
What will the mobile industry look 
like four years from now? The mobile 
economy is booming, growing at an 
even faster rate than expected. Recent 
research by U.S. analysts the Yankee 
Group predicts that by 2017 it will be 
valued at $3.1 trillion. That multi-tril-
lion-dollar market is starting to take 
shape as key enablers, crucially low-
latency, high-speed mobile broadband, 
start to become a reality. According 
to the Yankee Group, the broadband 
market itself is expected to account for 
$1.12 trillion by 2017.

But it is the services the broadband in-
frastructure will enable that will generate 
the most revenue — and much of that will 
be taken by interlopers from the Internet 
sector such as Apple, Google, and an army of 
developers and entrepreneurs, rather than the 
mobile operators themselves. It is telling that 
Mark Zuckerberg will give a keynote address 
at Mobile World Congress this year. Facebook 
now earns a hefty portion of its revenues from 
mobile and is having an outsized impact on 
the industry (see the story on page 7).

And, established players in the industry 
are finally recognizing the importance of 
bringing innovation in from the outside and 
giving start-ups their due. Large operators, 
such as Telefónica and Orange, are stepping 

up efforts to collaborate more closely with 
young companies (see the story on pages 4 
and 5), while the GSMA is co-sponsoring 
— for the first time — a conference within a 
conference during MWC called Four Years 
From Now, which is focused entirely on 
entrepreneurship and innovation. 4YFN, 
which is expected to attract over 1,200 start-
ups and investors, will highlight some of the 
hottest new mobile start-ups (see the story 
on page 10 and 11) and try to predict what 
the industry will look like by 2018.

In this issue of Informilo we look at 
the effect mobile will have on the gaming 
sector, which will contribute a significant 
amount to the $145 billion that apps and 
cloud are expected to generate; on mobile 

WWW.INFORMILO.COM

2018: THROUGH THE LOOKING GLASS

THE MOBILE CENTURY:
HOW TECHNOLOGY, INNOVATION  
AND START-UPS ARE FORGING THE FUTURE 

finance and commerce — predicted to ac-
count for $906 billion; and on the devices 
themselves, another $919 billion market. 
We also look at the wireless technologies 
that will underpin the Internet of Things.

The ubiquity of mobile phones could 
help solve some of the world’s most pressing 
problems, such as access to healthcare and 
education; they are also invaluable in disaster 
relief (see the story on page 21). However, 
as information released by the former U.S. 
National Security Agency contractor Ed-
ward Snowden has shown, the potential for 
substantial loss of privacy and intrusion is 
greatly multiplied by location-aware devices 
that are always with us. Such issues will re-
quire new privacy frameworks and political 
mechanisms to protect consumers without 
curtailing the benefits. (See the guest essay 
by European Commission Vice-President 
Viviane Reding on page 22.)

 NETWORK CONGESTION UP AHEAD 

The reality of an always-on, always-con-
nected digital future hangs on the ability 
of a network to deliver. But networks are 
already struggling to cope with ever-in-
creasing data demands from smart devices 
and will have to weather the double blow 
of not only more people coming on line 
but, as smartphone technologies improve, 
everyone consuming ever more data.

According to a January 2014 report by 
eMarketer, more than 2.23 billion people 
worldwide, or 48.9% of mobile phone users, 
will go online via mobile at least monthly 
in 2014, and over half of the mobile audi-
ence will use the mobile Internet next year. 
The rate of growth of smartphone penetra-
tion may be slowing but assuming trends 
continue as projected by eMarketer, then 
the total number of mobile internet users 
globally will top 3.3 billion by 2018, a 48% 
increase from today’s projected figures.

However as a 2013 report (Smartphones 
Trump Tablets — Recent trends in extreme 
data) by network specialist Arieso showed, 
in the four years between the release of the 
iPhone 3G and the iPhone 5, data consump-
tion per device increased 400%. Although 
iPhone data growth was faster than that of 
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other devices such as Android or Blackber-
ry, even conservatively the amount of data 
consumed per device increases by a factor 
of between 1.5x and 2x every two years.

If that rule holds true then between 
2014 and 2018 networks will have to cope 
with 48% more users than today who 
could together consume anywhere be-
tween 300% and nearly 600% more data.

The reality is that today’s one-size-
fits-all network structures are simply 
not going to be able to cope, says Daryl 
Schoolar, Principal Analyst, Wireless 
Infrastructure, at research firm Ovum.

“There will be a hetnet,” he says. 
Hetnets — short for heterogeneous 
network — deploy a mix of technolo-
gies, frequencies, cell sizes and network 
architectures — everything from today’s 
conventional macro cells (think a tradi-
tional cell tower) through to small, local 
cells (anything from domestic picocells 
to microcells covering larger shared ar-
eas such as shopping malls) as well as 
Wi-Fi connectivity.

What this means for developers is a 
much more complicated picture than 
exists today. “Mobile applications will 
have to run across macro cells, small 
cells that support licensed spectrum or 
even a carrier-wide Wi-Fi points.” While 
hardware will handle the mechanics of 
switching, Schoolar points out that the 
features offered by each type of cell may 
not be equal. For example, technologies 
to reduce the network burden on mac-
rocells, such as content caching, may 
not be available on microcells or Wi-Fi. 
Developers would be wise to work with 
network operators on optimizing their 
applications, he suggested.

Schoolar says the underlying cellular 
technology will still be LTE. The much-
talked-about 5G technology (see panel) 
“will still be a unicorn. I don’t expect any-
thing on that for at least a decade,” he says.

Instead, he expects LTE-Advanced to 
help manage demand. LTE-Advanced can 
— theoretically, at least — offer download 
speeds up to three gigabits per second and 
upload at 1.5 Gb/s. (By comparison, LTE 
maxes out at around 300 Mb/s for down 
and 75 Mb/s up.) But importantly LTE-A 
also includes new transmission protocols 
and multiple-antenna schemes that enable 
smoother handoffs between cells, increase 
throughput at cell edges, and greater data 
density per hertz of spectrum.

By 2018, according to ABI Research, 
global LTE-Advanced connections will 
approach 500 million — about five times 
as many as LTE can claim today.

Even so, “globally speaking more peo-
ple will still not be on LTE than will be on 
it, even in four years’ time,” says Schoolar.

But he predicts that despite advances 
in technologies and better traffic manage-
ment, the problem of network congestion 
will still be as big an issue in four years as it 
is today. “It is a bit like building a new lane 
on a highway to alleviate traffic. In a few 
months that lane is as congested as the old 
ones were,” he says.

 HANDSETS: WILL THE EYES HAVE IT? 

If we look forward to 2018, what can 
we expect in the way of devices? Accord-
ing to analysts, don’t expect too much to 
have changed in your smartphone.

Since 2007 and the iPhone every smart-
phone has been a variation on a theme by 
Jobs: rectangular, with a touch screen (some 
with, most without, a physical keyboard).

“Essentially we have something like 
a TV or a washing machine — a very es-
tablished paradigm,” says Ben Woods of 
research firm CCS Insights.

But if the form factor isn’t going to 
change, what about how we interact with 
the device? 2018 will see at least two more 
iterations of Moore’s Law, resulting in 
a four-fold increase in available power. 
ARM, the predominant designer of smart-
phone chips, has already introduced 64-
bit designs such as Apple’s A7, found in 
the iPhone 5S; Samsung has hinted it may 

follow suit. While the switch from 32- to 
64-bit architecture does not itself deliver 
huge benefits, by 2018 the operating sys-
tem and other necessary tweaks will be 
long established. How will that be used?

At the start of the year Intel created a 
buzz with its announcement of on-device 
speech recognition. With a hat tip to Iron 
Man, the device, called Jarvis, uses Intel’s 
mobile processor rather than services 
such as Apple’s Siri, which relies on cloud-
based processing.

Don’t expect too much, says Tony 
Cripps, a principal analyst at Ovum. “In 
most instances there are better and more 
efficient ways to get to the kind of infor-
mation that you want with the kind of 
interfaces available today.

“One of the issues with it is that it is 
not really reliable relative to using a touch 
screen interface. You can be pretty sure 
that when you interact with your [touch 
screen] device it does what you expect it 

to do. We are not at that kind of level of 
reliability with voice.”

Other interfaces have shown promise. 
Samsung launched a version of its popular 
Galaxy smartphone with eye tracking 
built in, but it only worked on Samsung’s 
own apps. An Israeli start-up, Umoove, is 
making its technology available to any de-
veloper on any platform with any phone 
that has a camera.

The aim, says Umoove Co-Founder 
Tuvia Elbaum, is not to replace existing 
interfaces, but to add to them. “There 
are times when it is easier to use touch, 
but plenty of times, say when scrolling 
through a long list, using eye tracking is 
a lot quicker and easier,” he says.

If smartphones aren’t going to be sub-
ject to any major burst of innovation, what 
will? The obvious market primed for a 
Cambrian explosion is wearables. “It is 
absolute chaos,” says Woods. “It is the 
Wild West. It is totally up for grabs.”

According to Juniper Research the 
global market for wearable technology 
will hit $1.4 billion in 2014 but by 2018, 
that figure will top $19 billion. Smart 
glasses such as those using Google Glass 
will reach 10 million annual shipments, 
compared with around 87,000 last year, 
the company predicts. A 2013 report by 
IMS Research was even more bullish. By 
2018, analysts predicted, unit shipments 
are forecast to reach 210 million, driving 
$30 billion in revenue.

But Morgan Stanley trumps both of 
them if Apple’s widely-predicted iWatch 
goes on sale. Given Apple’s appointment 
of leading figures from the fashion and 
medical industries — former YSL CEO 
Paul Deneve, medical devices special-
ist Michael O’Reilly, and ex-Nike design 
director Ben Shaffer — that’s not unrea-
sonable. Morgan Stanley analyst Katy 
Huberty predicted $17.5 billion in sales of 
the iWatch alone in its first year.

Others are less certain. “We are in this 
chaotic period of extreme innovation. 
This is either the Emperor’s new clothes, 
we will find out in two years that we have 
a smartphone and — some of the fitness 

devices aside — we don’t need all of these 
devices, or else they really do change our 
lives,” says Woods.

Underlying any discussion of devices 
is the inevitable battle of the operating 
systems and manufacturers. Hopes that 
fragmentation will have eased and the 
emergence of “one code to bind them all” 
in the shape of HTML5 are misplaced.

“We are unrealistic if we think there 
is going to be some common language 
like HTML5 that will just deliver content 
from a three-inch screen to a 300-inch 
screen,” says Woods.

“I could not make a business case to put 
significant resources to HLTM5 today, or 
in four years.”

Instead, the landscape will remain as 
it is today — native apps divided between 
the two giants, Apple and Google, with 
Microsoft a distant third. No one is pre-
dicting an end to the duopoly.

Finally, what handset makers can we 
expect to see surviving the next four years? 
If history is a predictor of the future, then 
manufacturers lacking a broad and diver-
sified portfolio of products across multi-
ple device categories are going to suffer. 
“Manufacturers that are only smartphone 
makers — there is no reason to think that 
life is going to get any easier in the future,” 
said Cripps.

 MORE, SIMPLER AND SMARTER APPS 

Predicting the kind of services that 
will be available on smartphones and 
connected devices is nigh on impossible. 
But there are some macro trends that are 
beginning to emerge.

Given the unlikelihood of HTML5 gain-
ing any real traction, native apps will con-
tinue to be the dominant way users will 
interact with services. Analysts Gartner 
Group predict that by 2017, mobile apps will 
be downloaded more than 268 billion times, 
generating revenue of more than $77 billion. 
Mobile users will provide personalized data 
streams to more than 100 apps and services 
every day; 50% of those interactions will 
take place from wearable devices.

Users can expect to see more, but sim-
pler, apps, says Ciarán O’Leary of Berlin-
based Venture Capital firm Earlybird, 
“We will see a move from rich, compli-
cated applications, to extremely narrow 
and simple ones. Facebook’s Paper app is 
an example. Look at WhatsApp; why is 
that so successful compared to some of 
the much more powerful applications?”

This point is echoed by analyst Ben-
edict Evans, who wrote: “On a smart-
phone, it’s almost always easier to press 
the ‘home’ button and launch another app 
than dig into an app’s own menu system.”

But apps will need to get a lot smarter, 
said O’Leary. We will see “applications 
that serve you. Take Foursquare. You 
used to have to check in. Now the only 
reason to go to Foursquare is to get tai-
lored recommendations based on your 
history, your friends, what is trending. 
Or look at Google Now. This understand-
ing of what the user wants will apply to 
all verticals. This whole philosophy of 
serving will be huge on mobile.”

 LIKE REALITY, BUT BETTER 

To date attempts to overlay real life 
with an information layer have been 
clumsy, relying as they do on holding up 
your smartphone and using its camera 
and screen. As a result it is technology 
that, for consumers at least, has struggled 
to gain traction.

However devices like Google Glass, a 
wearable computer with an optical head-
mounted display, offer to deliver on the 
promise of augmented reality (AR). Al-
ready companies such as the Israeli start-up 
InfinityAR are building the software that 
integrates augmented reality functionality 
into hardware devices. 

Opinion is widely divided on such 
devices. Even though the most useful if 
controversial function, facial recognition, 
has been ruled out by Google, substantial 
privacy issues remain.

Brent Hoberman, the co-founder of 
PROfounders Capital, a London-based 
VC firm, says a lack of suitable applica-
tions has to date hindered AR. But he 
suggests that while the current imple-
mentation of Glass is unlikely to gain 
widespread adoption, “eventually it will 
get small enough to be built into your 
Ray-Bans.” Combining that with ser-
vices like YPlan, which allows users to 
buy last-minute tickets at theaters and 
other live events, does make a compelling 
case, he says.

Earlybird’s O’Leary is less convinced. 
“Google Glass is not going to be cool for 
quite some time. For it to be in the consumer 
space it will have to be a lot less conspicu-
ous.” Like many others he flagged up the 
not-inconsiderable privacy and cultural 
issues surrounding the device. Not for noth-
ing are users known as “glassholes,” he says.

 2018 AND BEYOND 

History has a way of repeating itself. As 
we stand on the cusp of the next phase of 
communication, it is interesting to note 
that it was the telegraph, and not the 
telephone, that did most to change the 
world. The telephone was, in essence, a 
better telegraph. It was the telegraph that 
brought us “instant” news — of wars or 
stock prices. It was data that transformed 
the last century. It will be data that trans-
forms this one.

5G

5G, is the name given to the next 
generation of mobile devices. Although 
still in concept at the moment, 5G 
specifications call for:

- Immersive experience: at least 1 Gb/s or 
more data rates to support ultra-HD video.
- Fiber-like user experience: 10 Gb/s data 
rates to support cloud services.
-  Zero latency and response times: less than 

one millisecond latency to support real-
time mobile control and vehicle-to-vehicle 
applications and communications

-  Zero-second switching: sub-10 millisecond 
switching time between different 
technologies to ensure a seamless delivery 
of services.

-  Massive capacity and always-on: need to 
support several billions of applications and 
hundreds of billions of machines.

- Energy consumption: energy-per-bit usage 
should be reduced by a factor of 1,000.

No one technology can deliver that, to say 
nothing of the huge demands to be made 
on spectrum, so 5G is likely to comprise a 
heterogeneous network of small cells, Wi-Fi, 
LTE and other new technologies.

TECHNOLOGIES ON THE HORIZON

QUANTUM DOTS

Quantum dots are tiny nanocrystals, 
produced either inorganically using 
chemicals such as zinc sulphide, 
lead sulphide, cadmium selenide 
and indium phosphide, or organically 
using peptide strings. Varying in size 
from 2-10nm, dots have a variety of 
applications, from displays through 
to high-capacity batteries and even 
medical applications.

In displays, dots can be made to emit light 
at particular frequencies with exceptionally 
high efficiency, making them an attractive 
proposition.

Demonstrations of organic dots, from the 
Israeli start-up Store Dot, showed that a 
battery could have a five-fold increase in 
power. Applications could include a mobile 
phone battery that can be fully charged in 
seven minutes.

Google Glass: Analysts at Juniper Research predict that by 2018 smart glasses such as Google Glass will reach 10 
million annual shipments, up from 87,000 last year.

PICTURE: GOOGLE
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Pebble and Samsung smart watches: Estimates of the size of the wearable market by 2018 vary from $19 billion 
to $30 billion in revenue.

InfinityAR CEO Elon Landenberg: The Israeli company is building the software technology that integrates 
augmented reality functionality into hardware devices.
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 BY JENNIFER L. SCHENKER

From left to right : Ivan Smith, Ramón Sastrón and Juan Sierra, founders of zuzeen, and now COO, CEO & CTO of Rushmore. After being accepted into Wayra Spain’s 
accelerator they were mentored by an investor who connected them with the U.S.’s Rushmore. In January zuzeen announced that it had merged with Rushmore and 
raised a $1.2 million round.

Halo effect: Since being a part of Orange’s Fab accelerator revenues at the California-based Phone Halo have 
shot up from $100,000 to $1 million. Being in the program was “insanely helpful.”

Phone Halo, a Santa Barbara-based 
start-up that makes devices that let 
you keep track of your phone and eas-
ily lost or forgotten items like wallet, 
glasses and keys, jumped at the chance 
to apply to become a member of the 
Orange Fab accelerator’s first group 
of entrepreneurs.

Since joining the French telco’s accelera-
tor program in Silicon Valley the company 
has sold over 100,000 devices. Phone Halo’s 
revenues have grown from $100,000 to 
more than $1 million.

“When it comes to doing business with 
Orange [being in the accelerator] is in-
sanely helpful,” says Chris Herbert, Phone 
Halo’s CEO.

Orange, which also has programs in 
France and is opening up in Israel, Po-
land and Japan, is by no means the only 
former state-run telco to jump on the 
start-up bandwagon.

Spain’s Telefónica was first to seize the 
opportunity, launching its Wayra program 
in 2011 in Colombia, and now operates ac-
celerators in 12 countries. Some 23,000 
entrepreneurs have applied, says Gonzalo 
Martín-Villa, Wayra’s global leader. So far 
Telefónica has invested €9.7 million in 297 
start-ups.

Germany’s Deutsche Telekom has its 
hub:raum program, which supports start-
ups in Berlin, Krakow, and Tel Aviv. More 
than 30 start-ups have been through its ac-
celerator; DT has invested in eight so far. 
Vodafone's xone incubator, based in Sili-
con Valley, was launched in 2011, and now 
also works in Milan and Egypt. Vodafone 
Ventures was actually one of the earliest 
investors in mobile start-ups, starting in 
2000 and increasing its joint activities with 
VCs in 2006.

But not everyone is a fan of telco ac-
celerators. Michael Jackson, a partner at 
Luxembourg-based venture firm Mangrove 
Capital Partners, says it would make more 
sense for phone operators to spend the same 
amount but invest larger sums in a few al-
ready-established start-ups with market 
traction, rather than investing a little bit 
of money in lots of very young companies.

“It's totally absurd that mobile operators 
continue to start incubators and seed funds 

that are completely incompatible with their 
corporate structure, their shareholder desires 
and the needs of the start-ups themselves,” he 
says. “I'd much prefer that mobile network 
operators [MNOs] showed an open mind to 
offering the mobile distribution channels 
and infrastructure that are sorely needed by 
young businesses all over the world. Here 
MNOs could really contribute where they 
are strong, and benefit from the opportunities 
they can reap through close interaction with 
young, leading-edge companies.”

While opinions on the way operators 
should engage with start-ups may differ, just 
about everyone agrees that it is a good idea 
for large European companies to work more 
closely with start-ups. European start-ups 
have traditionally been at a disadvantage 
because U.S. companies buy from young 
companies and acquire them; big Europeans 
have traditionally not done so.

At the annual meeting of the World Eco-
nomic Forum in Davos, Neelie Kroes, Vice 
President of the European Commission 

and Commissioner for the Digital Agenda, 
announced the creation of the European 
Digital Forum, a think tank dedicated to 
growing Europe’s digital economy. Found-
ing partners include Telefónica and Orange. 
“Start-ups are the answers to solving our 
problems,” Kroes said in an interview with 
Informilo in Davos.

 DIALING FOR MORE THAN DOLLARS 

Companies as far apart as the UK’s 
BBC and its Worldwide Labs program, 
to Volkswagen’s ERL Technology Ac-
celerator, even to Coca Cola, which was 
reported last year to be setting up an am-

bitious nine-city program, are launching 
accelerators.

Like large corporations in just about eve-
ry sector, mobile operators now acknowl-
edge that they need to bring innovation in 
from the outside. They see start-ups as key 
to helping solve a variety of problems, in-
cluding being continuously blindsided by 
disruptive services.

Conversely, the mobile operators believe 
they have a lot to offer start-ups. “As a mem-
ber of the Start-up Europe Partnership [an-
nounced by Kroes] we will contribute to ini-
tiatives such as the Job Creator Tour, a series 
of events across Europe to connect start-ups 
with corporates and the investment com-

Operators Step On 
The Accelerator
Companies from Coca Cola to VW are 
opening accelerators, and none more so than 
Europe’s telcos, which are investing heavily

munity, which will be supported by Orange 
Fab and our venture Capital fund Iris Capi-
tal,” says Nathalie Boulanger, Senior Vice 
President, in charge of the Orange Startup 
Ecosystem within the Orange Group.

 Based on the success of the Silicon Val-
ley program Orange has decided to open 

up Fab accelerators in other markets.
“It is a journey,” says Georges Nahon, 

the CEO of Orange Silicon Valley, who 
oversees the Fab program there; Fab has 
just selected its second group of start-ups. 
“One of the reasons for doing this is to dis-
cover what we don’t know. No big company 

anywhere in the world can do it by them-
selves. We decided when we launched [the 
Fab accelerator program] that we did not 
have all of the elements of the puzzle; that 
we need to learn by doing and being suf-
ficiently open and porous in working with 
this group of entrepreneurs and in bringing 
in new product and services. After all, we 
are not Google or Facebook.”

The accelerator program has also gen-
erated interest inside the company. “It is 
a recognition that we have to have a sig-
nificant change in our culture; to open our 
windows and get fresh air in our offices and 
in our brains and understand how young 
entrepreneurs see the world,” says Nahon.

The same is true at Telefónica. While 
the upside is clear Martín-Villa says 
working with start-ups has been “in-
credibly challenging for us. We are a 
huge company that is not designed to 
easily engage with start-ups. We had very 
tight procurement processes for huge 
vendors and we realized that these did 
not work for start-ups. The good news 
is that thanks to Wayra we are starting 
to change processes officially inside Tel-
efónica and it is starting to work.”

Orange uses strict criteria to determine 
which companies get selected for its ac-
celerator, including whether it is a prod-
uct fit for Orange, product readiness, team 
background and ease of integration into 
the Orange business/infrastructure. Those 
that make the cut get free office space for 
three months, mentoring and the option of 
accepting a $20,000 convertible note. If the 
start-up raises outside funds Orange has the 
option to becomes a shareholder.

Many entrepreneurs dream of what 
Phone Halo is hoping to do: distribute its 
products to a large enterprise’s customer 
base or use its extensive network of contacts 
and suppliers.

The company, which had already sold a 
product to Verizon, knows just how tough 
it can be for a young company to sell into a 
large telco. The application paid off. Not 
only was Phone Halo accepted into Fab, it 
is now in negotiations with Orange to have 
its product distributed to the phone giant’s 
232 million customers.

“Any sales cycle with carriers is known 
to be really slow so we thought maybe this 
could be a process that could expedite 
that,” says Herbert, Phone Halo’s CEO. 
“It definitely speeded up the connection."

A start-up behind an online platform 
to put artists and bands in contact with 
their fans on the Internet is another case 
in point. It is an example of how Wayra 
accelerators can help catapult young 
companies by not only distributing their 
services but lending a hand in other 
ways. Zuzeen, a start-up launched by 
three young Spaniards, was mentored 
during its time at the Wayra accelerator 
by an investor from Kibo Ventures, one 
of the country’s most active local early-
stage funds. He introduced zuzeen to 
Betaworks, a seed-stage venture capital 
company based in New York City, which 
in turn introduced them to Rushmore, a 
U.S. start-up focused on changing the way 
fans interact with artists.

 Last year, the two companies joined 
forces together with pianist Lang Lang to 
create a unique digital experience during 
his Spanish tour. More than 40,000 fans 
on Rushmore followed Lang Lang on the 
10-day tour. In January the two start-ups 
merged, using the name Rushmore, and 
announced a $1.2 million round of funding 
led by Kibo Ventures. Kibo is part of the 
Amerigo network of funds, promoted by 
Telefónica and launched in 2012. The deal 
marked one of Amerigo's first investments 
in a Wayra start-up.

Rushmore is in talks with Telefónica 
about doing an extended campaign with 
artists, says Ivan Smith, one of zuzeen’s 
co-founders and now chief operating 
officer at the newly merged company.

Of course only a few start-ups will 
walk away with large funding rounds, 
lucrative distribution deals or trade sales. 
But the mobile operators benefit regard-
less of whether the companies admitted 
into their accelerators succeed.

“Everyone is doing it because mobile 
operators need to access start-ups for 
innovation and for internal transforma-
tion,” says Telefónica’s Martín-Villa. 
“You have better chances to be success-
ful if you have this kind of engagement 
with start-ups.”

Infantium Adaptive learning for babies and children

Audiosnaps Lets users take pictures with sound in a single, standard JPG

MyTwinPlace Home swap and home exchange site

Mint Labs Remote advanced medical image analysis and visualization platform

La Más Mona  Designer dress and accessories rental

Alise Devices  Anti-counterfeiting solution using a thin, flexible film

MamboCar  P2P car-sharing service

GreenMomit  Smart thermostat, controlled by phones and tablets

ConceptInbox  Project management, collaboration & version control for creatives

Social&Beyond Local free Wi-Fi solutions for global social media reach

Excelera Smart sensor systems integration

START-UP PITCH

Source: Wayra

START-UPS TO WATCH AT 4YFN
WAYRA DEMO DAY PARTICIPANTS

These 11 companies have just “graduated” from Wayra Spain’s accelerators in Bar-
celona and Madrid and will be pitching to national and international investors at the 
4 Years From Now Competition in Madrid.

TO ADVERTISE IN INFORMILO  
EMAIL SALES@INFORMILO.COM

TELEFÓNICA AND ORANGE ACCELERATORS SPAN THE GLOBE

ORANGE - U.S., France

ORANGE (PLANNED) - Poland, Israel, Japan

WAYRA - Mexico, Colombia, Venezula, Peru, Chile, Argentina, Brazil, Ireland, England, Germany, Czech Republic
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At the height of its dominance of the 
Web, Facebook accounted for one in 
every seven minutes spent on line. It 
accounted for three out of every four 
minutes spent on a social network. And 
then came mobile.

When the Menlo Park social media 
giant floated in May 2012 its stock price 
dropped like a stone. From a launch 
price of $38, it tanked to $27.10. Analysts 
slammed the company for its lack of a 
convincing mobile strategy.

What a difference a year makes. CEO 
Mark Zuckerberg, a scheduled keynote 
speaker at this year’s Mobile World Con-
gress, announced in the Q4 earnings call 
last month that “last quarter was our first 
quarter where more than 50% of our ad 
revenue came from mobile.” Facebook 
enjoyed its first billion-dollar quarter for 
mobile ad revenue, which makes up 53% of 
its overall revenue. It made almost as much 
from mobile alone as it made from mobile 
and desktop combined in the same quarter 
one year ago. That is quite an achievement 
considering Facebook didn’t start selling 
mobile ads until 2012. Its shares are cur-
rently trading in the mid-$60 range.

While Facebook has overcome its mobile 
weaknesses, the company has yet to define 
a mobile strategy, says Tim Shepherd, a sen-
ior analyst on mobility at research firm Can-
alys. “The company has certainly matured 
in terms of how they look at mobile, but it 
is still a bit ‘engage-and-see,’” he says. “I 
don’t think they have one, unified strategy.”

One strategy appears to be to end the 
“one app to rule them all” approach and 
launch a series of smaller, more focused 
apps. Facebook previously launched a 
messenger-only service, and last month 
launched Paper, an app combining a user’s 
news feed with curated news in a much 
more engaging interface than its current 
offering. So far there are no ads. Users 
cannot create Facebook events on Paper.

Having more than one Facebook app 
also makes sense from a “real estate” 
viewpoint. In an app-driven world, every 
app competes against every other one 
for a user’s attention. “There needs to be 
three or four Facebook apps on a user’s 
screen,” says Shephard. “It increases the 
likelihood that users are going to interact 
with the content you are pushing.”

Last year, the company introduced 
Home for Android, which added a new 
layer on top of Google’s mobile OS. It wasn’t 
a hit. “It was testing the boundaries of what 
people would accept. If it could control 
the entire user experience on a device, the 
opportunity to sell ads would be huge.”

If grabbing a user’s home screen isn’t 
how Facebook is going to continue to fuel 
its growth, how will it? By extending its 
reach and becoming a communications 
company, not just a social network, says 
John Strand, CEO of the Copenhagen-
based Strand Consulting.

“Facebook is the place where people 
connect with friends and family, send mes-
sages and post pictures and videos,” says 
Strand. “Should Facebook monetize these 
activities, it would be bigger and richer 
than any telecommunications operator.”

He suggests Facebook could become 
an MVNO  — a Mobile Virtual Network 
Operator (i.e., not one that owns its own 
network, but leases space on an existing 
network, such as Free in France).

“Facebook is a recognized brand, and 
on top of that, it’s a one-size-fits-all brand. 
Its platform appeals to everyone, unlike 
most niche mobile brands which are 
marketed for certain demographic seg-
ments. Without a doubt, Facebook has 
the world’s largest distribution platform 
and potential customer base to market its 
MVNO offering,” says Strand.

“Mark Zuckerberg talks about prod-
uct development and monetization 
going hand in hand at Facebook, and 
the mission of the company is to help 
the world connect,” he says. There is 
no better union of these two goals than 
to monetize the actual communication 
between users through voice and data 
plans. By launching an MVNO, Facebook 
could become the world’s largest mobile 
operator, allowing its users to connect 

via voice, and make the money its inves-
tors demand.”

Canalys’s Shepherd says it might fly. 
“The MVNO strategy might make some 
sense. If you look at how closely [Facebook] 
has worked with operators in developing 
markets you could imagine it might have 
a Facebook-tailored tariff. You could see 
them having low-cost Android devices 
perhaps with Home pre-installed.”

Facebook has already cut deeply into 
operator revenues from services like 
SMS and MMS because users prefer 
to exchange messages and photos via  
Facebook for free. Now it could start put-
ting a serious crimp in voice traffic. “Its 
potential impact on the global telecom 
industry is massive,” Emeka Obiodu, a 
principal analyst at researcher Ovum 
said in a 2013 research note. “A Facebook 
voice service has the potential to be the 
most disruptive communications solu-
tion in the smartphone era.”

But even without such adventurous 
schemes there is still plenty of room for 
growth in Facebook’s core ad market. For 
all the talk of Facebook eating into Google’s 
dominance, according to a January eMar-
keter report, mobile now accounts for more 
than 22% of all U.S. digital ad spending, 
compared with less than 3% in 2010. But 
Google remains the undisputed daddy, 
predicted to take 42.3% of the entire mobile 
pot in 2014, leaving Facebook to scoop up 
just 13.7%. Expect to see ads on Paper any 
day now.

Now Facebook Likes Mobile

Zuckerberg: After a faltering start the Facebook CEO drove the transformation of the company from a web 
company to mobile first.
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GLOBAL MOBILE GAMES REVENUE

THE GLOBAL MOBILE GAMES LANDSCAPE

Tablet games revenue will grow 400% by 2016

With close to $6 BN, Asia Pacific is the biggest mobile games market worldwide
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The surprising runaway success of Flappy 
Bird shows the folly in trying to predict 
what The Next Big Thing in games is go-
ing to be, but industry observers agree 
on two things: the global mobile gaming 
industry will continue to show explosive 
growth (the tablet games market alone 
will grow 400% until 2016, to reach $10 
billion, according to AppLift, a mobile 
games marketing platform, and Newzoo, a 
market research and consulting company 
focused on the games market).  And Eu-
ropean game companies, fueled by a long 
history of gaming expertise and stoked by 
a number of recent high-profile exits, will 
continue to dominate.

The global mobile games market will grow 
27.3% annually to double in 2016 and reach 
$23.9 billion, according to AppLift and New-
zoo. This growth is fueled by an increase in 
the number of players, as well as a higher 
average spend per paying mobile gamer. 
Already 966 million, or 78% of all 1.2 billion 
gamers worldwide, play mobile games.

Many of the most popular global mobile 
games were created by European start-ups. 
Alongside the continuing success of games 
such as Rovio’s Angry Birds and King’s Can-
dy Crush Saga, Europe saw two major deals 
in the last six months: the October sale of 51% 
of Finland’s Supercell for $1.5 billion to Ja-
pan’s SoftBank and game developer GungHo 
OnLine Entertainment; this was followed by 
the $527 million swoop by Zynga in January 
to snap up Oxford-based NaturalMotion, 
maker of a number of mobile hits, such as 
CSR Racing and Clumsy Ninja.

Furthermore, London-based King is 
widely rumored to be considering a New 
York listing. A spokesman for the company 
would not comment.

Nicholas Lovell, CEO of Gamesbrief, a 
blog about the business of games, believes 
Europe is not merely reaping the rewards 
of years of work — he is confident that it the 
start of something much bigger.

“My four-year view for the games indus-
try? You have an ecosystem of angels and 
investors who are investing in early-stage 
businesses that are growing rapidly and they 
have had some early success and it means 
they have the capital to do more,” says Lovell.

Tommy Palm, “Games Guru” for King, 
was likewise bullish about the future of the 

European games industry, mainly because of 
the available talent built up over many years.

“We have very experienced program-
mers, especially in the Nordic countries,” he 
said. “We had Nokia and Ericsson there so 
a lot of good engineers had the opportunity 
to work with mobile from very early on.”

He also said that European game mak-
ers, unlike others in the world, had a global 
outlook from the outset. “The fragmenta-
tion of our languages [in Europe] always 
makes us consider our external markets. In 
Finland and Sweden we are making games 
for international markets from day one.”

According to Lovell, Europe stole a march 
by developing alternative routes to market 

Winning Moves

 BY BEN ROONEY

While European game makers have dominated in 
some app stores, Asia Pacific remains by a long way 
the biggest gaming market in the world. 

The iPad opened up a new frontier in gaming, 
triggering explosive growth in the industry. 
European companies have grabbed new lands, 
but can they hold onto their conquests?

Facebook is a colossus on the Web. As the company celebrates its 
10th anniversary, some analysts speculate it could  
extend its dominance to the mobile sector in surprising ways

for developers back in the days when the 
big consoles dominated gaming and games 
publishers controlled distribution.

“If you were in the U.S. you could meet 
most of the global publishers; it was a lot 
easier to get a game published. We [in Eu-
rope] were faster to embrace the free-to-play 
business model.

“If you were based in Germany you had 
to find other ways of getting your games out 
there.” According to Lovell, game makers 
started using the web and browser-based 
games, before migrating them to mobile 
devices. Companies such as the 11-year-old 
King had a string of web-based and social 
games before its runaway success on mobile.

As for the impact of future technologies 
on gaming, Palm said King focused on the 
mass market, so was not dependent on new 
handsets or faster networks. “For a casual 
games company like King we would not aim 
at the very top end of the hardware spectrum.

As the success of Flappy Bird shows, 
success is not tied to technology — it’s all 
about creating addictive games. Since Flappy 
Bird was released in May 2013, it has been 
downloaded more than 50 million times and 
earned its creator, Dong Nguyen, more than 
$50,000 a day. 

However, on February 9th he tweeted, “I 
am sorry ‘Flappy Bird’ users, 22 hours from 
now, I will take ‘Flappy Bird’ down. I cannot 

take this anymore.” And then the game was 
gone. Which just goes to show that in the 
mobile games market success can indeed be 
fleeting. Or should we say flighty?

     TOP 5 GROSSING APPS IN THE   
     APPLE APP STORE, 2013  

1. Clash of Clans 
SUPERCELL

2. Candy Crash Saga 
KING

3. Hay Day 
SUPERCELL

4. Puzzle & Dragons 
GUNGHO ONLINE  
ENTERTAINMENT

5. Game of War-Fire Age 
MACHINE ZONE

Source: AppLift and Newzoo

Source: Distimo

Source: FacebookFACEBOOK MONTHLY ACTIVE USERS, MOBILE AND WEB
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Source: Facebook

      FACEBOOK’S NUMBERS   

556 MILLION mobile daily users, 
up 49% on the end of 2012

945 MILLION mobile monthly 
users, up 39%

Mobile-only monthly active 
users nearly doubled to 296 
MILLION FROM 157 MILLION 
compared with the end of 2012

Mobile ads contributed 53% of 
Facebook's advertising revenue
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Fon A Friend  
As Networks 
Fear Data Jam

 BY JENNIFER L. SCHENKER

Seven-time serial entrepreneur and Fon 
CEO Martin Varsavsky has gone from 
interloper to industry insider

When it launched in 2006 Fon, a Ma-
drid-based start-up that offers a global 
Wi-Fi sharing service, was seen as a radi-
cal threat to the giant telecom industry.

Things haven’t exactly turned out that 
way. Once feared as a foe, serial entre-
preneur Martin Varsavsky, a scheduled 
speaker at 4 Years from Now, during 
Mobile World Congress in Barcelona, 
February 24th to February 27th, is thriv-
ing by positioning himself as the opera-
tors’ best friend. And, in January, Fon 
came closer to its goal of placing itself at 
the heart of the Internet of Things, an-
nouncing a $14 million round led by chip 
maker Qualcomm, a deal that looks likely 
to cement its transition from interloper 
to industry insider.

Varsavsky, who started half a dozen 
companies before he turned 40, special-
izes in disrupting the telecom industry. 
The native Argentinean pioneered callback 
services when he launched Viatel in 1991, 
exploiting loopholes in EU regulations to 
challenge the continent’s dominant phone 
companies.

Since then, he built Spanish Internet 
company Ya.com, which famously lured 
away 25 Telefónica executives in a single 
day and was sold in 2001 to T-Online In-
ternational, Deutsche Telekom’s internet 
subsidiary for €550 million. He also founded 
Jazztel, one of Spain’s largest public telecom 
companies and a continuous thorn in Tel-
efónica’s side.

When Fon — Varsavsky’s seventh start-
up — originally got backing from Skype, 
Google and venture capital firms Sequoia 
and Index Ventures to start spreading ubiq-
uitous wireless broadband access, telecom 
industry executives were understandably 
worried. At the time Wi-Fi was seen as 
a service that would replace traditional 
cellular technology by beating it in both 
performance and price. What’s more, telco 
rules did not allow for Varsavsky’s vision 
that everyone would benefit if only users 
could share Wi-Fi connections and seam-
lessly get online anywhere on the globe.

But times have changed. Wi-Fi came to 
be seen as a complement, rather than an 
alternative, to traditional mobile carriers’ 
networks. BT was the first to modify its 
sharing rules to accommodate the service. 
Since then 13 other telcos have signed up 
as partners, including Japan’s SoftBank, 
which gives every purchaser of an iPhone 
a Fon router and configures the phone in 
the store to connect to Wi-Fi for faster 
mobile data services. Fon is currently set-
ting its sights on emerging markets, such as 
India and, now that SoftBank has majority 
control of the U.S. telco Sprint, it is better 
positioned finally to crack the U.S. market.

Mobile operators are embracing Fon 
because they are desperate to offload data 
traffic, which is increasing dramatically. 
Globally, the traffic has been doubling 
each year during the last few years and 
mobile networks can’t handle it. With the 
Internet of Things becoming a reality the 
industry is preparing for a 1000x increase. 
“There is no way that only mobile can 
meet the demand,” says Varsavsky. “The 
future is LTE and Wi-Fi, with Wi-Fi play-
ing a big role in offloading traffic. When 
I launched Fon it was too early. Now we 
are at the perfect time.”

Qualcomm agrees. “There is a huge del-
uge of data coming and what is interesting 
about Fon is that if I have their client on 
my handset it can automatically log me on 
as I move around helping with through-
put,” says Miles Kirby, the managing di-

rector of Qualcomm Ventures responsible 
for activities in the European region and a 
new member of Fon’s board. “It is a great 
complement to wide area networks and 
we see Fon as a leader in this space.”

Luckily for Fon, Wi-Fi itself is evolving. 
A new Wi-Fi standard in the works will 
allow for lower energy consumption and 
for the technology’s practical use in both 
short-range and long-range applications. 
So, four years from now Varsavsky says he 
thinks that other technologies used to con-
nect gadgets now, such as Bluetooth Low 
Energy, Zigbee and Z-Wave, will be on the 
decline. “Wi-Fi will be at the center of the 
Internet of Things,” he predicts (see the 
story about wireless technologies under-
pinning the Internet of Things on page 8).

As it happens, Qualcomm is placing 
bets on a variety of wireless technolo-
gies underpinning the Internet of Things, 
among them low-energy Wi-Fi.

Last September the chipmaker’s sub-
sidiary Qualcomm Atheros launched a 
new chip family as part of its portfolio of 
low-power Wi-Fi solutions designed to 
enable customers to add Wi-Fi to virtu-
ally any product with minimal develop-
ment effort or cost and to write their own 
applications on the Qualcomm Atheros 
platform instead of simply using it for 
Wi-Fi connectivity. Target applications 
include home appliances such as wash-
ing machines, consumer electronics, and 
sensors and smart plugs for home light-
ing, security and automation systems.

Already Qualcomm and Fon are work-
ing on a product, to be announced in May, 
that will combine Wi-Fi with music, says 
Varsavsky. And there is speculation that 
Qualcomm will integrate Fon into other 
Atheros chipsets, making it available as 
part of the SDK so that third parties using 
the chipsets will also be able to integrate 
Fon network access.

“There is great potential for collabora-
tion on the product side but we don’t have 
specific announcements to make yet,” says 
Stuart Strickland, director of product man-
agement for the Wireless Infrastructure 
Networking division of Qualcomm Atheros.

Fon’s expansion plans are likely to 
be aided by a new deal with Facebook 
which will let people share their home 
Wi-Fi hotspots with Facebook friends 
with no need for passwords — a product 
that Facebook and Fon also plan to offer 
in brick-and-mortar shops, giving users 
free Wi-Fi when they “like” or check in 
to a location. (For more on Facebook’s 
mobile strategy see the story on page 7.)

Fon may not have succeeded in over-
turning the telecom industry but with so 
many irons in the fire it looks like it will 
be very much a part of its future for some 
time to come.

Serial entrepreneur Martin Varsavsky, who started half a dozen companies before he turned 40, specializes in 
disrupting the telecom industry.

    FON AT A GLANCE  

12,400,000 hotspots

14 telecom partnerships

Investors: Qualcomm, Atomico, 
Google, Sequoia and Index 
Ventures

Offices in Madrid, London,  
New York, Tokyo, Rio

Goal for 2019: 50 million Fon 
hotspots with 100 million devices 
connected to the Fon network

Connecting The Internet of Things

 BY JENNIFER L. SCHENKER

Cownectivity: The ears of cows in the Pyrenees (like the one pictured here) are pierced and modems inserted so 
that their whereabouts can be tracked via a dedicated Internet of Things cellular network developed by France’s 
SIGFOX. The info is transmitted to researchers studying the moving patterns of herds.

The so-called Internet of Things, a 
world in which everything from farm 
animals to the pills we swallow and our 
bathroom mirrors are connected to the 
Web, has been a long time coming.

So called smart homes, filled with ap-
pliances that automatically call repairmen 
when they start to break down or refrigera-
tors that would automatically order grocer-
ies when the milk runs low, have been hyped 
since the 1990s but most of us are still being 
put on hold by consumer appliance ven-
dors when the washer is on the fritz and 
resignedly trudge to the grocery store. That 
could finally change because the cost and 
complexity associated with Web-enabling 
billions of devices is dramatically decreasing.

A range of wireless services promise to 
help remove cost and energy-consump-
tion barriers. Some will overlap competi-
tively but analysts interviewed believe 
they won’t cancel each other out.

 NFC 

The death of near field communica-
tions (NFC) — a contactless radio tech-
nology that can transmit data between 
two devices within a few centimeters 
of each other — is being predicted pre-
maturely, says Mark Hung, a research 
vice-president specializing in wireless 
at Gartner, the analyst firm.

While Apple’s snub and Google Wal-
let’s abandonment of NFC do not bode 
well for its success in the payment 
space, the technology has the back-
ing of big industry players, including 

many of the world’s mobile operators 
and key device makers. And, history 
shows that mobile technologies that 
everyone thinks will be applied in one 
area end up being used for something 
else (Hung cites the gyroscope as an 
example, as it was originally geared to-
wards gaming and ended up being used 
for indoor location services). NFC could 
therefore still play a role in other areas 
as yet unforeseen.

 BLUETOOTH LOW ENERGY 

These days Bluetooth Low Energy, a 
technology that both Apple and PayPal 
are betting on, is overshadowing NFC. 
The Washington Post, among others, has 
hailed the technology as one that “could 
change the world forever.”

While a lot of the buzz has, inevitably, 
been around Apple, iBeacon is merely Ap-
ple’s implementation of this much older 
technology which, like so much of mobile 
technology, was germinated by Nokia un-
der the name Wibree as long ago as 2006.

BLE 4.0 (4.1 is in the works) is designed 
specifically for casual, low-power (it is de-
signed to work from a coin cell for up to a 
year) networks. With its fast handshake, 
low power, and ability to triangulate a user 
to locate her to within centimeters, it is ide-
ally suited to shops and other public spaces.

Beacons are small, low-power devices 
that transmit in the unlicensed 2.4 GHz 
ISM (industrial, scientific and medical) 
band, sending out a coded signal that 
identifies which group of beacons it 

belongs to (all those belonging to a par-
ticular retailer, for example) and then 
uniquely identifies each beacon (the 
one in menswear near shirts). If a BLE-
enabled phone picks up the signal it will 
attempt to handshake. For obvious se-
curity (and annoyance) reasons, phones 
only respond to beacons they know about 
— typically by having the retailer’s app 
installed. If it is a known beacon then 
that can trigger a response from the app 
(a push message — “I see you are in mens-
wear, here is a 10% discount valid for 20 
minutes” — for example).

But BLE is designed for one-to-one 
connectivity and doesn’t do networking 
well, notes Malik Saadi, ABI Research’s 
London-based semiconductor practice 
director. And, while BLE works really 
well for in-store marketing campaigns, 
given security concerns with the tech-
nology — NFC has security built in and 
Bluetooth does not — “for payments it is 
not any better and probably worse than 
NFC,” says Gartner’s Hung. The busi-
ness issues for replacing plastic cards 
with mobile wallets “will not go away,” 
says Hung, so don’t expect consumers to 
embrace new technologies for this usage 
any time soon.

 LOW-ENERGY WI-FI 

Wi-Fi’s use in the home is expected to 
become more widespread once a new low-
energy flavor is standardized. Martin Var-
savsky, CEO and founder of Fon, a start-up 
that provides a global Wi-Fi sharing service, 
says he believes it will increasingly be used 
for home automation. Qualcomm, which 
recently invested in Fon, agrees with that 
assessment. Its unit Qualcomm Atheros re-
cently launched a new chip family as part of 
its portfolio of low-power Wi-Fi solutions 
that will work with home appliances, con-
sumer electronics, and sensors and smart 
plugs for home lighting, security and auto-
mation systems.

While Qualcomm is spreading its bets, 
Fon believes that low-energy Wi-Fi will al-
low that technology to supplant existing 
ones such as Zigbee (see the story about Fon 
on page 9).

 ZIGBEE 

ABI Research’s Saadi says low-ener-
gy Wi-Fi may still be too expensive for 
some uses, although it is already can-
nibalizing some of the areas covered by 
BLE and Zigbee. 

Like BLE, Zigbee (the name refers to 
a dance done by honeybees) operates in 
the 2.4GHz frequency range as well as 
in two lower-frequency bands. It offers 
a throughput of between 250Kbs in the 
high frequency bands, down to 20Kbs.

It is true that Wi-Fi is already replac-
ing Zigbee in the home, says Hung. For 

instance Nest, the smart thermostat and 
smoke-detecting hardware company that 
recently sold to Google for $3 billion, used 
to equip thermostats with both Zigbee 
and Wi-Fi but now only includes Wi-Fi. 
But Hung predicts that Zigbee will still be 
considered a cost-effective, efficient solu-
tion for wide-area industrial applications.

 EMERGING WAN TECHNOLOGIES 

Zigbee is just one of a number of 
wide-area wireless technologies set to 
play a role in the Internet of Things. 
SIGFOX, a start-up based in Toulouse, 
France, which raised a $10 million se-
ries B round in September led by Intel 
Capital, has developed patented tech-
nology based on Ultra Narrow Band 
(UNB), which requires 1,000 times 
fewer antennas than GSM to cover 
the same area. The network is how-
ever only designed for low throughput 
transmission (between 10 bits per sec-
ond and 1kbs).

Earlier this month SIGFOX an-
nounced that its technology will be 
deployed nationwide in Spain through 
a partnership with Abertis Telecom, a 
Spanish telecommunications infrastruc-
ture and media service company operat-
ing in the broadcast, satellite and mobile 
communications markets. SIGFOX has 
also rolled out networks in France, the 
Netherlands and Russia.

In January, Neul, a Cambridge, Eng-
land-based angel- and venture-backed 
company, unveiled a two-way, wide-
area networking solution for the Inter-
net of Things called NeulNET. Based on 
the Weightless open standard, NeulNET 
provides coverage, battery life and mod-
ule cost which it claims offer large im-
provements over today’s existing mobile 
carrier-based solutions.

These types of WAN networks could 
be useful for industrial applications, says 
ABI Research’s Saadi. “My concern is that 
if these companies are not acquired by 
the big guys it will not happen,” he says.

He and other analysts say they believe 
that all of these technologies will play some 
role in the Internet of Things. “The inter-
esting thing is going to be how to make 
all of these technologies work together,” 
says Saadi. Considering the complexities 
of knitting it all together, we may all find 
ourselves on hold with washing machine 
repairmen for some time to come.

Once feared as a foe, serial 
entrepreneur Martin Varsavsky, 
a scheduled speaker at 4 Years 
from Now, during Mobile World 
Congress in Barcelona, is 
thriving by positioning himself 
as the operators’ best friend.
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 BY ERIC SYLVERS

From 450 entries, to these 10 finalists, from 
which a panel will pick three champions  
and one overall winning start-up team

4 Years From Now, a new event focused 
on start-ups and taking place during Mo-
bile World Congress, will host the Mobile 
Startup Competition, a contest that seeks 
to find three winners out of ten finalists 
based on creativity, originality, innova-
tion and scalability.

The finalists, picked from about 450 
entries, will pitch to a judging panel that 
includes entrepreneurs, venture capital-
ists and telecommunications executives 
at 4YFN.

The wining team takes home a pack-
age of prizes that includes €5,000 in legal 
services, one week immersion at the Silicon 
Valley Startup Embassy (valued at €1,500), 
four passes for this year’s MWC and a pres-
ence at next year’s MWC. The silver me-
dalist will get €3,000 in legal services and 
the third-place €2,000. The other seven 
finalists each get €1,000 in legal services 
and all 10 start-ups get €500 in cash.

 Almost half of the start-ups that ap-
plied are less than a year old and staffed by 
just the co-founders; only eight percent of 
companies that applied had more than ten 
employees. Five percent have annual sales 
of more than €500,000 and one percent 
have broken the €1 million barrier.

 AIRBOXLAB - FRANCE 

With its cylindrical Alima device that 
connects to smartphones and tablets, Air-
BoxLab aims to improve the health of its 
customers by monitoring indoor air pol-
lution. Alima has six embedded sensors 
measuring organic compounds, particulate 
matter, carbon monoxide, carbon dioxide, 
temperature and humidity and uses data 
mining and pattern recognition to moni-
tor pollution and provide warnings and 
recommendations so people can improve 
their indoor air quality.

“We use Internet of Things technology 
to provide a service that makes it possible 
and affordable to improve our indoor air 
quality,” says CEO Jacques Touillon. “We 
are adding predictive analytics based on 
data mining to predict pollution evolution 
and provide actionable advice.”

Nancy, France-based AirBoxLab, 
founded in July last year, has a first batch 
of 150 beta Alima units and is about to 
launch a second batch of 200 units for ex-
perimentation. The final product will be 

available this summer. The company has 
raised $10,000 in an Indiegogo campaign.

 
 AIRFY - GERMANY 

Berlin-based airfy is seeking to sim-
plify public access to Wi-Fi with its sleek 
access point. Using a device installed in 
a public place, users can get an hour of 
free surfing after they watch a ten-second 
advertisement. Once a user signs onto an 
airfy access point, his smartphone or tab-
let will automatically connect with other 
airfy access points. Airfy can be used in 
the home and allows guests to log on with-
out having to know the owner’s personal 
password. Airfy also combines beacon 
technology with its Wi-Fi access point to 
offer services to B2B and B2C customers.

 The company, which has raised $78,000 
in an Indiegogo campaign, also has a mobile 
payments system. The money from that 
campaign plus an angel round of funding, 
which raised €120,000 and valued the com-
pany at €1.5 million, are enough to get out 
of beta with the final version of the airfy 
access point due in September, says CEO 
Steffen Siewert.

 
 CELL BUDDY - ISRAEL 

Haifa, Israel-based Cell Buddy has 
come up with a way for cellphone users to 
avoid getting slapped with eye-watering 
bills when abroad. For a flat fee, still to 
be determined though the company says 
it will probably be $5 a day or $60 a year, 
Cell Buddy users can do unlimited calling 
and surfing on their cellphones overseas. 
The service currently works with most 
Android phones; iPhone and Blackberry 
are soon to follow.

 When abroad, users replace their 
SIM card with a Cell Buddy SIM, 
which works by connecting to a com-
pany server that has SIM cards from 
countries around the world. When the 
service is launched in September it will 
be available in Europe, North America 
and China.

Cell Buddy, which was founded in 2011 
and has raised $2.3 million from inves-
tors, is in pre-beta with 30 users testing 
the product; a full beta of 1,000-2,000 
devices is scheduled to start in June.

 Winning the contest “will help us 

raise enough money to go to market more 
quickly,” says CEO Yoram Nissenboim. 
“The technology works but we need 
hardware manufacturing and strong in-
frastructure since we plan on supporting 
millions of users.”

 
 FAIRWAVES - RUSSIA 

Fairwaves makes equipment to build 
mobile networks tailored to serve op-
erators in low-income areas by using 
VoIP technology for calls and text mes-
sages. The company, which is moving 
its headquarters to Boston from Mos-
cow, says it can scale from a single base 
station to a country-wide network and 
costs a fraction of a traditional mobile 
network. Fairwaves sells the hardware 
cheaply and makes money on value-
added services.

 “Unlike many other start-ups, we’re 
solving a real problem and already have 
sales to customers,” says Alexander 
Chemeris, CEO and co-founder. “Our 
current issue is to properly scale the com-
pany, as the current demand completely 
overwhelms our ability to deliver.”

 A Fairwaves network, which sup-
ports only voice and text messages, is 
compatible with any GSM phone. Fair-
waves, founded in 2011, has concluded 
a $200,000 round from business angels 
and has started selling a basic version 
of its product.

 
 INFANTIUM - SPAIN 

 
Founded in 2012, Infantium is a plat-

form that personalizes learning by creat-
ing an individualized syllabus for every 
child’s needs, learning style, speed and 
level. The platform watches how the stu-
dent interacts and reacts to the content 
displayed. It then learns to adapt and an-
ticipate what content is best suited for 
that specific child. Parents and teachers 
can consult reports that analyze how the 
student is progressing.

 Infantium, which is in private beta in 
schools in Barcelona, where the company is 
based, is building what it says is the world’s 
smartest tutor for children through the 
use of cognitive technology, neuroscience 
and big data.

 “For Infantium, being awarded one of 
the three prizes [in the start-up competi-
tion] would be an incomparable recogni-
tion of its work and the potential to enact 
change in the education space,” says Karen 
Marquez, CEO and co-founder.

 Infantium has received pre-seed in-
vestment and recently started fundraising.

 ION EYEWEAR - SPAIN 

Madrid-based ION Eyewear is pro-
ducing ION Glasses, frames that interact 
with smartphones and tablets thanks to a 
Bluetooth 4.0 chip, a multi-color LED and 

a buzzer. The functions, accessed by two 
buttons on the frames, are controlled by an 
application available in iOS and Android.

The glasses can notify the user with 
a pre-selected light code if they receive 
a call, text message, email, alarm for a 
meeting or social network update. The 
buttons can be used as a remote control 
to play music on the phone, activate 
the camera, video or voice recorder, 
or advance slides in a presentation. If 
the glasses move beyond a pre-specified 
distance from the phone both will beep. 
The rechargeable battery lasts about a 
week depending on usage.

The company, which raised $64,000 
with an Indiegogo campaign, has started 
manufacturing the frames, expected to 
cost about $125, and plans to launch 
in March, less than a year after it was 
founded. Distribution will be primarily 
through opticians in Europe and the U.S.

 “We have the first production of 
about 4,000 glasses ready,” says Ri-
cardo Urias, co-founder. “We’re con-
fident we will be able to obtain enough 
funds to produce the second produc-
tion wave of about 40,000 units. This 
should happen by September 2014 and 
if everything goes right we will have 

sold around 50,000 units to reach break 
even by the end of 2014.”

 
 LIVEMAP - RUSSIA 

The motorcycle helmet with a voice-
controlled interface and built-in naviga-
tion system projected in front of the rider’s 
view (similar to a fighter pilot’s screen), 
may soon be a reality if Moscow-based 
LiveMap gets funding.

 The $9,000 raised in an Indiegogo cam-
paign, some grants from Russian founda-
tions, and seed money from the founder 
have helped LiveMap build prototypes, but 
more is needed to start serial production, 
says Dmitry Sizonov, a usability expert at 
LiveMap. The goal is to have the helmet 
available in the U.S. and Canada by the end 
of the year with other countries to follow 
soon after.

 “Technologies formerly available only 
to aerospace and military applications, 
very expensive and sophisticated, would 
become much cheaper, easy to use and ac-
cessible to virtually any motorbike rider,” 
says Sizonov.

 The helmet can be preordered for 
$1,500 and will cost $2,000 once pro-
duction has started.

 
 QIPP - SWITZERLAND 

Founded in late 2012, Basel, Switzer-
land-based qipp has created a web ap-
plication that helps users organize their 
personal things and share them with 
friends. Users add anything from a com-
puter to a car to their digital portfolios 
and qipp finds product information. Extra 
information can be added, such as war-
ranty details.

 “Qipp is very much inspired by In-
ternet of Things approaches, but takes a 
completely unconventional way to come 
to a solution for underlying problems,” 
says Stefan Zanetti, CEO and founder.

 Lists of items can be shared with 
friends and made available to be bor-
rowed. Qipp can interact with any kind 
of physical identifier, sensors and com-
munication modules such as barcodes 
and NFC tags. The company, which will 
seek to raise funds from investors later 
this year, is a spinoff of ETH University 
in Zurich.

 
 RECOMMEND - FRANCE 

Aptly named Recommend, which can be 
used as an iPhone app or on the company’s 
website, lets users find recommendations 
from people in their trusted network. Ex-
periences can be shared with friends and 
experts in a particular field can have their 
recommendations broadcast to the wider 
public, says Nicolas Mendiharat, founder 
and CEO.

 Recommend raised €1.1 million in two 
seed rounds from 30 business angels includ-
ing tech entrepreneurs Xavier Niel (Free), 
Loic Le Meur (LeWeb), Catherine Barba 
(Malinea), Vincent Karachira (Next Perfor-
mance) and Xavier Garambois (Amazon).

 Recommend, based in Aix-en-
Provence, France and founded in 2012, 
uses an algorithm based on behavior 
analysis and numerous criteria. A Recom-
mend app for Android phones is expected 
to be released in early summer.

 STERIO.ME - UK 

London-based Sterio.me, founded in No-
vember 2013, is seeking to provide teachers and 
students in sub-Saharan Africa with a low-tech 
tool to improve learning. Teachers record edu-
cational content such as quizzes and generate 
a code that is sent by text message to students 
after school. The code is then texted for free 
by the students to activate a VoIP call from 
the Sterio.me servers with the content. The 
call, which is free for both the teacher and the 
student, is interactive and can include multiple-
choice answers and open-ended questions.

 Sterio.me, which is looking to raise its first 
seed round of funding, plans to make money 
from advertisements that are educational or 
have the aim of positive action afterwards such 
as promoting sanitation and washing hands 
(for example by a company selling soap), says 
Christopher Pruijsen, Sterio.me co-founder 
and CEO. Sterio.me is working towards a pilot 
launch in Lesotho and Tanzania. The company 
says that in Lesotho it has received interest 
from Vodacom for a partnership and has had 
positive feedback from the teacher unions and 
the Ministry of Education.

 “The penetration of Internet-enabled de-
vices is still lacking in Africa,” says Pruijsen.

Left: Sterio.me will provide teachers and students in sub-
Saharan Africa with a low-tech tool to improve learning. 
Below left: Livemap’s advanced motorcycle helmet.

Airfy hopes to simplify public access to Wi-Fi with its 
sleek access point.

AirBoxLab’s Alima device aims to improve the health 
of its customers by monitoring indoor air pollution.

Frames from ION Glasses will interact with smartphones and tablets.
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When the four winning teams return to Barcelona they’ll present their projects at 4 Years From Now, a new event focused 
on start-ups taking place during Mobile World Congress.

After boarding the Imagine Express in Barcelona the entrepreneurs must come up with ideas for mobile apps before 
they arrive at Paris’s Gare de Lyon, about six and a half hours later.

 Just before the start of Mobile World 
Congress, 36 strangers — 12 “creative 
minds,” 12 software engineers, and 12 
business school students — who will 
meet for the first time that morning, will 
board a high-speed train at Barcelona’s 
Sants station with the goal of creating 
apps, successfully pitching investors, 
and forming companies, all in just a few 
days and mostly while speeding across 
the Continent on a train or riding on The 
London Eye, a giant Ferris wheel on the 
South Bank of the River Thames.

After boarding the train in Barcelona the 
group will form 12 teams tasked with com-
ing up with ideas for mobile apps before they 
rumble into Paris’s Gare de Lyon, about six and 
a half hours later. Once in Paris, the 12 teams 
will have time for a glass of Bordeaux but little 
else, because they will just be getting started.

The teams, which must include one crea-
tive mind, one software engineer and one 
business student, will then spend the fol-
lowing day in Paris at the offices of French 
drugmaker Sanofi, one of the sponsors of 
the event, to design interfaces, develop soft-
ware and create business plans for their 
apps. The 36 participants will then continue 
their journey with another high-speed train; 
this time the destination will be London. As 
they zoom through the French countryside 
and travel under the English Channel the 
“dreamers,” as the event organizers are call-
ing the participants, will be busy preparing 
pitches and presentations for investors.

The 12 teams will be divided into four 
categories — health, tourism, social and 
“open” (which means anything that does 
not fall into the other three categories) — 
with three teams in each category. Once 
in London, the 12 teams will present their 
projects to a jury as they ride The London 
Eye. During the 30-minute ride on the Eye 
the three teams from each category will 
have five minutes each to make their pitches 
to the jury, which will include investors 
John Henderson of White Star Capital, 
Sofia Hmich of Index Ventures, Katie Lev-
iten of JamJar Investments and Itxaso del 
Palacio of EC1 Capital. Once one set of three 
teams has pitched they will be replaced in 
the London Eye compartment by teams 
from a different category.

The winning team in each category will 
take home a package of prizes that includes 
an undisclosed amount of funding from the 
event organizers as well as packages of con-

sulting, media and tech services each valued 
at €5,000 and devices and telecoms services 
worth €2,000. The investors on the jury will 
be free to offer funding to any of the teams 
they deem worthy.

The dreamers will fly back to Barcelona 
from London on February 26th and the 
following day the four winning teams will 
present their projects at 4 Years From Now, 
a new event focused on start-ups taking place 
during Mobile World Congress. The winners 
will then create real companies and be set 
up at incubators in Barcelona. The event is 
funded by sponsors so the 36 participants, 

who were chosen at events leading up to 
MWC, will not have to pay anything.

“We didn’t want cost to be a barrier for 
the talent,” says Rosa Monge, Director of 
Imagine Creativity Center, the organizer 
of the event. “We wanted the best.”

Imagine Creativity Center, an organi-
zation based in both San Francisco and 
Barcelona, has held similar events (though 
not on a train) in Silicon Valley. The three 
California events have produced projects 
that have developed into proper start-ups 
that have gone on to raise venture funding.

“We’ve learned that anybody can be 

creative,” says Monge. “It’s a method and 
you can learn using a method. The second 
thing we have learned holding these events 
is that people work better in multidisci-
plinary teams, which is why there is the 
requirement that the teams are made up 
of different types of people. You tend to 
gravitate towards people similar to you 
and we realized it’s better to work with 
people who are different than you so you 
have different aspects covered.”

While the trip may seem like a gimmick 
(hackathons are not known for producing 
concrete results), Imagine has had success 
with similar approaches in the past.

“Working in a such highly innovative 
environment was terrific and a once-in-life 
experience,” says entrepreneur Francesca 
Gabetti, who participated in the Imagine 
Silicon Valley program last year and with her 
team created ProfEye, a digital data platform 
and application for smartphones and Google 
Glass that allows recruiters to access candi-
dates’ technical and soft skills. The project 
has since been turned into a company. “We 
had the opportunity to live the values and 
trends of the Valley from the inside,” says 
Gabetti. “We met people from the world’s 
most innovative companies such as Google, 
Ideo, Wikipedia, Twitter, Waze and What-
sApp, among many others, receiving feedback 
from the best professionals and were able 
to work on disruptive solutions with a con-
crete methodology.”(Jan Koum, founder at 
Whatsapp is a scheduled speaker at 4YFN.)

By the end of the February trip there 
will be the first indications of whether 
Monge and her colleagues at Imagine 
managed to meet their goals of detecting 
talent, generating disruptive ideas for the 
mobile industry, and creating, incubating 
and accelerating businesses of value. 

If they achieve half of that, they will take 
the notion of an appathon to a whole new 
level and prove that strangers on a train 
can achieve a lot more than just discussing 
the weather and whether they will arrive 
at their destination on time.Identifying, retaining, and placing the world’s leading

technology executives with experience and vision to 
meet your specific challenge
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Fast Track to Success
A team of entrepreneurs has to build, and then pitch, a new 
company in the time it takes them to ride the express train 
from Barcelona to Paris and on to London
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To identify the most promising global mobile start-ups Informilo asked 
some of the most active investors around the globe to nominate and 
evaluate companies outside their own portfolios. Some are well-known, 
others are below the radar but unlikely to stay that way for long. Below 
find our picks for the top 25.

created so far. The Swedish press reports the 
company is seeking debt financing at a $5.27 
billion valuation. Last year it lost over $77 million.

 WHATSAPP 

(WHATSAPP.COM)
SANTA CLARA, CA, U.S.
What it does: Cross-platform, freemium mobile 
messaging app.
Why it’s hot: Sitting squarely in the same space 
as BlackBerry’s Messenger app and Apple’s 
Messages, this app, which bypasses SMS charges, 
has the potential to be disruptive both to the 
cellular networks and the hardware vendors 
it challenges by taking the concept across all 
platforms. Started by two ex-Yahoos in 2009, in 
December WhatsApp reached a milestone that 
no other mobile messaging service has achieved: 
400 million monthly active users, with 100 
million active users added in the previous four 
months alone. The company handles more than 
10 billion messages a day. WhatsApp charges $.99 
after the first year to keep it ad-free, “and we hope 
to keep it that way forever,” the website says.

 LOOKOUT SECURITY 

(MYLOOKOUT.COM)
SAN FRANCISCO, CA, U.S.
What it does: Security software for mobile 
platforms.
Why it’s hot: Security is a growing problem 
for users of mobile devices. Lookout delivers 
award-winning protection from malware, 
phishing, privacy violations, data loss, and 
loss of the phone itself. The company now 
has 45 million users across 400 mobile 
networks in 170 countries, making it a leader 
in mobile security. Lookout is a 2013 World 
Economic Forum Tech Pioneer and one of 
Fast Company’s Most Innovative Mobile 
Companies. In October 2013 the company 
announced that AT&T will bundle Lookout’s 
software with all Android smartphones and 
tablets it sells.

 UBER 

(WWW.UBER.COM)
SAN FRANCISCO, CA, U.S.
What it does: Transportation booking app and 
website.
Why it’s hot: Since its launch in 2009 Uber has 
disrupted taxi services in 70 cities around 
the globe, and is on track to disrupt the 
auto manufacturing industry as well, as the 
availability of services like these leads to fewer 
people buying cars. The company is estimated 
to receive one million ride requests per week. 
Revenue for 2013 is rumored to be roughly $125 
million. In July 2013 Uber raised a total of $361 
million at a $3.4 billion pre-money valuation; 
the largest investor was Google Ventures, 
which put in $258 million. (The company had 
already raised about $50 million in previous 
funding rounds.) Despite growing threats 
of regulation in some of the cities in which it 
operates, Uber is starting to look unstoppable.

 WANDOUJIA 

(WWW. WANDOUJIA.COM)
BEIJING, CHINA
What it does: One of the top Chinese search 
engines for mobile apps.
Why it’s hot: Founded in early 2010, Wandoujia 

is the second-largest Android app store 
in China, with more than 300 million app 
installations. Each day, the platform sees 
500,000 new users and 30 million app 
installations. (The English-language version 
is at SnapPea.com.) In January 2014 the 
company raised $120 million in funding 
led by SoftBank; existing investors DCM 
and Innovation Works Development Fund 
(IWDF) also participated. The funding 
will be used accelerate growth and support 
developers. Although Baidu recently bought 
91 Wireless, a smaller app store, for $1.9 
billion, in a blog posting Wandoujia’s founder 
says, “We wish to always stay independent.”

 KIK 

(WWW.KIK.COM)
WATERLOO, ONTARIO, CANADA
What it does: Smartphone messenger with a 
built-in browser.
Why it’s hot: Kik’s instant messaging app has 
gained 100 million users since it launched in 
2010. Instead of using phone numbers or real 
names to contact each other, each Kik member 
has a user name. Conversations and images can’t 
be viewed publicly, which makes the service 
more private, but also makes it difficult for 
parents to monitor Kik, which has led to some 
concerns about its use by teens. In February 
2014 Kik became the first messenger app with 
a built-in browser, which enables its users to 
search for and send any web site from within 
Kik. Zynga recently launched a second game for 
the Kik platform.

 JANA MOBILE 

(WWW.JANA.COM)
BOSTON, MA, U.S.
What it does: World’s largest rewards platform.
Why it’s hot: Jana is integrated into the 
billing systems of 237 mobile operators, so 
can instantly reward 3.48 billion emerging 
market consumers in 102 markets in 70 local 
currencies with prepaid airtime. Corporate 
customersCNN, Microsoft, Johnson & 
Johnson, Nestlé, Unilever, P&G, Danone, 
Google, and General Mills., use Jana to 
understand, acquire, and retain emerging 
market consumers. In July 2013 Jana raised 
$15 million in funding from Publicis Groupe; 
it had previously raised $10 million in funding 
from Spark Capital of Boston, New Enterprise 
Associates partner Rohini Chakravarty, former 
AOL CEO Jon Miller and former Akamai CEO 
Paul Sagan. Helping brands reach “the next 
billion” consumers.

 ROVIO 

(WWW.ROVIO.COM)
ESPOO, FINLAND
What it does: Entertainment media company.
Why it’s hot: Rovio started life as a developer of 
casual games across multiple platforms. Angry 
Birds, Rovio’s breakthrough game, is now part 
of the collective consciousness. In September 
Rovio Entertainment launched Angry Birds 
Star Wars II along with Hasbro’s Telepod 
toys. The game immediately topped app store 
charts in over 100 countries. Rovio’s ToonsTV 
channel surpassed more than one billion views 
in its first seven months. Rovio’s animated 
Angry Birds feature film is planned for July 1, 
2016. In early 2013 Rovio’s CMO said he saw 
no reason for an IPO because the company is 
“insanely profitable.”

 SUPERCELL 

(WWW.SUPERCELL.NET)
HELSINKI, FINLAND
What it does: Social gaming developer.
Why it’s hot: In mid-October 2013 Japan’s 
SoftBank Corp. agreed to buy 51% of Supercell 
for $1.5 billion. In 2012, the company had 
revenues of $105 million and $40.3 million 
in profit. In April, a funding round of $130 
million valued the company at $770 million. 
The current $3 billion valuation is the largest 
valuation for a mobile app company, according 
to Rutberg & Co. Last year Supercell pivoted to 
become a “tablet-first” publisher. About 10% 
of Supercell users purchase in-game extras, 
much higher than the industry norm.

 KING.COM 

(WWW.KING.COM)
LONDON, ENGLAND
What it does: Largest skill gaming site in the world.
Why it’s hot: Originally started in Stockholm, 
where it maintains a large development base, 
King.com offers over 150 exclusive games in 14 
languages through its website, mobile devices, 
Google+, and Facebook. Overall, its games are 
played by 40 million players more than three 
billion times each month. Analysts estimate its 
popular game Candy Crush Saga makes $3.6 
million a day. Just filed for an IPO expected to 
value what the founders call “The Kingdom” 
at $5 billion.

 HAILO  

(WWW.HAILOCAB.COM)
LONDON, UK
What it does: Links licensed cab drivers with 
would-be passengers via smartphone apps.
Why it’s hot: An app that links licensed cab drivers 
– starting in London, but now also offering 
the service in 15 other cities – with passengers 
via the two main smartphone platforms, iOS 
and Android, is set to become a must-have for 
denizens of those cities. Hailo has carried eight 
and a half million passengers and grown to 
annualized sales of well over $100 million. The 
company has raised a total of $50+ million in 
funding; its last round valued the company at 
$140 million. The business is solidly backed for 
further development as it moves to take on Uber 
in the U.S.

 SQUARE 

(WWW.SQUAREUP.COM)
SAN FRANCISCO, CA, U.S.
What it does: Free credit card reader for the 
iPhone, iPad, and Android devices, allowing 
anyone to accept credit cards anywhere, 
anytime.
Why it’s hot: Over two million individuals 
and businesses can now accept credit and 
debit payments using Square. The company 
is processing over $10 billion in payments 
on an annualized basis. Closed a Series D 
financing round in September 2012 (investors 
included Starbucks), and recently expanded 
into Canada. In June 2013 Square launched an 
online marketplace called Square Market to 
enable local businesses to sell more goods and 
services. Square will face some competition 
in Europe from the likes of Adyen, SumUp 
and iZettle, which is currently in seven 
European markets and has nearly $50 million 
in investment from American Express and 
MasterCard. 

 SPOTIFY 

(WWW.SPOTIFY.COM)
STOCKHOLM, SWEDEN
What it does: Streaming music service with 
social media interactivity and mobile apps.
Why it’s hot: Allows users to stream more than 
20 million songs from the big music players and 
smaller independent labels using either a free, ad-
supported service or a premium ad-free service. 
Has more than 24 million active subscribers, of 
which six million pay. Spotify is now available 
in 28 countries; one billion playlists have been 

TOP 25 GLOBAL 
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 FON 

(WWW.FON.COM)
MADRID, SPAIN
What it does: Global Wi-Fi sharing network.
Why it’s hot: Founded in February 2006 by 
serial entrepreneur Martin Varsavsky, Fon 
offers members access to more than 12.6 
million crowdsourced Wi-Fi hotspots in 1,000 
cities around the world (50% more hotspots 
than a year ago). In countries such as the UK, 
France and Belgium, the company estimates 
more than 10% of households have a Fon 
hotspot. Fon has also partnered with some 
of the world’s leading telcos, including BT, 
Deutsche Telekom, and SoftBank, to increase 
in-country penetration. In January 2014 closed 
a $14 million funding round, led by Qualcomm 
Ventures; other participants included existing 
investors Index Ventures, Google, Coral, 
Atomico and Deutsche Telekom. Fon expects 
to hit 35 million hotspots by 2016.

 VINTED 

(WWW.VINTED.COM)
VILNIUS, LITHUANIA
What it does: Social, mobile marketplace for 
second-hand clothes.
Why it’s hot: Vinted was founded in 2008 in 
Lithuania to provide a marketplace for girls 
in Vilnius to swap clothes with one another. It 
became a mobile-first company after raising 
a $6.5 million Series A investment from 
Accel Partners in January 2013. With 75% 
of its business on mobile, Vinted has three 
million members, 14 million listings, and 60 
million monthly visits. In late January Vinted 
announced a $27 million Series B round led by 
Insight Venture Partners with participation 
from Accel. Vinted will use the investment for 
product development and further expansion 
into the U.S.

 TRUECALLER  

(WWW.TRUECALLERCOM)
STOCKHOLM, SWEDEN
What it does: Global phone directory app.
Why it’s hot: Developed by True Software 
Scandinavia AB, the Truecaller app uses 
a crowdsourced database to find contact 
details, and provide caller ID and call-blocking 
services in more than 100 countries. In 

February 2014 the company raised $18.8 
million in funding from Sequoia Capital, as 
well as existing investors Open Ocean, Stefan 
Lennhammer, and an unnamed private 
investor; the round values the company at $80 
million. So far, the app has been downloaded 
45 million times. Truecaller also announced 
a partnership with Yelp; it will use Yelp’s data 
to identify business numbers when they call 
Truecaller’s users.

 PRETTY SIMPLE GAMES 

(WWW.PRETTYSIMPLEGAMES.COM)
PARIS, FRANCE

What it does: Social gaming.
Why it’s hot: Founded in 2010, Pretty Simple’s 
three games are now played by over 35 million 
monthly active users. Its social investigation 
game Criminal Case has gained more than 
40 million likes on Facebook; it claims to 
have more Facebook fans than Farmville, 
Playstation, The Beatles, and even Barack 
Obama. More than 100 million Facebook users 
played the game in the last 12 months. Idinvest 
Partners invested $2.5 million in the company 
in 2011. Pretty Simple expects 2013 revenues to 
be in the “eight figures range.”

 DOCTOR ON DEMAND 

(WWW.DOCTORONDEMAND.COM)
SAN FRANCISCO, CA, U.S.
What it does: Telehealth platform.
Why it’s hot: Launched in December 2013, the 
Doctor on Demand app offers users a video 
chat with a doctor, for a fee of $40 for 15 
minutes (the company keeps $10). There are 
currently 1,000 doctors in 15 U.S. states lined 
up for consultations. Doctors on Demand 
has raised $3 million in seed funding from 
investors Venrock, Andreessen Horowitz, 
Google Ventures, Lerer Ventures, Shasta 
Ventures and Athena Health CEO Jonathan 
Bush. It counts Senator Tom Daschle among 
its board directors and celebrity doctor 
Jay McGraw among its founders. Another 
co-founder, Adam Jackson, has had two 
successful exits from previous ventures.

 SWIFTKEY 

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

 MPEDIGREE 

(WWW.MPEDIGREE.NET)
ACCRA, GHANA
What it does: Mobile authentication and supply 
chain security app.

Why it’s hot: Started in 2007 as an NGO, 
mPedigree relaunched as a business in 2009 
to enable users to send a free text message 
and get a reply in a few seconds verifying that 
a product is authentic. It has now partnered 
with more than two dozen telecom operators, 
Fortune 500 technology companies, and 
regulatory agencies in several countries to 
combat counterfeit trade, which the company 
estimates is worth $700 billion a year. Its 
Goldkeys platform is used worldwide by the 
top five global pharmaceutical companies, 
some of the world’s largest generic drugs 
companies, the government of the world’s 
most populous black country, and regional 
cosmetics and electrical products companies. 

 LUMOSITY 

(WWW.LUMOSITY COM)
SAN FRANCISCO, CA, U.S.
What it does: Personalized brain-training 
programs.
Why it’s hot:  Developed by a team of 
neuroscientists and cognitive psychologists, 
Lumosity is a simple online tool that the 
company claims can improve cognitive function 
in various populations. Lumosity has grown by 
150% year-on-year since its launch in 2005 and 
now reaches more than more than 50 million 
members from 182 countries. In January 2013, 
the company’s mobile app was downloaded 
nearly 50,000 times a day. 2012 revenue is 
estimated at $24 million. The service also has a 
social element; users can measure their progress 
against that of other users. Brain training has 
become a big business in the U.S., and Lumosity 
is among the market leaders.

 PLAIN VANILLA 

(WWW.PLAINVANILLA.COM)
REYKJAVIK, ICELAND AND SAN 
FRANCISCO, CA, U.S.
What it does: Game studio.
Why it’s hot: Plain Vanilla, an Icelandic games 
developer, is the creator of Quizup, which 
the company claims is the biggest social 
trivia game in the world, with more than 
200,000 questions in 350 topic areas. Plain 
Vanilla was founded in 2010; its first game 
was launched in November 2011. In February 
2014 the company brought out an iPad 
version of Quizup, which has more than 10 
million users around the globe and has been 
downloaded more than 30 million times. It 
aims to offer a local version of the game in “all 
major languages and countries” this year. It 
recently raised a $22 million Series B round 
from Sequoia.

 LACOON MOBILE SECURITY 

(WWW.LACOON.COM)
SAN FRANCISCO, CA, U.S.
What it does: Mobile device security.
Why it’s hot: Lacoon offers a Security as a 
Service system that identifies mobile security 
threats and protects enterprises and mobile 
carriers; it focuses on reducing the risks 
inherent in increased corporate mobility and 
BYOD policies. Founded in 2011, but in stealth 
mode until October 2013 when it launched 
its MobileFortress product, the company’s 
founders include veterans of elite units of the 
Israeli Defense Forces. Lacoon has raised $8 
million in funding led by Index Ventures and 

joined by existing angel investors including 
Shlomo Kramer, co-founder of Check Point 
Software Technologies and CEO and founder 
of Imperva. It already counts several unnamed 
Fortune 1000 companies among its customers.

 CITYMAPPER 

(WWW.CITYMAPPER.COM)
LONDON, UK
What it does: Multi-modal transport and 
mapping app.
Why it’s hot: Launched in 2012, the Citymapper 
app provides real-time routing using multiple 
methods of transport in three cities: London, New 
York, and Paris. The company claims the app is 
installed “on half the smartphones in London.” 
Backed by Connect Ventures, Index Seed, and 
The Accelerator Group, Citymapper takes feeds 
from a variety of open data sources, such as 
OpenStreetMap and Transport for London, to 
suggest routes in real time. Its key differentiator 
is the information it integrates into the results: 
calories burned; tube and subway fares; and 
weather. In September 2013 it was named the 
best travel data service in a contest sponsored by 
the New York Metropolitan Transit Authority.

 GLOOKO 

(WWW.GLOOKO.COM)
PALO ALTO, CA, U.S.
What it does: Mobile, cloud-based diabetes 
management.
Why it’s hot: Glooko is dedicated to helping 
people with diabetes live life while effortlessly 
managing their disease. Its service transfers 
glucose readings and related data from a variety 
of meters into iOS or Android devices; the 
data can then be monitored and shared with 
doctors. In January 2014 Glooko raised a $7 
million Series A-1 funding round from Samsung 
Venture Investment Company and Lifeforce 
Ventures; existing investors The Social + Capital 
Partnership, Sundeep Madra and Yogen Dalal also 
participated, bringing total funds raised to $11.5 
million. The financing will support a move into 
using Glooko’s data for predictive care services.

 GOJIMO 

(WWW.GOJIMO.CO)
LONDON, UK
What it does: Mobile education app.
Why it’s hot: Originally started in 2009 by 
then-17-year-old George Burgess, who 
was disappointed with the lack of quality 
educational apps on the market, as  a suite of 
GCSE and A-level apps that had more than 
250,000 downloads. In January 2014 the 
company relaunched, bringing all the apps 
under the Gojimo umbrella, but focusing on 
content from top publishers including BBC 
Active, McGraw-Hill Education, Oxford 
University Press, Pearson Education and 
Taylor & Francis. It also announced a $1 
million+ seed round led by Index Ventures and 
including JamJar Investments, the consumer 
venture fund started by the founders of 
Innocent drinks. The app is free, but students 
— and their schools — will pay for content.
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Talk of mobile financial services and 
most people will automatically think of 
payments, either services such as iZettle 
and Square that allow small merchants 
to take card payments, or using your 
mobile instead of a credit card to pay 
for your shopping. But to do so is to miss 
the far bigger picture. Mobile is set not 
simply to allow us to pay for things in 
new ways — it is enabling the creation 
of a range of new financial products.

Not that payments is a trifling market. 
Analyst firm Forrester Research predicts 
that the U.S. mobile payments market 
alone will be worth $90 billion by 2017 
— up from $12.8 billion in 2012.

But there is far more to mobile finance 
than mobile payments. Indeed, skepticism 
remains around just how big technologies 
like NFC (near field communications — 
a contactless radio technology that can 
transmit data between two devices within 
a few centimeters of each other) will actu-
ally be. A 2012 report by Forrester ques-
tioned the idea: “We don’t believe the 
majority of consumers will use mobile 
contactless payments before the end of 
the decade, even in the most developed 
countries. For now, mobile contactless 
payments provide only marginal improve-
ments to established systems like cash 
and credit/debit cards ... the overall user 
experience throughout the purchase and 
payment process isn’t necessarily simpler, 
safer, or cheaper.”

Focusing on substituting one form of 
payment for another is missing the point, 

says Udayan Goyal, founder of Anthemis 
Group, a digital financial services invest-
ment and advisory firm. Mobile wallets 
are about reducing merchant costs and 
creating new opportunities based on har-
vesting purchasing data.

The data collected by processing and 
understanding transactions allows banks 
and other bodies to build a far richer un-
derstanding of our needs, and so provide 
targeted offers based on our previous 
purchases, our location and our previ-
ous behavior, says Goyal.

“You can replace the old business mod-
el and old economics with a new business 
model which is built around targeted of-
fers that are integrated into the data col-
lected, he says. “I call this Loyalty 2.0.”

But, says Michael Dooijes, Head of 
Strategy and Innovation at Dutch bank 
Rabobank, while banks may have some 
transaction data, they don’t have the de-
tail they need to offer truly personalized 
services. They may know you went into, 
for example, Starbucks, but they don’t 
know you bought a double espresso. To 
help fill these gaps, the bank acquired an 
80% stake in MyOrder, a local start-up, in 
August 2012. Dooijes is also now the CEO.

“MyOrder is a remote ordering pay-
ment,” he says. “You use the app to order 
your cappuccino, you pay for it and you pick 
it up. Now I know you go to Starbucks and 
that you drink cappuccino. I need to enrich 
the information that the bank has and then 
I can provide value to both consumers and 
merchants. MyOrder does that.”

 BY BEN ROONEY

Mobile represents a huge opportunity for the financial sector; the  
winners will be those that see mobile as more than just another channel

TRADING GOES MOBILE
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Dooijes is critical of the approach 
that financial institutions have taken to 
date with mobile. “Banks have a trans-
action mindset. You want a loan, I give 
you the money, good luck with it. You 
make a payment with your debit card, 
we process the transaction, thank you 
and goodbye.”

“We are so focused on the transaction-
al [that] if we don’t look out we will just 
be the back office for the new players.”

Instead he says banks need to find ways 
to help add value for their customers. 
“The banks are the only ones that have 
the deep customer relationship with both 
consumers and merchants.”

That view is shared by Matthias 
Kröner, CEO of Munich-based Fidor 
Bank, one of Germany’s newest banks — it 
got its banking license in 2009. He urged 
mobile financial services not to look to 
the banks for inspiration. “Don’t make 
the same mistake that banks did when 
they entered the Web space,” he says. 
“They transported their boring branch 
banking onto the Web and thought that 
was it. It was a digitized branch offer-
ing, which was useless. Don’t ‘mobilize’ 
your branch.”

Kröner suggests banks need to under-
stand how mobile fits into a consumer’s life. 
“How many people are going to be trading 
stocks from their bus? I might check my 
stocks, I might ask my community about 
upcoming developments that I could use 
to make investment decisions, but I would 
never do asset allocation sitting on the bus.”

Financial Services Section
Sponsored by L39, Europe’s largest accelerator for financial 
services, retail and future cities technologies
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card, or why don’t you pay with your 
Avios points?’”

Australia’s Commonwealth Bank has a 
house-buying app that offers augmented 
reality to enable users to search for prop-
erties while walking down a street, cal-
culate monthly home loan repayments if 
they like a property, and then contact an 
agent or home lender directly. Halifax, 
part of the UK’s Lloyds Banking Group, 
has a similar service.

Mobile not only allows for different 
sorts of financial services — it results in 
a very different pattern of consumption, 
says Yoni Assia, CEO of eToro, a social 
investment network that allows its users 
to follow the financial trading activity 
of other users and copy them. “[Mobile] 
requires a different way of interacting,” 
says Assia. “No longer is a user connected 
only at specific times — but during the 

whole day. That requires a different form 
of habit creation.

“If you look at the login numbers — we 
have seen the amount of times that a user 
logs in to the system on mobile versus 
desktop would be six times more often on 
mobile than desktop. It is an engagement 
of small bites. The time the user is with 
you is significantly shorter, so you need 
to be a lot quicker.”

But what of services that are not just 
mobile versions of existing services? What 
about things that are completely new? 

“We are drawing on crowd wisdom 
and applying it to quantifiable future 
unknowns,” says Arjun Hassard, co-
founder of Myriada Systems. “Every-
thing from the revenue of a start-up in 
one year to the price of gold tomorrow to 
the number of downloads an app might 
have. Any kind of metric that aids an in-

vestment — our system is able to process 
the estimations of that and produce a 
more accurate answer as per the statisti-
cal theory of crowd wisdom.”

While other start-ups are trying to 
harness the power of Big Data, Has-
sard is going the other way. “We are 
avoiding the noise by understanding 
our users’ strengths. Small data can be 
more valuable if you have a system that 
is designed to capture that,” he says.

Users not only have to input their esti-
mate for whatever metric they chose to com-
ment on, they also have to say how confident 
they are in their prediction. “The ability to 
calibrate yourself is almost as important as 
the accuracy of your predictions.”

The free service rewards users by giving 
them access to the data. 

The service is only available on a mo-
bile device (currently iOS only). “In a 

single motion the user can input their 
estimation and their level of confidence.” 
According to Hassard the nature of the 
data, the way users interact and the slick-
ness of the interface mean it would be 
impossible to get the same kind of interac-
tion on a desktop.

“It is going to be really difficult to build 
that interface on the Web,” he says.

“Have we seen the financial killer app?” 
asks eToro’s Assia. “No. Do I believe it is 
out there? The answer is 100% yes.”

But it is clear, says KPMG’s Hodgkin-
son, that whatever form it takes, the killer 
app is not going to be a mobile payment 
service. The Next Big Thing will have to 
be “a bit more useful than just splitting 
a bill in a restaurant. I don’t think that 
solves a real world problem.”

David Hodgkinson, Principal Advisor 
at consultants KPMG, suggests banks 
need to think about how they can make 
themselves relevant in the lives of their 
customers. “We will start to see context-
relevant financial services,” he says.

“A customer does not want a car loan, 
they want a car. No one wants a mort-
gage, they want to buy a house. The pay-
ment mechanism will follow you around. 
You see something you want, scan a bar 
code and you instantly get some loan 
options, or some kind of consumer fi-
nance — or your bank says ‘it is three 
days before payday and you are a bit short 
of cash — you can put it on your credit 

Matthias Kröner, CEO of Munich-based Fidor Bank: 
“Banks transported their boring branch banking onto 
the Web and thought that was it.” 

PICTURE: MARK RAMSAY
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In the Philippines there are more mo-
bile phone subscriptions than people 
and social networks have become part 
of everyday life. So in December 2012 
as the government braced itself for the 
oncoming typhoon that the locals called 
Pablo it turned to social media. Before 
the category-5 storm smashed into the is-
lands, wreaking havoc with winds of 175 
miles per hour, and leaving over 1,000 
people dead, alongside the normal prepa-
rations officials created a special Twitter 
hashtag for the storm, #PabloPH, and a 
mobile-friendly disaster information 
page that helped people locate disaster 
shelters and other assistance. 

A year later, Haiyan, an exceptionally 
powerful tropical cyclone, devastated 
Southeast Asia. International humani-
tarian aid workers and the Philippine 
government had been warned about the 
impending storm, but few had antici-
pated its ferocity — 195-mph winds and 
a storm surge so powerful that it swept 
huge ships ashore. When the maelstrom 
finally subsided, more than 6,000 were 
dead, thousands more left destitute and 
infrastructure was devastated.

Still, thanks to the proliferation of 
mobile phones, SMS, crisis mapping and 
social media — and plans put into place 
before the cyclone to coordinate between 
mobile operators and NGOs — aid work-
ers were able to connect affected people at 
a speed that was previously unimaginable, 
and start the long process of rebuilding 
the shattered country.

Disaster relief lessons drawn from the 
Philippines will be the theme of a work-

shop during this year’s Mobile World 
Congress in Barcelona. The workshop, 
which is being organized by the GSMA, 
the mobile operator industry trade organi-
zation, will also include representatives 
of the World Economic Forum as well as 
humanitarian agencies.

“At Mobile World Congress we will 
be looking at models from the Philip-
pines and how we might apply them in 
the event of natural disasters elsewhere,”  
says Kyla Reid, the GSMA’s London-
based head of disaster response. Typhoon 
Haiyan marked the first time that the 
GSMA Disaster Response Program was 
deployed in a live humanitarian crisis.

The World Economic Forum is work-
ing alongside the other parties as part of 
a larger effort focused on the transparent 
use of data. One of the areas of the Fo-
rum’s focus is in using data for the com-
mon good for things like health, disaster 
relief or improving food supplies.

The ubiquity of mobile phones could 
help tackle some of the world’s most 
pressing problems, including disaster re-
lief, however, abuses by governments and 
businesses alike have led to a substantial 
loss of privacy and strong feelings of intru-
sion, which has in turn led to a backlash 
that threatens to curtail the use of big data.

To ensure that big data can be used for 
the public good new privacy frameworks 
and political mechanisms need to be put 
into place. (See the guest essay by Euro-
pean Commission Vice-President Viviane 
Reding on page 22.)

The World Economic Forum is work-
ing on developing some of these new rules 

and tools by bringing together business 
actors with politicians and humanitarian 
actors. “The value of the data — the util-
ity, the insights, the coordination — holds 
tremendous promise for transforming hu-
manitarian aid,” says William Hoffman, the 
World Economic Forum’s Head of Data 
Driven Development. “But to fully real-
ize this potential, we have to ensure there 
is trust and accountability in how data is 
used. In times of disaster there are many 
actors with vitally important data sets to 
share. We need to ensure there is balance 
between these innovative new uses and 
the protections for the most vulnerable.”

The role of data — and efforts to protect 
data privacy — is coming to the forefront as 
technology changes how humanitarian dis-
asters are prepared for, responded to and 
recovered from. Both the directly-affected 
populations and the institutions that pledge 
to support them are finding new ways to 
connect, enabling them to better attempt 
to prevent catastrophes, save lives and re-
build communities, notes the International 
Federation of Red Cross and Red Crescent 
Societies in its 2013 World Disasters Report 
“Focus on Technology And The Future of 
Humanitarian Action.”

That is why it is so important for 
mobile operators to coordinate better 
with each other and with NGOs, says the 
GSMA’s Reid.

In the Philippines relief efforts were 
made easier because the GSMA was able 

to convince rival operators to share what 
is considered sensitive commercial infor-
mation about the location of towers so 
that there would be a big picture view of 
connectivity when disaster strikes.

And, she says, the GSMA also played 
an interlocutor role between NGOs and 
mobile operators Smart Communica-
tions and Globe Telecom. Rather than 
have each NGO that sought information 
on service status, mobile money service 
availability, instant network solutions, 
or short codes approach the operators 
individually with the same requests, the 
GSMA acted as a clearinghouse.

The GSMA and the Office for the 
Coordination of Humanitarian Affairs 
(OCHA), a part of the United Nations 
Secretariat, also produced an SMS code of 
conduct to try to reduce duplication and 
fragmentation around one- and two-way 
SMS services launched in times of crisis.

In the Philippines connecting actors 
like OCHA with Smart and Globe ahead  
of Haiyan meant that when the typhoon 
struck, collaboration was more effective, 
says Reid. Now the challenge is to see if 
the same can be done all over the globe, 
leveraging mobile technology effectively 
to improve disaster relief while protecting 
data privacy.Haiyan devastated the Philippines but thanks to mobile technology  reconstruction was swifter.

Towers of StrengthMaking People Happy 
to Get Advertising

 BY JENNIFER L. SCHENKER

 BY JENNIFER L. SCHENKER

A U.S. mobile advertising start-up is rewarding 
consumers who engage with ads and provide 
data with real benefits

CREDIT: EU HUMANITARIAN AID AND CIVIL PROTECTION

By participating in surveys, installing games or buying products consumers in emerging markets can earn free 
mobile airtime.

PICTURE: GETTY 

Most advertising companies extract 
your data and give you nothing in re-
turn. But a Boston start-up targeting 
emerging markets rewards consumers 
who engage in ads with real benefits.

The service, called Jana Mobile 
(“Jana” means “people” in Sanskrit), is 
tapping into several major trends: people 
are recognizing the value of their personal 
data and will increasingly demand some-
thing in return; advertising is no longer 
about one-way communications and thus 
can become more targeted; and more ad 
dollars are targeting emerging markets.

“Most people are not aware of the 
intrinsic value of their data and give it 
away for free so this is part of a mindset 
change,” says Nathan Eagle, Jana Mobile’s 
co-founder and CEO.

At the same time mobile phones are 
helping advertising to become more of a 
two-way dialogue, giving brands much 
better data about what really resonates 
with consumers, he says.

The start-up’s inspiration came from 
Eagle’s time in Kenya. In 2006, while 
serving on the faculty of MIT and at the 
University of Nairobi as a Fulbright Pro-
fessor, Eagle and his students built an 
SMS blood bank platform to enable nurses 
in rural Kenya to send critical information 
on blood supply directly to officials in the 
centralized blood banks.

While the application initially seemed 

a great success, soon the number of text 
messages from rural nurses began to de-
cline. Eagle and his team realized that the 
system was failing because the cost of a 
text message represented a substantial 
fraction of a nurse’s daily pay.

So, Eagle and his students modified the 
system: upon receiving an SMS message 
with the day’s blood supplies, the system 
would automatically transfer a small amount 
of airtime back to the nurse who sent the 
message. A switch flipped; the nurses began 
enthusiastically sending daily updates.

Jana’s approach to advertising lever-
ages that learning and the appeal of free 
minutes, allowing advertisers to com-
municate directly with customers they 
are targeting. Many believe all advertising 
is headed in this direction. “Messaging 
turns into listening. Products become 
experiences, with much of the experience 
delivered virtually,” says Esther Dyson, 
an investor in Jana Mobile and a member 
of its board.

The company has had early success. 
More than 20 brands, including CNN, 
Microsoft, Johnson & Johnson, Nestlé, 
Unilever, P&G, Danone, Google, and 
General Mills, are using Jana Mobile to 
reach audiences via mobiles in emerging 
markets. The service is integrated into the 
billing systems of 237 mobile operators, 
so can they reward 3.48 billion emerging 
market consumers in 102 markets in 70 

local currencies with prepaid airtime.
If people in emerging markets — some 

of whom live on under $1 per day — feel 
like they are getting something in return 
and the advertising is engaging, they are 
willing, even eager, to receive ads.

A 2013 “Emerging Markets Mobile At-
titudes Report” prepared by Upstream, 
YouGov and Vanson Bourne polled 3,670 
respondents in Brazil, Nigeria, India and 
Saudi Arabia. Among its findings were:
• 68% of respondents said they are happy 

to receive promotional messages over 
mobile on a weekly basis;

• one in five said they are happy to re-
ceive promotional messages daily over 
mobile; and

• 7% would be happy to receive promo-
tional messages more than once a day.
The acceptance underscores how 

mobile advertising is finally starting to 
take off. For years participants at Mobile 
World Congress were told that mobile 
advertising’s day had arrived. This year 
it appears it finally has.

eMarketer estimates that overall, 
worldwide mobile ad spending was 
up 105.9% in 2013 with a further 62.1% 
growth expected in 2014. By 2017, ad-
vertisers worldwide will plunk down 
anywhere from $41.9 billion (according 

to research firm Gartner) to as much as 
$72.32 billion on mobile — nearly 10 times 
2012 spending levels, if eMarketer is right.

And emerging markets — the location 
of the next billion mobile customers — 
represent some of the biggest and most 
attractive opportunities for advertisers.

Gartner predicts that in Latin Ameri-
ca, Eastern Europe, the Middle East and 
Africa, mobile advertising growth will 
largely track the technology adoption and 
stabilization of emerging economies, but 
will mostly be driven by large markets 
such as Russia, Brazil and Mexico.

Going forward, Gartner expects the 
high-growth economies of China and In-
dia to contribute increasingly to mobile 
advertising growth as the burgeoning mid-
dle classes in these markets present prom-
ising targets for global and local brands.

This is just the beginning, says Jana 
Mobile’s Eagle. Four years from now, 
as feature phones disappear and are re-
placed in emerging markets with smart-
phones that are affordable to the masses, 
the type of advertisements that can be 
displayed will become more engaging, 
leading to more clicks for brands and 
more free mobile minutes for consumers.

HOW OFTEN WOULD YOU MOST LIKE TO RECEIVE 
ADVERTISING ON YOUR MOBILE PHONE?

WHO WOULD YOU MOST TRUST WHEN RECEIVING 
PROMOTIONAL MESSGAES OVER MOBILE?
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All figures, unless otherwise stated, are from YouGov PLC. Total sample size was 1,000+ adults. Fieldwork was undertaken betwen 6 
and 20 February 2013.The survey was carried out online. The figures have been weighted and are representative of all Brazil, India, KSA 
(Kingdom of Saudi Arabla), U.S, UK adults aged 30+. Nigerian fieldwork research was conducted online by Vanson Bourne, a research-based 
technology marketing consultancy.

eToro (Europe) Ltd., a Financial Services Company authorized and regulated by 
the Cyprus Securities Exchange Commission (CySEC) under the license # 109/10. 
Past performance is not an indication of future results. Also, leveraged products 
can carry a high degree of risk. eToro offers protective measures to manage risk 
effectively, but in rare occasions it is possible to lose more money than invested. 

Invest and Trade With 
Over 3 Million Users
Benefit from the financial 
wisdom of the crowds

Your Social 
Investment Network

Register on eToro.com & 
make your first social stock
investment on us!
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Data Privacy In  
The Mobile Century

 BY VIVIANE REDING

The revelations about the global sur-
veillance programs have left many citi-
zens feeling insecure and unprotected. 
We learnt that, throughout Europe, 
citizens care about their fundamen-
tal rights, but have had their trust in 
both the government and company 
processes shaken. It is clear that this 
trust must be restored. In my speech 
on Data Protection Day in January 
this year I called for a Data Protection 
Compact — eight principles that should 
govern our data privacy policy in Eu-
rope, eight principles which would 
restore citizens’ trust:

1. We need the data protection reform 
in the EU statute book. I wish to see full 
speed on data protection in 2014. The 
European Parliament is overwhelmingly 
in favor of it. Member States need to take 
a position on this now. It is high time to 
take the final steps.

2. The reform should not distinguish 
between private and public sectors. Citi-
zens would simply not understand apply-

ing different principles in times when the 
public sector collects and collates data on 
the same scale as the private sector. It is 
also a very difficult distinction to draw 
when a local authority can buy storage 
space on a private cloud.

3. Laws setting out data protection 
rules or affecting privacy require public 
debate because they relate to civil liber-
ties online. Take the Polish experience. 
ACTA [the Anti-Counterfeiting Trade 
Agreement] was not publicly debated 
and both citizens and Polish Members of 
the European Parliament refused to ac-
cept the agreement. Poland has learned 
from this experience: today, data pro-
tection reform is the subject of a wide 
public information campaign. It has led 
to constructive exchanges and a joint 
position paper by the private employ-
ers’ association and the leading civil  
liberties NGO.

4. Data collection should be limited 
to what is proportionate. If this element 
of proportionality is lost, citizens’ ac-

GUEST ESSAY

ceptance will be lost as well. Blanket 
surveillance of electronic communica-
tions data is not acceptable. It amounts 
to arbitrary interference in the private 
lives of citizens. Citizens should not all 
be treated like suspects.

5. Laws need to be clear and kept up to 
date. I was struck by the reaction of the 
author of the U.S. Patriot Act, Congressman 
Jim Sensenbrenner, to the NSA revelations: 
“This is not what the Patriot Act was meant 
to do!” Technological change allowed the 
Patriot Act to be applied in ways that had 
not been imagined at the time it was writ-
ten. States cannot rely on out-dated rules, 
drafted in a different technological age, 
to frame modern surveillance programs.

6. National security should be invoked 
sparingly. It should be the exception, 
rather than the rule. The need to protect 
national security can justify special rules. 
But not everything that relates to foreign 
relations is a matter of national security.

7. Without a role for judicial authori-
ties, there can be no real oversight. Ex-
ecutive oversight is good. Parliamentary 
oversight is necessary. Judicial oversight 
is key. Ultimately, whether processing 

is legitimate is a question of balance be-
tween different imperatives, the need 
to protect privacy and the importance 
of maintaining security. The judiciary is 
necessary to ensure that the pendulum 
does not swing too far.

8. Data Protection rules should apply 
irrespective of the nationality of the person 
concerned. Applying different standards to 
nationals and non-nationals depending on 
their nationality and place of residence im-
pedes the free flow of data. Europe should 
be very proud of the fact that it treats data 
protection as a fundamental right on which 
every human being can rely.

The Data Protection Compact would 
enable Europeans to exercise our right of 
digital self-determination. Not to depend 
on decisions made elsewhere, but to decide 
ourselves how we want to protect the per-
sonal data of our citizens, while keeping 
our internal market open and competitive.

PICTURE: WORLD ECONOMIC FORUM

REDING AND PRIVACY 

Viviane Reding is Vice-President of the 
European Commission, Responsible 
for Justice, Fundamental Rights and 
Citizenship. She has been a member of 
the European Commission since 1999 
and previously served as a member of the 
European Parliament from 1989-1999 
and as a member of the Luxembourg 
Parliament from 1979-1989. 

Reding recently helped spearhead 
Global Board Ready Women, an 
initiative to ensure that there are 
more women on corporate boards in 
Europe in collaboration with the Global 
Telecommunications Women’s Network 
and other women’s groups, as well as 
leading European business schools.

Reding wrote this essay for The 
Mobile Century.com, a webzine being 
launched at this year’s Mobile World 
Congress in Barcelona by the Global 
Telecommunications Women’s Network. 
(To read some of the other essays go to 
www.themobilecentury.com.)

Anonymized data collected by mobile 
operators could be used to pinpoint 
where people are moving en masse 
during disease outbreaks to better target 
relief efforts; to help policymakers better 
understand issues like hunger and 

poverty; and to manage disasters in real 
time (see the story on page 21.)

But abuses by businesses and 
governments abound and there is 
danger of a consumer backlash. A 
hardening of consumer attitudes, 
coupled with tightening regulation, 
could diminish the supply of personal 
data, undermining not just the Internet 
economy but big data analytics that 
could be used to help solve some of the 
world’s most pressing problems.

Mobile operators, device manufacturers, 
operating system vendors, application 
developers, and social networking and 
Internet companies have been working 
to help establish universal guidelines 
and approaches to data privacy that 
address consumer concerns and foster 
confidence and trust for mobile users. 
But recent revelations of unbridled 
surveillance by the U.S. National Security 
Agency have rattled consumers and 
there is as yet no global consensus on 
how to best approach oversight and 
enforcement to prevent such abuses in 
the future. 

In her essay, Reding expresses strong 
ideas  about how Europe should 
approach data privacy.
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