 
RI Digital Ventures and the Investitionsbank 
Berlin. Previous investors Holtzbrinck 
Ventures and High-Tech Gründerfonds also 
participated in the round, which is being used 
for international expansion; as of January, 
Outfittery had 20,000 users, all in Germany.

 PAYMILL 

WWW.PAYMILL.COM
MUNICH, GERMANY
What it does: Online payments made easy.
Why it’s hot: PAYMILL offers an easy-to-use 
international payments solution. Its USPs include 
a developer-friendly API (including a mobile 
SDK), rapid on-boarding process, high security 
standards, support for 120 currencies, transparent 
pricing, and friendly customer service. Currently 
supports customers in 38 countries. In February 
PAYMILL secured additional funding from 
Blumberg Capital, bringing total capital raised 
from Blumberg, Sunstone and Holzbrinck to 
“well over  €10 million.” 

 TRUSTEV 

WWW.TRUSTEV.COM
CORK, IRELAND
What it does: Online identity verification using 
social fingerprinting technology.
Why it’s hot: Trustev’s real-time identity 
verification system helps e-tailers maximize 
revenue and minimize loss by providing multi-
layered fraud detection. The company claims 
27% of all transactions online are referred to 
contact centers for review, which wastes 200 
man-hours ever year. It dramatically reduces the 
number of transactions requiring manual review 
by using an extra layer of pre-qualification. Raised 
$300,000 in angel funding in February. Recently 
named “Top Technology Startup in Europe” 
at the European Commission’s Tech All Stars 
Awards 2013. 

 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 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.

 MYPERMISSIONS 

WWW.MYPERMISSIONS.COM
TEL AVIV, ISRAEL
What it does: Multi-service privacy protection 
over all online services.
Why it’s hot: Offers a suite of security tools to 
protect personal privacy online, including 
a free mobile app for iOS, Android and 
Kindle Fire, and a Web browser plugin that 
gives users real-time alerts whenever a new 
application connects. MyPermissions gives 
users control over the data that apps are able 
to access. Recently launched MyPermissions 
Trust Certification Program, and a Twitter 
monitoring tool. Raised $1 million in seed 
funding in March from lool Ventures, 500 
Startups (their first Israeli investment), 2B 
Angels, Plus Ventures and others.

 BRAINBOW GAMES 

(WWW.BRAINBOWGAMES.COM)
LONDON, UK
What it does: Social “edu-gaming.”
Why it’s hot: Founded by entrepreneurs from 
Google, Amazon, Playfish, EA and academia, 
Brainbow claims to “turn knowledge into 
games.”  The founders believe games can have 
a positive impact on society by combining 
games, health and education into fun and 
social experiences that will challenge the 
user’s brain. Seed investors (for a £1 million+ 
round) include Initial Capital, DN Capital, 
LVP, Lifeline Ventures, Jaina Capital and 
prominent angel investors.

 HOPSTER 

(WWW.HOPSTER.COM)
MADISON, WI, U.S.
What it does: Coupon-oriented digital 
marketing platform.
Why it’s hot: Launched in May 2013, Hopster 
uses personalized coupons to drive profitable 
consumer behaviors online and in-store. It 
helps consumer brands deliver targeted and 
personalized promotions, capture household-
level buying data and close the redemption loop 
for coupons. Combatting the decline in newspaper 
readership by taking the Sunday circular concept 
to Pinterest with its Coupon Pin Board. 

 COLWIZ 

(WWW.COLWIZ.COM)
OXFORD, UK
What it does: Collaboration and research 
management environment.
Why it’s hot: colwiz – collective wisdom – was 
created by leading scientists at Oxford University 
to give researchers an integrated suite of tools 
for fast and efficient management of the R&D 
process. In 2011, colwiz won Oxford’s Challenge 
Seed Fund and entered the University’s Isis 
Software Incubator. Moved out of private 
beta in March; now used by researchers 
at GlaxoSmithKline; P&G; IBM; Philips; 
and Disney Research, as well as a number 
of universities. In May colwiz announced 
a development partnership and strategic 
investment from the American Chemical 
Society, the world’s largest scientific society.

 DOLPHIN TECHNOLOGIES 

(WWW.DOLPHIN-TECHNOLOGIES.COM)
GEBIRGE, AUSTRIA
What it does: Car insurance telematics services 
and products.
Why it’s hot: Develops and distributes products 
to protect customers and their valuables. 
Dolphin is focused on GPS tracking devices, 
security systems and convenience products for 
cars. Provides CRM, logistics, and surveillance 
services for enterprises, authorities and 
insurance companies. Its solutions allow 
insurers to charge customers based on their 
actual driving behavior.

 FALCON SOCIAL 

(WWW.FALCONSOCIAL.COM)
COPENHAGEN, DENMARK
What it does: Real-time social media management.

Why it’s hot: Dedicated to helping brands and 
marketers leverage opportunities and manage the 
challenges of the open social web. In August the 
company raised €6 million of new equity finance 
from Target Partners and NorthCap Partners 
(which previously invested $1.33 million). The 
capital will be used to continue investment in its 
technology platform and to speed up international 
sales & marketing expansion. In the past year 
Falcon Social has posted outstanding growth, 
tripling its headcount and signing major accounts 
such as Swarovski, Orangina Schweppes, Stena 
Line, Deutsche Telekom AG, and Warner Music.

 FINDER CODES 

(WWW.FINDERCODES.COM)
MINNEAPOLIS, MN, U.S.
What it does: Lost-and-found recovery system.
Why it’s hot: Founded in 2011, FinderCodes is a lost-
and-found system that uses QR-encoded smart 
tags and cloud-based tracking to facilitate a fast and 
secure return of almost any item, including pets. 
FinderCodes is a licensed brand partner of AT&T 
and the only lost and found system to offer Re-
Turnit™, a simple return shipping service using 
FedEx Office. Finder Codes also seeks to protect 
users’ personal information and to keep user data 
safe. Offers B2B solutions for different industries 
based on its database management tools. 

 FRESHDESK 

(WWW.FRESHDESK.COM)
CHENNAI, INDIA
What it does: SaaS customer support solutions.
Why it’s hot: Launched in June 2011, Freshdesk 
offers customizable helpdesk solutions to enable 
businesses to serve customers by email, phone, 
and social networks. Initial funding came when 
the company won a Microsoft BizSpark Startup 
Challenge; since then it has raised $6 million in two 
rounds form Accel and Tiger Global. Freshdesk 
reached 10,000 customers in September; many 
are SMEs, but it also serves Pearson, Goodreads, 
and Toshiba. In 2012 it launched a $10 million 
“Freshdesk Future Fund” to give away its services 
to 501 startups and early-stage businesses. 

 JOBANDTALENT 

(WWW.JOBANDTALENT.COM)
LONDON, UK AND MADRID, SPAIN
What it does: An app that ensures candidates 
don’t miss job opportunities.
Why it’s hot: Launched in 2009, jobandtalent has 
become an international recruitment platform of 
choice for over 200 leading European and global 
companies. In 2012 the company introduced a 
new job-matching algorithm and set up in the UK. 
jobandtalent has more than 500,000 registered 
users works with the likes of Accenture, Morgan 
Stanley, Ericsson, Booking, L’Oréal, and Deloitte. 
In July it raised  €2.5 million from Spanish 
investors Kibo Ventures, Félix Ruiz (co-founder of 
Tuenti.com) and Alfonso Villanueva. It previously 
raised  €1.1 million from angels.

 NEXMO 

(WWW.NEXMO.COM)
SAN FRANCISCO, CA, U.S.
What it does: Cloud SMS and text-to-speech 
APIs.
Why it’s hot: Nexmo’s service finds optimal 
delivery paths for communications to over 
1,000 carriers more than 200 countries. The 
company handles over 250 million messages a 
month for some of the world’s fastest-growing 
applications. This volume is growing 20% 
every month, with the addition of messaging 
heavy OTT apps; revenue us growing 15% per 
month. Customers include seven of the top ten 
messaging applications such as Line and Viber, 
as well as consumer apps Airbnb and Hailo. The 
company received a $3 million Series A funding 
round from Intel Capital in 2013.

 ONLINE TOURS 

(WWW.ONLINETOURS.RU)
MOSCOW, RUSSIA
What it does: Online tourist agency.
Why it’s hot: OnlineTours is online tourist agency 
focused on selling packaged tours. Its service is 
integrated with 90% of the tour operators in Russia, 
so it can offer its customers good prices for popular 

travel destinations. Has so far raised several million 
dollars of funding from Inventure Partners, and 
achieved over 100,000 monthly visitors.

 TERALYTICS 

(WWW.TERALYTICS.CH)
ZURICH, SWITZERLAND
What it does: Turning complex data into 
valuable information.
Why it’s hot: Offers “Big Data Apps” for cost-
efficient and scalable analysis of large amounts 
of data. Its Big Data Appstore contains prebuilt 
modules designed for common use-cases that 
enable users to analyze terabytes of unstructured 
data. The modules run on Hadoop, the de facto 
standard for Big Data computation, both in local 
deployment and in the cloud.

 WIBBITZ 

WWW.WIBBITZ.COM
TEL AVIV, ISRAEL
What it does: Text-to-video platform that can 
automatically turn any text-based article, post 
or feed into a short video.
Why it’s hot: More than 20,000 sites have 
generated videos using Wibbitz, which also 
allows publishers to monetize their videos 
through pre-roll advertising. In 2012 the 
company raised a $2.3 million Series A round 
headed up by Horizons Ventures, Li Ka-shing’s 
investment fund; previous investors Initial 
Capital and lool Ventures also participated. 
Currently creating 10,000 videos a day.

 ATOSHO 

(WWW.ATOSHO.COM)
COPENHAGEN, DENMARK
What it does: Gives website visitors the ability to 
purchase products directly at the website.
Why it’s hot: Combining e-commerce and 
online marketing, Atosho (short for atomized 
shopping) is a marketplace where retailers can 
offer products through a wide range of channel 
partner websites; Atosho is also an advertising 

network that pushes relevant products to visitors 
of thousand of websites. In December 2012 the 
company raised another  €2 million to support 
expansion. Supremum Capital led the round. This 
follows a  €1.3 million A Round funded by business 
executives and family offices across Europe.

 YOUSCAN 

(WWW.YOUSCAN.RU)
MOSCOW, RUSSIA
What it does: System for monitoring mentions 
in Russian social media.
Why it’s hot: YouScan provides social media 
monitoring and analytics in Russia and Ukraine. 
It helps companies to stay on top of consumer 
opinions and complaints posted in social media, 
so they can react quickly to improve customer 
satisfaction. Clients are major consumer brands 
(P&G, Unilever, Nikon), as well as dozens of 
Russian and international marketing agencies.  
Since October 2012 the company has been based 
at the Skolkovo IT cluster innovation center.  

 IMPORT.IO 

(WWW.IMPORT.IO)
LONDON, UK
What it does: Data extraction specialist.
Why it’s hot: In 2009 import•io’s founders launched 
their first start-up, Kusiri, which provides a 
forensic investigation platform used by KPMG, 
PWC, Citigroup and the UK police. The import•io 
browser was built on the underlying technology 
from Kusiri, with the goal of democratizing 
access to data. The service went into public beta in 
September. import•io is used by the British Red 
Cross and netbiscuits, among others. Raised a 
£600,000 round at the end of March 2013.

 RADIOJAR 

(WWW.RADIOJAR.COM)
ATHENS, GREECE
What it does: Web radio broadcasting platform.
Why it’s hot: Radiojar aims to help web stations 
and DJs around the world “reach their full 
potential” by “virtualizing” all the complex 
hardware and software involved in creating a 
web radio station and integrating all relevant 
services into a single web app. The first alpha 
version came out in 2012 and started with 
10 radio stations. Formal launch was in July 
2013. Radiojar currently hosts 75 radio stations 
serving 300,000 listeners per month. Received 
funding in 2013 from the PJ tech catalyst fund, 
which invests in seed-stage start-ups in Greece.

 MODIZY 

(WWW.MODIZY.COM)
PARIS, FRANCE
What it does: Online personal shopping.
Why it’s hot: Modizy uses collective intelligence 
algorithms to give women a personalized 
shopping experience, and to discover clothing 
and fashion accessories in their own style. It 
initially raised $275,000 in seed funding; in July is 
finalized a second round, which included business 
angels in the European fashion industry. The new 

funding will enable Modizy to perfect its technical 
developments, create strong partnerships with 
brands and media, and release mobile apps by the 
end of the year. Also offers a white-label service 
to other fashion websites that would like to use its 
underlying technologies.

 DATAHUG 

(WWW. DATAHUG.COM)
DUBLIN, IRELAND
What it does: Enterprise relationship 
management.
Why it’s hot: Datahug’s mission is to automatically 
unlock the hidden network that exists within 
every company; it uses communication data 
coming in and out of the business daily to build a 
dynamic database of company-wide connections 
and uses an analytics engine to show who knows 
whom. In May 2013 it added  €2.5 million in Series 
A financing led by VC DFJ Esprit. But it’s now 
adding to that pot. And in October, Salesforce 
joined the round, bringing the total raised to $5.5 
million in two rounds. Datahug has three of the 
Big Six global accounting and advisory firms as 
customers, as well as multiple global banks and 
a large number of financial services, investment 
banking and venture capital firms.

 SIMILARGROUP 

WWW.SIMILARGROUP.COM
TEL AVIV, ISRAEL
What it does: Web measurement and 
competitive intelligence.
Why it’s hot: Parent company SimilarGroup 
helps Internet users find and interpret web 
content. In January 2013 it launched SimilarWeb, 
which helps businesses, publishers, marketers 
and analysts benchmark performance against 
competitors, increase web traffic, and discover 
new opportunities to broaden their audiences. 
SimilarWeb estimates website rankings for over 30 
million sites and draws competitive insights from 
a proprietary panel that measures the clickstream 
activity of tens of millions of Internet users around 
the world. In September the company announced 
an additional $3.5 million in funding, bring the total 
raised to date to $7 million.

 VIDDYAD 

WWW.VIDDYAD.COM
DUBLIN, IRELAND
What it does: Enables creation of professional 
video ads online, in minutes.
Why it’s hot: Calls itself the world’s first fully-
automated online ad creation tool. The service 
offers more than 10 million videos and images 
(the “largest collection of online video/ images 
globally”) from partners that include Getty, 
Fotolia, and Wavebreak. Viddayd focuses on 
the B2B market, providing a model to license 
its software to large advertising companies and 
online directories. Investors include angels from 
Silicon Valley; the founder of RoviCorp; and 
Enterprise Ireland. The company is a finalist 
in the top 30 Hottest start-ups at the Spark of 
Genius Award in Web Summit.
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Building A Gigabit Future
Telecom giants in Europe and some in 
the U.S. want to build quick new fiber 
systems to deliver high-speed Internet 
and entertainment services into homes. 
But the only way to justify the billions in 
cost, they argue, is if rivals are prevented 
from having equal access to the network 
and offering competing media services 
over the same pipes.

Swedish serial entrepreneur Jonas 
Birgersson, a scheduled speaker at Web 
Summit, is out to prove them wrong. He 
says his open model offers consumers 
low prices and freedom of choice — and 
it could work everywhere. He has already 
proved the model in Sweden and Brazil. 
And this summer the government of Israel 
agreed to adopt his technology nation-
wide, with rollout to key parts of the coun-
try envisioned within two to three years.

“Israel’s network could be a game 
changer,” says Blair Levin, who served 
as chief of staff under U.S. Federal Com-
munication Commission Chairman Reed 
Hundt and later led the writing of the 
Obama Broadband plan. Once everyone 
in the start-up nation has access to one 
gigabit-per-second Internet access it will 

give Israel a competitive advantage, po-
tentially spurring other countries to move 
more quickly, says Levin.

Both he and Birgersson will appear on 
a panel during Web Summit that is fo-
cused on building a gigabit future, which 
Informilo will moderate. 

At issue is how to drive the next gen-
eration of wired Internet. “For several 
decades the Internet has piggybacked on 
infrastructure build in the 1800s (the tel-
ephone networks) and the 1980s (cable 
networks that were designed to act as loud-
speakers with lots of data flowing out and 
little flowing in),” says Birgersson. “For the 
Internet to reach its full potential we have 
to move from a world where the Internet is 
an unwanted stepchild strapped to a tired 
horse to one in which an Internet-first 
designed network is powered by a rocket 
and everyone gets access to broadband at 
speeds of one gigabit per second.”

While Europe was once a leader in the 
technologies that make up the backbone 
of the digital economy, many markets 
in Asia and North America now enjoy 
fiber access penetration that is up to 20 
times higher and an LTE (long-term evo-

lution) penetration that is as much as 35 
times greater than that of Europe, says 
Luigi Gambardella, head of the European 
Telecom Network Operators association 
(ETNO), another scheduled speaker on 
the Web Summit panel. “This is true in 
markets which are larger but sometimes 
also smaller than the EU markets. Fast 
connectivity to the Internet is the founda-
tion of a modern digital economy and a 
key enabler of innovation. Without it, Eu-
rope will fall behind on the world stage.”

Up to ¤750 billion in GDP growth and 
as many as 5.5 million jobs in the economy 
of the EU are at risk by 2020 because of the 
lack of next-generation network invest-
ments, according to a Boston Consulting 
Group report that ETNO has brought to 
the attention of policy makers in recent 
months. The report found that investment 
in telecommunications infrastructure in 
the EU declined by approximately 2% a 
year over the last five years. Investment in 
other international telecoms markets grew 
by roughly 2% a year over the same period.

“Let me be very frank in terms of the 
scenario that we face: by 2020, we estimate 
that the shortfall in investment needed to 
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meet EU Digital Agenda targets for broad-
band coverage and penetration will be 
between ¤110 and ¤170 billion, leading to 
an enormous missed opportunity for the 
broader EU economy,” says Gambardella.

Ben Verwaayen, the former CEO of 
Alcatel-Lucent, bemoans the fact that Eu-
rope has fallen so far behind. “Regulators 
in Europe look to low cost for consumers 
as the critical success factor and are re-
luctant to show any preference for invest-
ment. “We have starved the industry,” he 
says. In an industry where scale matters, 
Europe has 28 different solutions in a 
market with a size comparable to that of 
the U.S., says Verwaayen, noting that the 
market cap of Verizon is bigger than that 
of three or four of the largest European 
operators combined. “We are creating a 
digital desert in Europe,” he says.

With telcos claiming they have no 
incentive to invest without regulatory 
changes in Europe, very high-speed net-
works are being built at the municipal 
level and more often than not, by non-
traditional players.

A company called Deutsche Glasfas-
er, which is owned by the Reggeborgh 
Group, an investment trust and one of 
the largest network supplier companies 
in the Netherlands, is rolling out fiber 
optic networks in Germany, on a city 
by city basis. And in Sweden compet-
ing providers are serving municipalities. 
Birgersson, who made his first million at 
age 26, is now chairman of ViaEuropa, a 
Lund company that manages network 
services and infrastructure for 60 dif-
ferent Swedish cities that have their own 
fiber networks, a system that is akin to 
cities owning their own sewer or trans-
portation systems. The company is also 
contracted to operate alternative fiber 
networks in Norway, Switzerland, Brazil, 
Costa Rica and Israel.

ViaEuropa assumes the job (from cit-
ies) of renting out capacity to multiple 
Internet service providers who compete 
to offer services to consumers. ViaEuropa 
employs technology that lets consum-
ers switch from one service provider to 
another literally at the click of a button.

In this new world telephony and cable 
TV shows are just apps and thousands of 
entrepreneurs can compete for consum-
ers’ business.

In the U.S., fiber is also being rolled 
out on a city-by-city basis, rather than at 
a federal level.

In 2010, Google announced that it 
would bring a one-gigabit-per-second 
fiber Internet service to one lucky Ameri-
can city, as a way of encouraging existing 
ISPs, including Verizon, to run higher-
speed lines across the country. Google 

Fiber has been rolled out in Kansas City, 
Kansas, and as soon as the search engine 
giant said it was planning to do the same 
in Austin, Texas, AT&T announced plans 
to build a high-speed network there. And, 
Chicago and Seattle have both announced 
partnerships with a broadband provider 
called Gigabit Squared to bring fiber in-
ternet connections to residents.

“The upgrade problem everywhere faces 
similar math,” says Blair. “The question is 
how to you incentivize deployment, what 
policies drive down the cost of capex and 

risk? University towns in the U.S. can do it 
effectively, says Blair, now executive direc-
tor of The University Community Next 
Generation Innovation Project or Gig.U, a 
group of 30 research universities interested 
in getting their home towns to deploy ultra-
high speed broadband. Blair is traveling to 
Web Summit in part to have discussions 
with Europeans interested in using the 
concept to stimulate new Gig.U networks.

Australia and Israel are among a hand-
ful of countries that are attempting a na-
tionwide rollout. In Israel, the decision 
to build a nationwide-FTTH network, 
using the electricity company’s existing 
fiber network and rights of way, comes 
after the Ministry of Communications 
enacted a dramatic restructure of the 
communication market. Israel had in 
2009 three large mobile carriers and one 
small one. Although big clients — like the 
government — were offered discounts on 
mobile services the general public was 
being charged seven to 15 times as much, 
giving the operators a margin of 40% or 
more. In 2010 the Ministry forced the 
operators to drop their termination fees 
by 75% literally from one day to the next. 
MVNOs were introduced into the market 
but to ensure that all players were on equal 

footing the government decided to create 
a nationwide 27,000-kilometer fiber net-
work that will serve as a carrier’s carrier.

ViaEuropa’s solution combined with 
Cisco architecture was the missing in-
gredient, explains Eden Bar Tal, then 
Director General in the Israel’s Ministry 
of Communications. Using the Swedish 
company’s and Cisco’s open technology 
will ensure that thousands of new services 
will bloom, he says.

 The Israeli fiber network will be owned 
60% by private companies, which include 
Israeli telecom equipment manufacturers 
and ViaEuropa and 40% by the Israeli elec-
tric company. Via Europa, along with local 
vendors/suppliers and Cisco, will provide 
the project with vendor financing; Israel’s 
Treasury is contributing $40 million. Bar 
Tal is now advising the Prime Mister Office 
on the next phase — named “Digital Israel” 
— the transformation of the country to the 
first digital country in the world.

The project includes the direct involve-
ment of various ministries, with an eye 
towards quickly ramping up the delivery 
of all types of educational, government 
and health services as well as services de-
veloped by the private sector and those 
geared for the Israeli R&D sector. “We 
are not trying to engineer the future, just 
enable it,” says Bar Tal.

Swedish tech entrepreneur Jonas Birgersson, 
founder of ViaEuropa

Blair Levin, who served as chief of staff under U.S. 
FCC Chairman Reed Hundt
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Digital Dublin

 
BY D’ARCY DORAN

After visiting Ireland last year for the 
first time for the F.ounders conference, 
Ryan Smith, founder of the survey soft-
ware company Qualtrics, decided to set 
up the company’s international head-
quarters in the Irish capital.

It was the first time the Salt Lake City 
start-up opened an office outside its own 
headquarters. Although the decision to 
“split up the family” was difficult, he says, 
deciding on Dublin wasn’t.

Qualtrics, which raised $70 million 
from Accel Partners and Sequoia Capi-
tal in May, is just one of a growing num-
ber of young U.S. tech companies that 
have decided to set up in Dublin. Others 
include Etsy, Airbnb, Groupon, TripAd-
visor, MongoDB, Zendesk, HubSpot, 
Ancestry.com and Overstock. Chalk it 
up to the network effect: the city serves 
as the European headquarters for the 
world’s ten largest Internet companies, 
including Google, Facebook and Twit-
ter, and a swelling number of home-
grown entrepreneurs. 

“Success breeds success,” Smith says. 
“This would be a very different conver-
sation if we were the first company to 
come over here, but you’re watching 
Twitter with their announcement, you’re 
watching Google, you’re watching Airbnb, 
you’re watching Dropbox. We’ve had the 
same investors as most of these compa-
nies so you look at it and it says something 
about the ecosystem. People have been 
on the ride before. There’s nothing we 
can’t do here because we know people 

have come before and done great things.”
“The heart of tech in Europe” is how 

Dropbox’s vice president of business Su-
jay Vaswa describes Dublin. Since last 
year’s Web Summit the city has worked 
to strengthen its claim to that title. As the 
number of international tech HQs grew, 
Ireland’s economy turned a corner and is 
on track to exit by the rescue plan set out 
by the troika of the European Commis-
sion, European Central Bank and the IMF 
by year-end. It does so as a time when 
confidence in the indigenous start-up 
scene is at an all-time high and is attract-
ing the attention of international venture 
capitalists, some of whom think Dublin is 
ripe for its first huge success.

Irish start-ups have recently won a 
spate of pan-European awards. Trustev, 
which specializes in real-time, online 
identity verification using unique social 
fingerprinting technology, in June won 
the top Tech All Stars Award, an EU-wide 
search to find Europe’s best young start-

and 500 StartUps; and Logentries, which 
has offices in Dublin and Boston, counts Po-
laris Ventures and RRE among its investors.

But Dublin’s credibility as a tech hub 
will only be fully established after it racks 
up some big exits. And, as London, Berlin, 
Stockholm and other European capitals 
are working hard to develop their own 
ecosystems, the Irish government is 
conscious it has to keep the momentum 
going and further develop the country’s 
entrepreneurial talent.

 SILICON VALLEY SPIRIT                                  

The seeds of Dublin’s tech ecosystem 
were planted in the early 1990s when elec-
tronics multinationals like IBM, HP and 
Cisco set up European bases in the country. 
Joe Morrissey became part of the first gen-
eration of tech industry workers when he 
was hired for a sales job out of university 
by computer-maker Gateway. His story is 
typical of many of his generation, learn-
ing first the on-the-job skills, then how to 
manage. He ended up joining Oracle and 
eventually moved to Silicon Valley for five 
years, where he gained invaluable experi-

“The heart of tech in Europe” is 
how Dropbox’s vice president of 
business Sujay Vaswa describes 
Dublin. Since last year’s Web 
Summit the city has worked to 
strengthen its claim to that title.”

Polaris’s Dogpatch incubator in Dublin is home to 30 start-ups. Since setting up last year, the firm has invested in 
Polaris has invested seed money in two Dublin start-ups, BalconyTV and Logentries — both plan to expand to the U.S. 

“For the venture capital community, they see it as good, fertile ground for them to farm in,” says Barry O’Dowd, who 
heads up IDA efforts to attract overseas companies to Dublin.

ence before returning. “I always say to folks 
if you want to start a tech business, you 
don’t have to be in Silicon Valley but a piece 
of Silicon Valley has to be in you,” he says.

That Silicon Valley spirit has never 
been more pronounced in Dublin, he 
adds. As head of EMEA for MongoDB, 
the open-source database software 
company started by the founders of 
DoubleClick, he often hosts user group 
nights at the company’s five-month-old 
Dublin office. “We get 70 to 80 people 
in for beer and pizzas and talks,” Mor-
rissey says. “They’re all small start-ups 
building businesses on MongoDB and 
I see the same level of enthusiasm and 
energy that I would have seen when 
I was selling to start-ups during the 
dotcom boom in Silicon Valley.”

More than 1,000 companies have cho-
sen Ireland as their European base. The 
tech sector accounts for about a quarter 
of Ireland’s economy and more than a 
third of its exports, according to industry 
association ICT Ireland.

fast. They’ve announced they want to hire 
100 people and they don’t see any problem 
getting those people here.”

Ireland offers a range of benefits to 
help companies cut red tape, ranging 
from fast-track visas to a standard low 
corporate tax rate of just 12.5%. But that 
is not the main draw.

“People ask about taxation all the time, 
but the reason we’re in Dublin at the end 
of the day is because of talent,” says Jeetu 
Mahtani, managing director of Hubspot 
International. He has hired 70 employees 
since opening his Dublin office in January 
and expects that number to more than 
double over the next year. Mahtani says 
he looked at London first, but Dublin won 
out not only due to costs but to the quality 
of the CVs landing on his desk.

“We were getting a lot of applicants 
from tier-one colleges like Trinity, Uni-
versity College Dublin, and Dublin City 
University and when we were talking 
to these guys, we were blown away. It 
was almost like were talking to somebody 
from UC Berkeley, or Stanford,” Mahtani 
says. “So that was actually a very compel-
ling reason. That talent is here, it’s an 
opportunity to hire them early and groom 
them into a leadership role.”

Continuing to develop that talent base — 
and turning out even more graduates with 
the right skills — to meet the evolving needs 
of the global tech industry is crucial for the 
continued development of Dublin’s ecosys-
tem, foreign tech company executives say.

“There’s zero percent unemploy-
ment in the tech industry in Dublin,” 
MongoDB’s Morrissey says. “It’s a very 
competitive market, you’ve got lots of 
other companies like Amazon, Google 
and Facebook recruiting here as well for 
people with good skills. Yet there’s 14% 
unemployment in the overall population. 
There are probably some structural things 
we could work on.”

Through the economic downturn, uni-
versities and colleges reassessed their 
program priorities, IDA’s O’Dowd says. 
“What you see now is analytics, business 
intelligence, robotics and these sort of 
growth areas are the ones they have pri-
oritized. It will be incumbent on them to 
move forward as well along with enter-
prise partners. That’s one of the things 
that’s going to be beneficial to us over the 
next couple of years.”

Like many, Brian Caulfield, a partner 
at European VC firm DFJ Esprit is bullish 
about the future of Dublin’s tech ecosys-
tem. He has done three deals in Ireland 
this year. Keep an eye on Irish companies 
like Openet, Ezetop, and, one of his port-
folio companies, Datahug, he says.

“The next stage is for one of the Irish 
companies to go really big,” Caulfield says. 
“What we’ve tended to see is the exits from 
Irish companies in recent years have prob-
ably capped out around the $500 million 
mark. It would be great to see a couple of 
NASDAQ IPOs, a couple of billion-dollar 
companies. There is a crop of companies 
where that potential exists now.”

“Over the last three years, by all counts 
the number in Ireland have trebled, the 
number of start-ups, the number of tech 
people in whatever form. Now it’s reach-
ing a critical mass,” says Shay Garvey, 
who left Irish VC firm Delta Partners 
last year to set up Frontline Ventures, a 
new fund with Will Prendergast, a former 
partner at NCB Capital, and entrepreneur 
William McQuillan. The fund aims to 
become the first institutional investor in 
the best of the new wave of companies 
and provide the follow-on funding to 
help them scale. 

The area centered around Dublin’s 
Silicon Docks boasts a high density 
of start-ups. Engineers and managers 
who cut their teeth in the Dublin of-
fices of U.S. Internet giants like Google 
and Facebook are joining homegrown 
entrepreneurs of all ages in launching 
their own companies.

The availability of funding in Dublin is 
another factor that gives it an edge over 
London, where Frontline also invests, 

“The reason we’re in Dublin at 
the end of the day is because 
of talent,” says Jeetu Mahtani, 
managing director of Hubspot 
International. He has hired 70 
employees since opening his 
Dublin office in January and 
expects that number to more 
than double over the next year. 
Mahtani says he looked at 
London first, but Dublin won 
out not only due to costs but to 
the quality of the CVs landing 
on his desk.”

U.S. tech companies are being pulled to Ireland while 
the country’s homegrown start-ups look to scale up 
and expand abroad

up company organized by the European 
Commission in partnership with Liberty 
Global Ventures and Amazon Web Servic-
es. The award is part of Startup Europe, 
an EU program to encourage tech start-
ups to start and stay in Europe. (Trustev 
is the fourth company to be launched by 
Irish serial entrepreneur Pat Phelan.) 
In September Dublin-based telecom-
munications software maker Openet, 
which counts AT&T, Sprint, Orange, and 
TimeWarner Cable among its customers, 
won European Start-Up of the Year at the 
Berlin Growth Summit, a conference that 
focused on Europe’s best and brightest 
entrepreneurs. (The selection committee 
for the prize was headed by Silicon Valley 
Bank’s Alex McCracken). 

While attracting money from Valley in-
vestors is still relatively rare for early-stage 
European start-ups, young Irish companies 
are proving to be particularly adept: rela-
tionship management company Datahug 
raised money from Silicon Valley super-
angel Ron Conway; Intercom, a CRM tool 
for web businesses that moved its HQ to San 
Francisco, scored investment from Twit-
ter’s Biz Stone, Huddle’s Andy McLoughlin, 

Garvey says. Enterprise Ireland offers 
¤50,000 immediately to entrepreneurs 
seeking to start up a company. 

“It’s way easier here than it is in the UK 
and there is all sorts of support,” Garvey 
says. “You’ve got seed funds here; I was 
running one at Delta. There were also 40 
companies getting ¤700,000 on average 
from these bank-sponsored seed funds. A 
lot of American guys were saying, ‘Wow, 
you can come to Ireland and raise $1 mil-
lion quicker than anywhere else on the 
planet.’ And that is the case.”

Funds invested $105 million into tech 
companies in Ireland in 17 deals during 
the first half of the year, according to Dow 
Jones VentureSource. Highland Capital 
Partners set up an Irish office headed 
by Tony Zappalà, who joined Highland 
from Index Ventures, and announced 
its first dedicated European fund, which 
will be run from Ireland. The ¤20 mil-
lion fund will focus on growth-phase  
t echnology companies.

And, as VC firm Polaris scales back its 
Dogpatch incubators in the U.S., it is ramp-
ing up Dogpatch’s Dublin outpost, which is 
home to about 30 start-ups with a healthy 
pipeline. Polaris has invested seed money in 
two Dublin startups, BalconyTV and Logen-
tries, which both plan to expand to the U.S.

IDA Ireland, the government agency 
that helps foreign companies set up their 
operations in Ireland, has also begun 
working with U.S VC firms, including Un-
ion Square Ventures, to identify leading 
edge companies with a clear plan to scale 
up rapidly and expand internationally.

“They see it as good, fertile ground for 
them to farm in,” Barry O’Dowd, senior 
vice president at IDA Ireland’s emerging 
business division, said, following meetings 
with VC firms in Boston and Washington 
last month. “Also from the point of view 
of their portfolio companies, what is re-
ally winning out for them is the speed to 
execution. SquareSpace [funded by Index 
Ventures and Accel Partners] is a very 
good example. That company came in to 
Ireland in the summer and they now have 
over 20 people here. They’re ramping up 

TOP-RANKING DESTINATION COUNTRIES BY AVERAGE VALUE OF INVESTMENT PROJECTS
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Trustev CEO and Co-Founder Pat Phelan receives the 2013 Tech All Stars Grand award from European 
Commissioner Neelie Kroes.

IBM-Plant Location 
International has developed 
a foreign direct investment 
(FDI) value indicator 
that assigns a value to 
investment projects 
depending on sector and 
type of business activity. 
This value indicator 
assesses the added value 
and knowledge intensity 
of the jobs created by 
investment projects. On 
this measure, Ireland 
continues to be the world’s 
top- ranking country.

Source: IBM Global Location Trends: 2012 annual report
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Innovation in the payments space is 
harder than in most markets: it re-
quires pushing boundaries from both 
a technological as well as a regulatory 
standpoint. Naturally, as we look at 
less technologically-oriented compa-
nies (like major banks), this problem 
becomes more pronounced. Because 
they focus on providing services to 
well-established businesses, not a 
fast-moving base of start-up clients, 
they aren’t required to challenge the 
status quo or relentlessly root out 
inefficiencies in existing systems. 

Ironically, while major banks have 
significant clout in discussions with 
regulators, it’s becoming increasingly 
clear that start-ups, not banks, are the 
ones driving changes in regulation to 
accommodate innovative products. 
In 1999, PayPal changed the face of 
online commerce and drove the direc-
tion of much of the online payment 
regulatory landscape. Today small but 
fast-growing companies such as Square 
and my own, Stripe, are challenging 
areas traditionally dominated by large 
financial institutions.  

Innovation comes from the ability to 
respond quickly to changes in the mar-
ket and environment. While talking to 
companies in the collaborative con-
sumption space, we learned that much 
of their operational overhead came not 
from accepting payments, but from 
disbursing funds to the supply side of 

the marketplace: Lyft, a ridesharing 
app, needed to send funds to drivers, 
while Postmates, a mobile delivery 
app, wanted to send money to couri-
ers. So in less than four months, we 
developed and launched our Payouts 
product. Rather than undergo a time-
consuming and error-prone process 
of sending manual payments through 
their banks, marketplaces could now 
manage multi-party payments with a 
few lines of code. 

Banks have seemed wanting in 
agility and innovation in financial 
technology, especially when it comes 
to that used by sellers. Why is this? 
We think these banks are in the dol-
drums thanks to a lack of emphasis 
on technical expertise (including 
reliance on outsourced technology). 
They are ignoring the very telling 
leading edge of the market and failing 
to empower the types of people who 
drive progress. 

Stripe has benefited from living 
directly in the center of a generation 
of entrepreneurs, who are pushing 
technology boundaries. In order to 
understand the developments of the 
market and build products that solve 
needs and drive change, you need two-
way interaction with fellow disruptive 
businesses. By narrowly focusing on 
existing big players and large accounts, 
banks have lost the connection with 
those who inspire innovation.

eToro, which has raised $31.5 million 
in venture capital, encourages digital 
native novices to try out stock trading 
by allowing them to see how popular 
investors in the space trade and then 
copy them. The site claims to be the 
world’s largest social investment net-
work, with more than three million us-
ers across 200 countries. The number 
of active users jumped from 107,980 in 
September 2012 to 191,273 in September 
2013, representing 77% year-on-year 
growth. The site’s number of mobile 
users jumped 178% in the last year.

The majority of eToro users are 
under 35. We created a platform and 
suddenly an entire generation isn’t 
connected with traditional brokerages 
anymore. Our users are willing to share 
information online and make actionable 
investments in real time.

This has led to new approaches to 
investment: People have the ability to 
see, follow and copy what everybody 
else is doing. It is much quicker to learn 
from everybody else, to learn by observ-
ing and copying other investors.

The combination of a new layer of 
information — social investment info 
together with user experience — is more 
relevant for the Facebook generation. 
Our users are not basing trades only on 
financial analysis, but also on brand love. 
They are buying tech stocks because 

they love Apple products, Facebook and 
LinkedIn. This is a big part of disrupting 
financial services: the move from only 
economic rationalism to investing in 
companies with great products.

On the social web, with the digital 
native generation, it is not about finan-
cial results only but whether I love the 
product or do I connect to their brands. 
Digital natives want products with the 
same values and the DNA they have. 
Apple has our DNA, Facebook has our 
DNA, but a bank’s DNA is a very, very 
different DNA. We don’t need advisors 
in suits with gray hair to tell us what to 
do. If the real people using the products 
of companies were the owners of the 
shares, they would drive the markets. 
Today in most countries a handful of 
big financial institutions hold the ma-
jority of the funds — they represent 
everybody. People tell them, ‘take my 
money and do what you want,’ but all 
these institutions care about are finan-
cial results. There is a lack of emotion 
and connectivity.

The financial markets are still the 
driving force of the global economy. But 
what if the financial markets looked like 
the Web does? The point is this genera-
tion gap will disrupt the markets. It is 
just a question of how big this wave is 
going to be and which surf boards will 
be used to ride it. 

Stripe Co-Founder  
John Collison On Why 
Banks Are Not Leading 
In Payments

eToro CEO Yoni Assia On 
Why Social, Digital and 
Mobile Are Transforming 
Stock Trading

Stripe, whose investors include Peter Thiel, Max Levchin, 
Elon Musk, Sequoia Capital and Andreessen Horowitz, is 
available in the U.S., Canada and the UK and is in private beta 
in Ireland and France.

John and Patrick 
Collison, co-founders 
of consumer  
mobile payments 
company Stripe.

eToro CEO Yoni Assia (right) with 
Ronen Assia, his brother and eToro 
co-founder, chief product officer, 
and board member. 

Is traditional banking as we know 
it over?

While the small but fast-growing army 
of start-ups isn’t yet a significant threat 
to financial services institutions, there’s 
little doubt that it will forever change the 
nature of banking.

Google Wallet, which enables users to 
send money using Gmail to friends and 
family in the U.S., and Dwolla, which re-
places “hidden” bank transaction charges 
with low, flat fees, are gaining traction 
with consumers. So are a growing number 
of consumer mobile payments services 
such as Square, iZettle, Stripe, mPowa, 
SumUp, payleven and others which tar-
get small and medium-sized businesses. 
Cross-border payments companies such 
as Index-backed TransferWise, a peer-to-
peer service that allows people to transfer 
money more cheaply; B2B international 
transfer services like The Currency Cloud 
and Earthport; as well as direct debit pro-
cessor GoCardless, which enables smaller 
merchants to set up interbank transfers for 
customers, are also disrupting the market.

Meanwhile, following the financial 
crisis, banks have retreated from the un-
secured loans market and requirements 
that they hold more capital against riskier 
forms of lending. Peer-to-peer lending 
platforms have filled the gap. But they 
don’t have to be competitors.

The message to banks is “partner 
with us,” says Lending Club’s Renaud 
Laplanche. “We have proven we can 
originate loans at a lower cost than the 
banks. The banks should benefit from it 
and become investors in our platform and 
capture the extra spread.”

Even the staid worlds of wealth man-
agement and insurance are being im-
pacted by Big Data plays. Index-backed 
Novus, a portfolio analytics company 
founded by technologists and data sci-
entists, enables top hedge funds, pensions 
and other institutional investors generate 
higher returns. And Addepar, co-founded 
by Silicon Valley serial entrepreneur-
turned-VC Joe Lonsdale, a scheduled 
speaker at Web Summit, is building a 
digital platform to make private wealth 
management more efficient.

Against this backdrop financial institu-
tions are starting to piggy-back on start-
up innovation to counter the threat to 
their future market share.

“The model of the market used to be 
hierarchical so the payments systems 
were part of the hierarchy — they were 
like building blocks and owned by the 
same people: the banks,” says economist 
and technologist JP Rangaswami, chief 

scientist at Salesforce.com and a scheduled 
speaker at Web Summit.  “But now there 
are new entrants in their market, doing 
things [the banks] used to do, faster, cheap-
er, better. Before our eyes the hierarchy is 
morphing slowly into a much more adap-
tive ecosystem, into a network of small 
pieces, loosely joined, and not all those 
pieces will be [controlled by the banks]. 
The way you deliver a service now is not 
by full vertical integration, but by the right 
partnerships and alliances — and we’ve 
only seen the beginning of that trend.”

As Square, PayPal and other U.S. com-
panies gear up to expand internation-
ally, iZettle, which has launched in nine 
markets, including Brazil, announced in 
February, a strategic investment of ¤5 
million ($6.6 million) from Banco San-
tander, the leading bank in the Eurozone 
by market cap and the largest financial 
group in Spain and Latin America.

The deal enables self-employed profes-
sionals and small merchants to accept 
card payments via smartphones and tab-
lets using iZettle’s Chip & PIN reader. 
For Banco Santander the interest is clear: 
in Spain alone there are more than one 
million self-employed professionals and 
micro-companies that need an option 
that is more flexible than conventional 
card terminals.

Others have announced similar ar-
rangements. In October 2012, UK-based 
mobile payments firm mPowa signed a 
deal to supply its devices and payments 
infrastructure to First National Bank in 
South Africa. It has also signed an agree-
ment with Portugal Telecom. mPowa’s 
CEO Dan Wagner says further, similar 
deals will follow. “We’re in negotiations 
with many banks and telcos around the 
world right now and we have plenty of 
opportunities that are under negotiation 
globally,” he reveals. Meanwhile, another 
Square competitor, SumUp, which ena-
bles merchants to take debit and credit 
card payments with their smartphones or 
tablets, announced a Series B investment 
round led by American Express and Grou-
pon in May. That was followed by news, in 
July, that BBVA, which provides financial 
services in more 30 countries, had also 
invested in SumUp to help the company’s 
planned rollout into South America.

 Such alliances are part of a growing 
trend: banks are realizing that they can’t 
do it all and if they are to retain the mil-
lennium generation as future customers 
they will have to partner with nimbler 
start-ups to develop services that are at-
tractive to digital natives.

It’s taken start-ups to shake up the in-

Disrupting 
Financial Services

dustry because banks have plainly had 
no incentive to disrupt themselves, says 
Tyler Sosin, a London-based associate 
with venture capital firm Accel Partners. 
Sosin works closely with the GoCardless 
team, in which Accel led a $1.5 million 
investment round last year. “It’s one of 
these innovator dilemma issues: why 
would you disrupt an existing business 
model that’s worked so well for you?” he 
asks. “The new players in the space, who 
don’t have the fixed costs of the banks, 
can come in and offer something that’s 
focused on one area and be able to provide 
much better value.”

iZettle’s CEO Jacob de Geer says that 
while banks have been very effective at 
servicing mid-tier and larger companies 
with payment solutions, they have been 
rather less adept at finding ways to reach 
merchants and more mobile small busi-
nesses. “That’s where companies like 
iZettle are really disruptive,” he says. 
“We can reach out to these smaller com-
panies. There are still 20 million com-
panies across Europe which still don’t 
accept card payments, and typically they 
account for 20%-30% of GDP of any given 
market. Then if you look at a market like 
Mexico, you can see almost all companies 
are SMEs and they account for about 70% 
of all employment, so they are very sig-
nificant, but very hard and expensive to 
reach for a traditional bank, given their 
set-up and sales methods.

“So why this cooperation is so excit-
ing for Santander, and us, is being able to 
reach out to a totally new target group in a 
very cost-efficient way,” he says. “It’s also 
a fantastic way for them to leverage their 
installed base of issued cards in the mar-
kets. The infrastructure’s already there 
and they can boost their revenue by bring-
ing more acceptance devices to the mar-
kets.” The next step will be for payment 
providers to start offering value-added 
services based on customer analytics.

Legacy businesses, such as banks and 
telcos, find it hard to innovate and develop 
such services, argues de Geer. “[Innova-
tion] is not really in their DNA,” he claims. 
“It’s extremely hard to innovate from 
within an organization. The payments 
industry right now is being disrupted 

Dwolla  Online payment system

Stripe  Online payments platform targeted at developers

Wonga   Digital, real-time short-term loans for consumers and businesses

Adyen  Online payment system

Billguard   Free credit and debit card protection; scans statements for 
fraudulent charges

eToro  Social investment network

iZettle   Payment processing via mobile phone and card reader

The Currency Cloud   Makes international payments and transfers simple

Payoneer  Enables easy and safe global payments

SumUp   Payment processing via mobile phone and card reader

Currency Fair  Peer-to-peer foreign exchange

COMPANY WHAT IT DOES

 
BY  JAMES SILVER AND JENNIFER L. SCHENKER

from many angles. Every part and aspect 
of banking will be challenged in the next 
few years; just look at what [online social 
trading and investment network] eToro’s 
done for trading — it gives a pretty good 
indication of what’s to come in banking 
services. So the combination of the incum-
bent and innovator is extremely dynamic.”

Another underlying reason for banks 
partnering with start-ups is speed. In an 
age of disruption, says mPowa’s Wag-
ner, first-mover advantage is critical. 
“[Banks] recognize that market entrants 
could come into their space and capture 
a large chunk of customers before they’ve 
had a chance to get their act together. 
That gives an opportunity to new market 
entrants like us, who are providing a ser-
vice to them, to say you don’t need to build 
this yourself, we’ll build it for you. In fact 
we’ve already built it for you, we just need 
to integrate it into your ... infrastructure 
and then you’re off to the races.”

FX companies are also forging strategic 
partnerships with banks. The Currency 
Cloud, for example, has already done deals 
with Fidor and Sofort banks in Germany 
and CEO Mike Laven says the company is 
currently in discussions with three other 
medium-sized European banks. “Our the-
sis is that in the cross-border payments 
area, people pay too much and it’s too dif-
ficult. Our intention is to make it easier 
and cheaper and if we can help a bank to 
do that instead, then in some ways we’ve 
achieved our purpose as well.”

Start-ups are clearly benefiting from 
pent-up demand from corporates and 
individuals alike. “Today’s tech-literate 
customers expect transparency, multi-
channel access and specially-tailored 
rates. Businesses that cannot offer those 
services — whether taking or accepting 
payments, extending loans, or providing 
insurance or wealth management prod-
ucts — are doomed to lag behind and 
eventually fail,” Jan Hammer, a partner at 
Index Ventures, argues in a blog. “Against 
a backdrop of such far-reaching upheaval, 
two things are certain: no aspect of finan-
cial services will be immune. And this is 
just the start.”

SOME OF THE FINTECH COMPANIES EXPECTED AT WEB SUMMIT
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In 2006 Scott Harrison began to won-
der what his legacy would be. So, he 
disrupted his life as a New York City 
nightclub promoter with the idea of 
disrupting philanthropy. Seven years 
on he has, by all accounts, succeeded.

“I got people drunk for a living,” says 
Harrison, a scheduled speaker at the 
Web Summit, a Dublin conference to be 
held October 30th-31st that’s expected 
to attract some 10,000 attendees this 
year. “I spent ten years throwing par-
ties and inviting people so they could 
escape their lives. I was in a situation 
where getting beyond the velvet rope 
and paying $20 for a cocktail meant your 
life had meaning.”

That period in Harrison’s life, which 
included the use of cocaine, ecstasy and 
other drugs, came to a screeching halt 
following what he has calls a “crisis of con-
science.” What came next is a page out of 
the annals of redemption: a life-changing 
period working off the coast of Liberia 
with Mercy Ships, an organization that 
offers free medical care around the world 
on a floating hospital. (Harrison says he 
dropped all his vices upon starting with 
Mercy Ships, but not before “one last hur-
rah that included too many beers and two 
or three packs of cigarettes.”) The Mercy 
Ships experience in turn led in 2007 to the 
founding of charity: water, a non-profit 

charity: water Convinces 
Geeks To Give Back

Hands-on trips like one organized in May to Ethiopia, which raised the biggest investment in charity: water to date tied to a single trip, together with Harrison’s commitment 
to transparency, have made him and his non-profit popular with techies (one-third of the money to cover operations has come from large donors in Silicon Valley).
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that raises money to dig wells and build 
filtration systems and other means to bring 
underserved people clean drinking water.

His passion for the project has proved 
contagious: Harrison has taken about 
400 potential big donors on trips — in-
cluding some of the tech sector’s most 
successful founders — to countries 
where charity: water has funded water 
projects, with everybody paying their 
own way, so they can see firsthand what 
has been accomplished.

“Almost everybody calls it life chang-
ing,” says Harrison. “It’s one thing for me 
to show a lot of pictures of dirty water 
on a laptop or to say there are leeches in 
the water. It’s another thing to see for 
yourself a 60-year-old woman who has to 
walk many miles a day to get clean water.”

Hands-on trips like one organized in 
May to Ethiopia, which raised the big-
gest investment in charity: water to date 
tied to a single trip, together with Harri-
son’s commitment to transparency, have 
made him and his non-profit popular with 
tec-hies (one-third of the money to cover 
operations has come from large donors 
in Silicon Valley). The Ethiopia trip in-
cluded Paddy Cosgrave, the founder of 
Web Summit, and a group of high-profile 
Silicon Valley and European tech en-
trepreneurs including Errol Damelin, 
founder and CEO of Wonga; Daniel Ek, 

Scott Harrison, founder of charity: water, a non-profit that raises money to dig wells and build filtration systems 
and other means to bring underserved people clean drinking water.

Silicon Valley is home to similar ini-
tiatives; these include Entrepreneurs’ 
Foundation of SVCF, a Silicon Valley-
based not-for profit 501(c)(3) public 
charity that is now part of Silicon Val-
ley Community Foundation; and 1% 
of Nothing, which was co-founded by 
Harrison; Shervin Pishevar; UK tech en-
trepreneur Matt Galligan; and Michael 
Birch, the founder of social network 
Bebo, which was sold to AOL in 2008 
for $850 million and this year repur-
chased by Birch for $1 million.

The topic of giving back is one that 
is expected to be discussed during 
F.ounders, an invitation-only event or-
ganized by Web Summit’s Cosgrave, to 
be held on November 1st and 2nd with 
some 450 leaders in their fields. Pishe-
var and Harrison are scheduled to be 
among them. 

 CHARITY POWERHOUSE                                    

“In Liberia on that first trip my heart 
broke,” says Harrison, 38, who serves 
as charity: water’s chief executive. “I 
saw humanitarians helping people and I 
wanted to do that for the rest of my life. I 
realized there weren’t charities bursting 
at the seams with innovation, inspiration 
and a feeling that anything is possible.”

And so he set out to be all that in a bid 
to raise awareness and convince potential 

donors large and small that everybody in 
the world should have easy access to clean 
water. An early campaign in New York 
City’s parks had charity: water juxtapos-
ing tanks of discolored water with photos 
of people around the world drinking dirty 
water. Harrison and his colleagues asked 
passersby if they would drink the water 
in the tanks; the obvious answer was fol-
lowed by a call for a donation.

From that modest beginning came a 
charity powerhouse that has raised $100 
million in seven years. The non-profit is 
on track to raise $40 million this year and 
Harrison has set the goal of getting donors 
to give $100 million in 2015, what he calls 
“ambitious, but achievable.” With those 
funds charity: water wants to help 100 mil-
lion people get clean water in the next dec-
ade. So far, 9,000 projects in 20 countries 
have brought clean water to 3.3 million 
people who didn’t have easy access to it.

Almost 90% of charity: water’s budget 
is spent on programs, according to charity 
rater Charity Navigator, which has given 
the non-profit its top four-star rating, 
including a perfect score in transparency 
and accountability.

“When I started seven years ago there 
was a real disengagement with charities,” 
says Harrison. “I continued to hear about 
the black hole problem: ‘I give money to 
charity and I don’t know where it’s go-
ing, they are inefficient and the CEOs get 

paid too much.’ I thought a good way to 
get around this was to separate charity: 
water’s finances between operations and 
projects in the field.”

This seemingly small idea — assuring 
the mass of regular donors that 100% of 
their donation is going to bringing peo-
ple clean drinking water and covering 
operating costs with large gifts from 100 
individuals and companies — proved to be 
a winner for Harrison. The large donors, 
called well members, pledge to give at 
least $24,000 a year for three years to 
cover charity: water’s operations, includ-

ing Harrison’s $195,000 salary (a survey 
by Professionals for NonProfits showed 
CEOs of New York-based non-profits 
with charity: water’s budget usually make 
between $240,000-$280,000) and those 
of his 66 employees.

Separating the finances was but one 
of many innovative ideas Harrison has 
come up with.

“I think I just came at it so differently 
because of my background,” says Har-
rison. “We don’t know what traditional 
fund-raising looks like. Not having a back-
ground in international development or 
fund-raising helped because in some ways 
I didn’t know any better. I have never 
responded to direct mail and I don’t know 
anybody who does so. When I started the 
organization I said we’re not going to do 
that, we’re going to find new things to get 
people excited and engaged in the issue.”

One way charity: water does that 
is by sending donors photos and GPS 
coordinates of the wells their money 
helped build. Harrison has also found 
fund-raising success by encouraging 
people having a birthday to ask friends 
not to give a gift, but instead to do-
nate the number of dollars (or euros 
or pounds) equivalent to the birthday 
being celebrated.

Harrison — in conjunction with 1% of 
Nothing — is also working to get start-ups 
to donate 1% of their equity to charity: wa-
ter. The non-profit receives money from 
a payout if and when the equity stake is 
sold in an IPO or other operation.

Like many charities, charity: water 
has turned to social media to promote 
its cause, and raise funds. However, few 
have been as successful. A current cam-
paign called Water Forward, on the other 
hand, has raised almost $1 million for the 
organization, which developed the idea 
together with Monkey Inferno, an incuba-
tor created by Bebo founder Birch.

 “We’re absolutely looking to get 
more Europeans involved,” says Har-
rison. “I was in Berlin earlier this year 
meeting entrepreneurs there. The values 
of transparency and efficiency are not 
limited to Silicon Valley or Silicon Alley 
in New York.”

Following the trip to Ethiopia, Mind 
Candy’s foundation made a gift to spon-
sor a school project and Tim Ferriss, 
the author of “The 4-Hour Workweek,” 
raised $107,000 in a campaign linked to 
his 36th birthday.

Before the Ethiopia trip Wonga’s 
Damelin raised $76,000 for charity: 
water in conjunction with a marathon 
he ran in Antarctica while Birch and his 
wife have donated $6 million in seven 
years and have pledged $4 million more.

Harrison’s success in getting Birch 
and other millionaires to continue cover-
ing overheads while smaller donations 
keep flowing in will ultimately deter-
mine the former nightclub promoter’s 
legacy and just how much he manages to  
disrupt philanthropy.

charity: water wants to help 100 million people get clean water in the next decade. So far, 9,000 projects in 
20 countries have brought clean water to 3.3 million people who didn’t have easy access to it.

founder and CEO of Spotify, and Michael 
Acton Smith, founder and CEO of Mind 
Candy. (These European tech stars are 
among those scheduled to attend this 
year’s F.ounders conference in Dublin.)

It is no accident that start-ups in the 
pipeline for big exits are getting involved 
in giving back. Like big-name Silicon Val-
ley tech entrepreneurs and investors, 
they are thinking about not just their 
companies’ but their own legacies. (See 
the story on pages one and 23). It is no 
longer necessary to wait to have the suc-
cess of a Bill Gates or Sergey Brin to fund 
charities. The Israeli founders of Waze 
and the company’s investors were not 

the only ones to benefit when Google 
earlier this year acquired the smartphone 
navigation app for about $1 billion. Some 
of Israel’s most disadvantaged kids also 
reaped rewards, thanks to Tmura, which 
for the past decade has offered high-tech 
entrepreneurs the opportunity to donate 
their start-ups’ shares or stock options 
— as Waze did two years ago — with the 
eventual proceeds going to charity. More 
than 300 donations have been made since 
Tmura launched in 2002 with almost 50 
payouts. The sale of the stake in Waze 
netted Tmura $1.5 million, its biggest 
ever, and brought its total donations to 
$9 billion.

“In Liberia on that first trip 
my heart broke,” says Scott 
Harrison, 38, who serves as 
charity: water’s chief executive. 
“I saw humanitarians helping 
people and I wanted to do that 
for the rest of my life. I realized 
there weren’t charities bursting 
at the seams with innovation, 
inspiration and a feeling that 
anything is possible.”
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dustries. It was Michael Milken who 
said there are five key industries in the 
world: finance, education, healthcare, 
government and energy. If you can fix 
these five industries you can impact the 
prosperity of the world as a whole, do 
some real good and have real impact 
so that is what I am focusing on,” says 
Lonsdale. (See the full interview with 
Lonsdale on page 3.) 

Niklas Zennström, co-founder of 
Skype, which gave the world free voice 
services and has now been folded into 
Microsoft, has his own theories about 
what it takes to build lasting companies. “I 

don’t want to call out specific companies, 
but there are three key characteristics 
that make it much more likely that com-
panies will find lasting success, and which 
we look for when we invest in growth 
companies,” says Zennström, a scheduled 
speaker at Web Summit and cofounder 
of London-based growth investment 
firm Atomico.

“First is the combination of real tech-
nological innovation with a product that 
people keep coming back to, and a strong 
brand which is truly loved by users and 
customers — having all of these is really 
powerful, “says Zennström. “Second is the 
right company culture. You can immedi-
ately tell when a founder cares deeply and 
personally about creating an environment 
that will keep them and their team happy 
for a long time.”

The third is the right approach to 
international expansion, which is abso-
lutely key to becoming a long-term global 
leader. “Japan has the highest mobile 
monetization in the world, China has the 
greatest number of Internet users in the 
world, Brazil is the number two country 
for social media. Success in those kinds 
of markets, as well as across Europe, isn’t 
easy — but it’s key,” he says.

“So when you ask how Europe can 
build more companies to last, I think 
having that global ambition is absolutely 
critical,” says Zennström. “That doesn’t 
mean you start finding customers in China 
on day one of your company, but it does 
mean thinking internationally from the 
outset. There’s no single center of gravity 
in the technology world, and wherever I 
travel, from Europe to Latin America to 
Asia I meet amazing entrepreneurs who 
are trying to disrupt established markets. 
We see companies from all over the world 

becoming global leaders.”
Libin says he wants Evernote, a suite 

of software and services for note-taking 
and archiving, to become a global leader 
with staying power by building a deep 
brand. “I want Evernote to be tied to an 
effortless level of productivity,” he says.

And, he wants his company to be in-
fused with design thinking. While he used 
to think about design as visual appear-
ance, Libin says he now understands that 
design is at the base of everything, from 
financial models to the way you run a 
board meeting. “So, he says, “I need to 
surround myself with people who are 
great at all those things.”

An outside perspective is equally key. 
The ability for companies to outsource 
specific R&D problems to teams from 
different disciples that self assemble in 
the cloud will play a big role in keeping 
companies innovative, predicts Nava 
Aviv, an Israeli tech entrepreneur with 
degrees in clinical psychology and com-
puter science.

But unless management remains open 
and is ready to listen to outsiders, all is for 
naught. Aviv, who is now working on a 

stealth-mode financial services start-up, 
has at various points in her career been 
hired to help transform industries she 
knew nothing about — everything from 
water infrastructure to the diamond in-
dustry. She likes to tell the story of how 
she traveled to Switzerland to a global 
conference of diamond dealers. The boss 
kept telling her what to say and think so, 
feeling frustrated, she wondered off on 
her own, to another part of the conference 
where stone polishers from around the 
world were gathered.

Aviv spent four hours observing the 
polishers and which booths got the most 
traffic. Her take away? That small, colored 
diamonds would be in big demand. When 
she recounted this to an industry executive 
on the train ride back to the hotel he looked 
at her with astonishment. He had just paid a 
consultant $100,000 to do a study that took 
months and reached the same conclusion.

The moral of the story is that people 
on the outside can give companies a fresh 
perspective; they notice things that people 
within a sector don’t.

Those that fail to grasp the importance 
of being open to outside views risk failure 
and obscurity.

Diamonds may be forever. Tech com-
panies? Not so much.

Niklas Zennström, founding partner of tech investment 
firm Atomico and co-founder of Skype.
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