
When Trevor Parsons, who for years 
worked on developing cloud-based log 
management technology at University 
College Dublin, decided to spin out a 
company in 2010 he got a helping hand 
from LaunchPad, an Irish accelerator, 
and prize money from the university. 
Next, he netted $50,000 from Enterprise 
Ireland’s Competitive Start fund to take 
the technology to market and moved the 
company’s offices into Polaris Ventures’ 
newly-opened Dogpatch Labs in Dublin. 

In June of this year the company scored 
a $1.1 million series A round from two U.S. 
venture firms — Polaris Ventures and RRE 
— plus a new European early-stage VC 
fund called FrontLine Partners, and En-
terprise Ireland.

Logentries’ experience neatly demon-
strates how the European landscape for 
young companies is radically changing. 
Countries like Ireland are awash with 
seed money; governments are playing a 
greater role in supporting entrepreneurs; 
an increasing number of labs/accelera-
tors/incubators are housing and helping 
young companies; new European funds 

are stepping up to close the $500,000 to 
$2 million series A funding gap; and U.S. 
venture firms are investing in European 
companies at a far earlier stage.

Over the past five years there has been 
a surge of entrepreneurial activity in Eu-
rope spawned by dozens of seed funds, 
accelerator programs and a deep angel 
network of successful entrepreneurs who 
are recycling their wealth and know-how 
back into the ecosystem, resulting in the 
birth of hundreds of start-ups each quarter.

Seedcamp, the London-based micro-
seed investment fund and mentoring pro-
gram which has been operating in Europe 
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for the past five years, is playing a key role, 
providing, among other things, high-level 
access in the U.S., making it less tempt-
ing for young companies to enroll in Y 
Combinator and not come back. During 
its red carpet four-week U.S. road shows 
it introduces Seedcamp companies to 
high-profile investors such as Andrees-
sen Horowitz and Greylock and arranges 
visits with companies such as LinkedIn, 
Twitter, Foursquare, Microsoft and Qual-
comm. Over 50% of Seedcamp’s 2012 class 
has raised further capital, including some 
from U.S. investors such as 500 Startups 
and SV Angel. 

European venture firms, such as Accel 
Partners, Atomico, Balderton Capital and 
Index Ventures, are also playing a key role 
in building bridges to the U.S. for Europe’s 
young companies.

It is all part of a massive effort to make 
Europe a more attractive place to raise 
seed money through to initial public offer-
ings and beyond, says Saul Klein, a partner 
at Index Ventures, a founding partner of 
The Accelerator Group and founder and 
chairman of Seedcamp.

It is paying off. “There is significant 
value creation taking place in Europe 
across the start-up scene, i.e., hundreds 
of venture-backed companies are growing 
at attractive rates and many of these com-
panies are cash-flow positive with good vis-
ibility on sustainable double-digit revenue 
and earning growth,” says Jason Whitmire, 
a partner at Early Bird Venture Capital. 
These developments mean that Europe 
is – for the first time – “producing venture-
backed category leaders across the digital 

SEE INSIDE  
FOR A STORy LISTING 
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EARLy-STAGE COMPANIES

 By jENNIFER L. SCHENkER

continued on page 19

Trevor Parsons (center), the Irish entrepreneur behind 
start-up Logentries, poses with investors Noel Ruane, 
a partner at U.S. venture firm Polaris Venture Partners 
(pictured on left) and Shay Garvey, a partner at FrontLine, 
a new Dublin-based fund focused on early-stage 
European companies (pictured on right) inside Dogpatch 
Labs in Dublin. Logentries’ experience with fund-raising 
demonstrates how the Irish ecosystem works and the 
new trends in play in the European market.
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With makers of mobile phones and 
other consumer technology rushing 
to beat the competition to market with 
their newest gadgets, logistics has taken 
on increased importance for every-
one from hardware giants like Apple 
to start-ups seeking to get their first 
product into the hands of consumers.

 When supply chain logistics go wrong, 
it can lead to a delayed launch and even 
the failure of a product that cost millions 
of dollars to design and produce. When 
done right, it goes largely unnoticed.

To ensure the process does not intro-
duce costly delays companies in a variety 
of industries are increasingly turning to 
Cork, Ireland-based PCH International. 
It designs, manufacturers and distributes 
components for Apple and other well-
known producers of smartphones, tablets, 
eReaders and other electronic devices. 
By leveraging its contacts with manu-
facturers in China, PCH says it is able to 
economically and efficiently take care of 
everything from the design of a product 
all the way to delivery.

Sometimes the company makes the 
entire product and sometimes it makes 
components that are shipped somewhere 
for final assembly. In a bid to achieve 
higher margins, PCH has increasingly 
focused less on the straight manufactur-
ing and more on providing all aspects of 
the supply chain.

Irishman Liam Casey, PCH’s chief 
executive and founder, keeps his list of 
clients secret. News that Apple is a client 
only became known when the maker of 
the iPhone “outed” PCH by publishing 
its list of suppliers. All that he will say is 

that the company works with the con-
sumer electronics, telecoms and medical 
devices industries.
 
 Global Growth  

Casey founded PCH in 1996 and for two 
years worked alone, familiarizing himself 
with the industry and the opportunities 
and pitfalls of operating in China. He has 
lived in Shenzhen, the city in southern 
China where PCH has its production fa-
cilities, for 15 years and has grown his 
company to 3,000 employees and annual 
sales of more than $400 million.

“We want (clients) to see there is op-
portunity in China, but that they don’t 
have to be heavily involved to take ad-
vantage of it,” says Casey, a scheduled 
speaker at the Web Summit.

PCH International’s revenue has been 
on a steady upward trend from $30 mil-
lion in 2001 to $152 million in 2009 and 
$413 million in 2010. PCH, which does 
not release profitability figures, has not 
yet announced its 2011 earnings.

Casey spent time working in Silicon 
Valley and his company’s name is in 
homage to the Pacific Coast Highway, 
the California coastal highway. While 
the company is headquartered in Cork, 
where 80 people work, and production 
is in Shenzhen, many of the clients are 
in Silicon Valley. PCH has been expand-
ing its reach over the last few years and 
now has clients across the globe and ten 
regional offices.

PCH raised $21 million in 2008 from 
Norwest Venture Partners, Lightspeed Ven-
ture Partners and Focus Ventures Partners. 

In February last year, Triangle Peak Part-
ners and Cross Creek invested $26 million 
in PCH. Four months later Northbrook 
Investments and J. Christopher Burch 
joined existing investors in another $30 
million round of funding, bringing the total 
raised so far to $77 million.

“Up to 2008 we were bootstrapping 
it,” says Casey. “We were missing money, 
it was holding back growth. We were an 
Ireland-headquartered company with 
clients in Silicon Valley and production 
in China. It wasn’t easy to find somebody 
who wanted to fund that.”

Casey, who has been named Ire-
land’s international start-up ambas-
sador to China, says PCH now has 
a plethora of possibilities for future 
funding. He said he is keeping his op-
tions open and has not excluded any-
thing, including a stock market listing. 

 ScalinG Up 
 

 The focus now is on increasing the vis-
ibility of the type of consumer product de-
velopment and supply chain management 
that PCH can deliver, from concept to 
delivery. “The hardest thing in this space 
is that it is new and you have to create a 
category that is recognized,” says Casey. 
“So we hope others enter the space; we 
just want to make sure we are the best.”

In June PCH bought Lime Lab, a prod-
uct development company and incubator 
based in Silicon Valley, to boost its ability 
to do early-stage design and engineering 
to build prototypes. Recently, for example, 
it developed, produced and distributed 
LARK, a “silent unalarm clock” designed 
by entrepreneur Julia Hu that turns an 
iPhone into a sleep-tracking device.

“We have to turn down companies that 
want to work with us and only work with 
those we think can scale,” says Casey. “We 
focus on the founders and their business 
plans. There must be a roadmap and we 
must see that the founder and entrepre-
neur are hungry.”

One of the industries PCH wants to 
enter is robotics and Casey says PCH may 
soon do a deal with Intuitive Automata, 
maker of Autom, a robot that is a weight 
loss coach.

In the meantime, PCH will keep toiling 
out of the spotlight making sure its clients’ 
next tech gadgets make it to market in 
record time.
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PCH works behind the scenes to bring tech gadgets to market quickly and cost-effectively

Silicon Valley’s Go-To  
Irishman in China
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By jENNIFER L. SCHENkER

Ireland has a reputation for entrepre-
neurship that predates the Internet. 
Ever since 1968, when Irishman Tom 
McGovern left IBM and created IT 
services company Systems Dynamics, 
the country has been churning out tech 
companies strong in software.

Today’s B2B upstarts also show plenty 
of promise. The difference is they are 
gaining recognition globally at a much 
earlier stage: Profitero, a start-up special-
izing in pricing intelligence for retailers, 
won IBM’s 2011 Global Entrepreneur of 
the Year award; enterprise relationship 
management company Datahug raised 
money in 2011 in a round that included 
Silicon Valley super-angel Ron Conway; 
Log-entries attracted investment from 
Polaris Ventures and RRE (see story page 
one); and Intercom, an early-stage CRM 
tool for web businesses, earlier this year 
scored investment from Twitter’s Biz 
Stone, Huddle’s Andy McLoughlin and 
500 Start-ups.

These up-and-coming companies 
are being joined by start-ups focused 
on consumer Internet. Like their B2B 
counterparts these scrappy young Irish 
companies are not short on global ambi-
tion and are attracting the attention of 
U.S. investors at a very early stage.
The presence of U.S. investors and the 
popularity of the Web Summit conference 

launched by Paddy Cosgrave – one of the 
hottest and fastest-growing tech confer-
ences in Europe – is a result of the matur-
ing of the Irish tech ecosystem, which is 
now populated by engineers and man-
agers who cut their teeth in the Dublin 
offices of U.S. Internet giants like Google 
and Twitter as well as a whole generation 
of home-grown serial entrepreneurs.

Combine this close-knit community of 
entrepreneurs, who are mostly located 
within a 20-minute drive of each other, 
with an active local angel network, a start-
up-friendly government and engagement 
by local, European and U.S. venture firms, 
and it is no surprise that the market is 
not just buzzing but racking up respect-
able exits in both the B2B and consumer 
Internet sectors (see chart).

“I’ve been involved with the start-up 
community for over 20 years and, in an 
Irish context, I have never seen a more 
vibrant grass roots community; it is fan-
tastically encouraging,” says Brian Caul-
field, a Dublin-based partner at venture 
firm DFJ Esprit.
 Every tech hub needs its role models and 
it helps that Ireland now has its share. Take 
the case of Stephen Blanchfield, co-founder 
of DemonWare, which created the online 
backbone that now runs the vast Call of 
Duty video game franchise. He has gone 
on to create Scalefront, a start-up lab in 
Dublin which aims to churn out a continu-
ous stream of new companies. Blanchfield 
serves as an advisor to a variety of local 
start-ups, and organizes regular meetings 
with technology founders in Dublin. 

Blanchfield’s co-founder at Demon-
Ware, Dylan Collins, is also a force on 
the local scene. Now on to his fourth 
company – Fight My Monster – a fast-
growing online game for boys, Collins re-
calls that he was laughed out of the room 
when he tried to raise money for his first 
venture, right out of college. “It I tried to 
start the same thing today at the same age 
I would be taken a lot more seriously,” 
says Collins, a scheduled speaker at Web 
Summit.“The average age for starting 
companies has gotten a lot younger.”

And how. Thanks to James Whelton, 
the young Irish entrepreneur behind Cod-
erDojo, a global network of not-for-profit 
computer clubs that teach kids to code 
and develop websites, apps and games, 
Ireland is churning out coders 12 and 
younger, some of whom have already 
launched their own companies (see story 
pages 10 and 11).

First-time entrepreneurs of any age 
are finding it relatively easy to find fund-
ing. For instance, BalconyTV, a Dublin-

based company behind the web site and 
You Tube channel that features bands, 
musicians and other variety acts on bal-
conies around the world, was started as 
a lark with no business plan by Stephen 
O’Regan, now 29. His company recently 
raised money from U.S. venture capital 
firms Lerer Ventures, Polaris Venture 
Partners, and Greycroft Partners.

Advances in technology make it a lot 
easier to start companies today and sur-
vive longer without venture capital, notes 

Steven Collins, one of Ireland’s well-
known serial entrepreneurs. Collins and 
Irish serial entrepreneur Hugh Reynolds 
are behind Swrve New Media, a company 
which creates real-time analytics for web 
and mobile games that allow game devel-
opers to test and tune their games.

Prior to Swrve New Media Reynolds 
and Collins launched Havok, an Irish 
computer software company spun out 
of Trinity College that provided inter-
active software and services for digital 
media creators in the video game and 
movie industries, which was sold to Intel 
in 2007 for $110 million. The duo then 
went on to create Core, a company that 
created scripting languages for console 
games, which was sold to Intel’s Havok. 
Their latest venture, which splits opera-
tions between San Francisco and Dublin, 
has raised money from Intel Capital. Its 
investors also include two of Playfish’s 
co-founders.

 the network effect 

In addition to serial entrepreneurs, 
employees of the Dublin-based headquar-
ters of U.S. tech companies are leaving 
and starting new ventures of their own.

In the 1970s and 1980s, IBM, Digi-
tal Equipment Corporation, Hewlett-

Ireland’s Start-Up Boom
Thanks To the Network Effect Dublin Has Become 
A Breeding Ground For Hot Tech Companies

combine this close-knit 
community of entrepreneurs, 
who are mostly located within 
a 20-minute drive of each 
other, with an active local 
angel network, a supportive 
government and engagement 
by local, European and U.S. 
venture firms, and it is no 
surprise that Dublin is not 
just buzzing but racking up 
respectable exits in both the B2B 
and consumer Internet sectors.

continued on page 16

New Wave: a musician performing on BalconyTV, a Web site and youTube channel  
created by a Dublin-based company that will be showcased at the Web Summit.

Curam, which makes software to help 
government agencies administer social 
welfare and health services, sold in De-
cember 2011 to IBM for an estimated 160 
million euros.

NewBay, a provider of photo, video, and 
social-networking tools for smartphones, 
sold to Research in Motion in October 
2011 for an estimated $100 million.

CarTrawler, a provider of online car 
rental distribution systems, sold a 50% 
stake in its business to private equity 
firm ECI Partners for an estimated ¤50 
million in May of 2011.

Orchestra, a developer of a platform 
for deploying, scaling and managing 
PHP applications, was acquired in 
August, 2011 by Engine Yard for an 
undisclosed sum.

iriSh tech coMpanY 2011 eXitS



where business meets innovation
Networked ecoNomy:
Focus on early-stage

54 17-20  october | 2012www.INFORMILO.COM | wEBSUMMIT.NET
17-20  october | 2012 INFORMILO.COM | wEBSUMMIT.NET

cut through complicated concepts and 
also draft Mozilla’s principled, expansive 
and visionary manifesto. “That one brain 
can span both is quite unique,” he says.

Baker was instrumental in the creation 
of the Mozilla Foundation, an independ-
ent non-profit that was launched in July 
2003 as AOL shut down the Netscape 
browser division and drastically scaled 
back its involvement with the Mozilla 
project. She became the CEO of the Moz-
illa Corporation, which launched as a tax-
able subsidiary of the Mozilla Foundation 
in August 2005.

In January 2008, Baker decided that 
Mozilla would be best served by adding an-
other senior leader to the team and offered 
the role of CEO to a colleague, John Lilly. 
Gary Kovacs, a scheduled speaker at the 
Web Summit, took on the role of Mozilla’s 
third CEO in 2010. Baker retains her role as 
Chairman of the Mozilla Foundation and 
Chairman of the Corporation.

Both her legal skill and vision will be 
needed going forward. Given all the cur-
rent challenges to the web’s openness it 
is a good thing that Baker has decided to 
keep on fighting for Internet freedom, 
says Lisbonne.

Others agree. “Mozilla has proved 
that an open approach can work and it 
is a precious resource for the industry,” 
says Esther Dyson, founding chairman of 
ICANN, the Internet governing body, and 
a respected thought leader on all things 
digital. “But the model alone isn’t good 
enough; you need a wrangler like Mitchell 
to make it work.”

 
 
 

thanks in large part to Mozilla’s efforts. 
Q2 statistics released by NetMarketShare 
place Firefox’s global market share at 20% 
(down from its high of 30%) and Google’s 
Chrome at 19%. 

Just as Firefox ensured that anybody 
could connect to the Web without any 
corporate entity acting as a gatekeeper, 
Firefox OS wants to be sure that the mo-
bile Web is equally open, says Baker.

Baker, who has a degree in Asian stud-
ies from Berkeley (she honed her Manda-
rin while living in China in the ‘80s) and 
a law degree from the Bolt Hall School of 
Law, University of California, has been 
involved with the Mozilla project from 
the outset, writing the Mozilla Public 
License. In February 1999, she became 
the chief lizard wrangler of  Mozilla.org, 
the division of Netscape that coordinated  
the Mozilla open source project.

The title Baker chose for herself – chief 
lizard wrangler — refers to the lizard-like 
red dinosaur on Mozilla’s logo and to the 
fact that her responsibilities include nego-
tiating with and herding the developers.

Baker sharpened her mediation skills 
as a corporate and intellectual property 
lawyer. And balancing acts are her thing: 
she is an amateur trapeze artist. But gar-
nering the respect of an industry that had 
written the browser off as irrelevant was 
no easy feat. Baker did that – and much 
more — with aplomb. “There were years 
when Mozilla’s very existence was in 
doubt but she had the stamina and the 
savvy to bring the organization to great 
success,” says Bob Lisbonne, a former 
vice-president and general manager of 
Netscape’s browser division and a Mozilla 
Foundation board member.

Baker remains the public face of 
Mozilla, playing a key role in its contin-
ued success.  “When you compare her 
to other technology leaders it is worth 
noting that she has succeeded through 
chapters of Mozilla that were very dif-
ferent,” says Lisbonne. “Many leaders 
of technology organizations seem to be 
the right person at the right time but 
when the times change the person gets 
changed too.  In Mitchell’s case she was 
part of Netscape, a big commercial soft-
ware company, then worked for AOL, 
then for an independent not-for-profit 
entity, then as a thriving not-for-profit 
when Firefox took off, and more recently 
as chairman and statesman without the 
day-to-day responsibilities and she has 
been successful in all of those capacities.”

He notes that Baker was able to write 
the technical, very precise legal docu-
ments for the open software license that 

When the World Wide Web first burst 
on the scene in the mid-1990s it was 
a radical, open, distributed public re-
source that was accessible to all and 
had no central control, allowing people 
to experiment with new ideas and offer 
the results to the world, without the 
need to ask for permission or to agree 
to someone else’s terms, recalls Mozilla 
Chairman Mitchell Baker. The global 
network exploded, offering vast op-
portunities to a wide array of players.

Trouble is, she says, over the years vari-
ous forces have emerged to convert this 
radical participatory technology back into 
a more conventional, hierarchical and 
controlled medium.

The first challenge to this openness 
was the Microsoft monopoly. After it suc-
ceeded in crushing competitor Netscape 
its Internet Explorer browser had over 
95% market share. Enter Baker, who in 
her various roles at Mozilla helped lead an 
army of tens of thousands of programmers 
and evangelists into battle to keep the 
Internet open. Against all odds, Mozilla 
managed to wrest a significant share of 
the market away from Microsoft. Today 
she  is helping lead the charge on a differ-
ent front:  the mobile Web.

“The fight is about keeping the Inter-
net — including the mobile Web — an 
engine of choice and innovation as well as 
economic value,” say Baker, a scheduled 
speaker at Web Summit. “That is why it 
is so important to build freedom into the 
technology itself.”

 New threats are emerging. Chief among 
them: Apple, with its native apps, locked-
down platform and tight control over 
which developer apps are released; Google, 
with its Chrome browser being integrated 
with Android’s operating system, Google 
search technology and Google Plus; Micro-
soft, which is also developing integrated of-
ferings for its desktop and phone operating 
systems that makes independent offerings 
and interoperability much more difficult.  
“The same pressures to integrate the soft-
ware stack for short-term convenience, a 
trade-off that results in long-term control, 
are with us again,” says Baker. 

Mozilla finds the development path of 
the mobile Web troubling. “Our phones 
should help put us in control of our lives,” 
says Baker. “They should not be devices 
that bind us to a single corporate entity.”

What’s more, in the current environ-
ment individual ability to control our ex-
periences on mobile phones is limited, 
says Baker, as is our ability to control how 
much we’re logged, tracked and moni-
tored or to share in the economic rewards 
reaped from our personal data.

Mozilla is launching what it hopes will 
be a powerful counterweight: the Firefox 
OS, a browser-based operating system for 
mobile devices that bills itself as “fully 
open” and seeks to push the adoption 
of HTML5 as a viable platform option 
for the mobile industry (see fact box). 
“Mozilla’s mission is to bring openness, 
choice and individual empowerment to 
Internet life,” says Mitchell. “To do this, 
we must build these characteristics into 
the mobile world.”

Mozilla’s approach, based on the new 
web coding standard HTML5, will allow 
developers to create apps that could 
work on any operating system and plug 
into the advanced software and hard-
ware features of phones even if they 
aren’t native. The approach is likely to 
appeal to developers and is also proving 
attractive to phone operators, who don’t 
want Google and Apple to dominate 
the market.

Mozilla and telecom operator part-
ners such as Telefonica plan to focus first 
on pushing the Firefox OS in markets 
outside the U.S. Tied to that, Baker, an 
American, moved to Barcelona with her 
husband and son this summer.

 “Mozilla is an increasingly global com-
munity. This is important to the success 
of our mission. If we hope to have a world 
of openness and opportunity for all we 
should be building centers of gravity in 
many different locales,” Baker wrote in a  
blog post last May. “ Barcelona is not only 
in the heart of Europe, it’s much closer 
to the Middle East and Africa, and it’s 
no further from the east coast of Latin 
America than California.”

Ensuring the Firefox OS is a global suc-
cess goes to the very core of Mozilla’s 
mission, says Baker. “The new idea is that 
our phones should be open, should be 
‘ours,’ and should enable us to under-
stand, explore and ‘change’ our worlds. 
We have seen this approach with the web; 
we know it brings great opportunity and 
value creation,” she says.

Fine; but can Mozilla, with 2010 rev-
enues of $121 million, really compete with 
Apple, Android and Windows Phone?

If history – and the power of an army 
of developers — is any indicator it would 
be a mistake to bet against it.

 the one and onlY wranGler 

In many ways the release of Mozilla 
OS is a replay of history.

 When the Firefox browser was re-
leased there was no Apple and no Google 
standing in Microsoft’s way in its efforts 
to control this critical part of Internet life. 
There was only tiny Mozilla, led by Baker.

Work on Firefox started in March of 
1998, although the first pre-Firefox  prod-
uct was not ready before June of 2002 and 
Firefox itself did not ship until Novem-
ber of 2004. During this time Netscape’s 
market share continued to decline and 
Internet Explorer grabbed almost 98% 
of the market.

Today, Internet Explorer accounts 
for only 54% of global browser usage, 

Internet Freedom 
Fighter
Mitchell Baker On Why Mozilla 
is Now Turning Its Attention to 
The Mobile Web

“The fight is about keeping the 
Internet – including the mobile 
Web – an engine of choice and 
innovation as well as economic 
value,” says mozilla chairman 
Baker, a scheduled speaker at 
Web Summit. “That is why it is 
so important to build freedom 
into the technology itself.”

Baker honed her mediation 
skills as a corporate 
and intellectual property 
lawyer.  and balancing 
acts are her thing: she is 
an amateur trapeze artist. 
But garnering the respect of 
tens of thousands of male 
geeks – when you don’t have 
a technical background or 
write code yourself – was no 
easy feat.

 
jENNIFER L. SchENkER

mitchell Baker, mozilla’s chief Lizard Wrangler

To stay relevant and keep the mobile Web open mozilla is launching Firefox oS

 s Uses HTML5 to allow developers to 
create apps that can work on any op-
erating system and plug into a device’s 
advanced hardware and software even 
if the apps are not native.

 s Allows smaller, local, content develop-
ers, businesses, educators, government 
and community organizations – and 
even individuals — to publish apps 
without the need to ask for permission. 

 s Telcos:Deutsche Telekom, Etisalat, 
Smart, Sprint, Telecom Italia, Tel-
efonica, Telenor 

 s Internet companies: Facebook, Twitter
 s Chipset manufacturers: Qualcomm, 
Spreadtrum

 s OEMs: TCL (Alcatel) and ZTE
 s The first commercial deployment is 
planned in Latin America with Tel-
efonica in early 2013.

 s Mozilla has not yet announced device 
specifics, saying only that Telefonica 
is aiming to reach new customers in 
Latin America with an affordably-
priced smartphone with mid-range 
smartphone capabilities.

 s The organization says Mozilla Market-
place will offer a range of payment op-
tions, including direct to telephone bill 
options, wherever possible, to help de-
velopers monetize their content.

 s The organization says Mozilla Mar-
ketplace will offer a range of payment 
options, including direct to telephone 
bill options, wherever possible, to 
help developers monetize their content.

FireFox oS At A GlAnce

keY differentiatorS

partnerS to date

planned laUnch

deViceS

app Store
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 profitero  

(www.PROFITERO.COM)
DUBLIN, IRELAND
what it does: Provides a dashboard that moni-
tors competitors’ products, producing metrics 
on prices, availability and shipping costs, etc. 
to give the user an up-to-the-minute view.
why it’s hot: Founded in 2008 by Ukrainian 
Volodymyr Pigrukh, a former employee of 
Microsoft, Accenture and Google, Profitero 
won IBM’s Global Entrepreneur of the Year 
2012 and IBM’s Smartcamp competition in 
2011. Its clients includes retail giants Tesco and 
the French supermarket Auchan. 

 intercoM 

(www.INTERCOM.IO)
DUBLIN, IRELAND
what it does: Intercom provides a CRM dash-
board for web apps with Google Analytics-like 
integration.
why it’s hot: Housed in Polaris Venture Partners’ 
Dogpatch Lab in Dublin, the company has 
raised seed funding of $1 million from web 
heavyweights like Twitter’s Biz Stone, Huddle’s 
Andy McLoughlin and 500 Start-ups. 
 
  loGentrieS   

(www.LOGENTRIES.COM)
DUBLIN, IRELAND
what it does: Logentries is “like logs on ster-
oids,” providing system administrators with 
a cloud-based system to manage and analyze 
log files, giving them a real-time view of events 
and the ability to spot trends and problems.
why it’s hot: The company already has several 
thousand paying customers, helping it raise 
$1.1 million this summer in a round that 
included US venture firms Polaris Venture 
Partners and RRE Ventures plus Dublin’s 
Frontline Ventures and Enterprise Ireland.

 farMeron 

(www.FARMERON.COM)
OSIjEk, CROATIA
what it does: Helps farmers manage their live-
stock and crops, produces performance analysis.
why it’s hot: Every business needs detailed analytics 
and performance data to help it do well, and farms 
are no exception. After being accepted into 
Seedcamp, Farmeron attracted investment from 
Dave McClure’s 500 Start-ups and US venture 
firms NextView Ventures and SoftTechVC. 

 GaMeanalYticS 

(www.GAMEANALyTICS.COM)
COPENHAGEN, DENMARk
what it does: Helps game developers focus on 
how their users interact with their products 
and fine-tune the mechanics.
why it’s hot: Detailed metrics about how 
users interact with their products will help 
developers tweak games for the best returns. 

 GoSqUared 

(www.GOSqUARED.COM)
LONDON, ENGLAND
what it does: Tracks real-time web statistics 
and provides analytics that permit a quick 
response from a web site’s owner.
why it’s hot: GoSquared provides a real-time 
dashboard that shows you where traffic is 
coming from, what items are hot and even 
how fast your pages are loading so that you can 
respond accordingly. What sets it apart is its 
intuitive dashboard. 

 bonUSboX 

(www.BONUSBOx.ME)
BERLIN, GERMANy
what it does: Aggregates users’ purchase infor-
mation from loyalty schemes with data from 
users’ Facebook profiles.
why it’s hot: Metrics are power: when a 
purchaser buys something from an online 
retailer using Bonusbox, they’re asked if they 
want to join the loyalty scheme, which they do 
with their Facebook log-in. In return, they get 
closely-targeted offers. The company has so 
far attracted $1 million in funding. 

 GocardleSS 

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

 the cUrrencY cloUd 

(www.THECURRENCyCLOUD.COM)
LONDON, ENGLAND
what it does: Platform as a Service provider that 
offers access to global currency markets for 
money-transfer businesses and other services.
why it’s hot: Created by a team from the City of 
London, this company, which has attracted 
$7 million in angel funding, aims to disrupt 
traditional cross-border currency services. 
The team’s pedigree is impressive: they’re the 
guys behind UBS’s online FX platform. 

 tranSferwiSe 

(www.TRANSFERwISE.COM)
LONDON, ENGLAND
what it does: Peer-to-peer money transfer sys-
tem that allows users to wire money directly, 
bypassing banks and their commission charges.
why it’s hot: One of the founders is Taavet 
Hinrikus, Skype’s first employee. Charging 
a flat fee of £1 regardless of the value of the 
transaction, the service is attractive both for 
small and larger customers. Currencies at 
the moment are Euros and Sterling as well 
as Polish Zloty, Swiss Francs and Danish, 
Swedish and Norwegian Krone/Krona/
Krone. An appealing  service for those who 
dislike the big banks and their big charges. 
 
 iZettle    

(www.IZETTLE.COM)
STOCkHOLM, SwEDEN
what it does: Europe’s answer to Square, it of-
fers small vendors a way to process payments 
via an iPhone or Android app and a card reader.
why it’s hot: It’s not cost-effective for small 
vendors to have full card-processing machines 
and services so this app-plus-reader makes 
modern commerce available to the smallest 
of stores. There is plenty of excitement about 
iZettle in Europe – the company has raised 
$31.4 million to date — but Visa Europe has 
blocked the service in some countries, raising 
questions about its ability to scale.

 ShUtl 

(www.SHUTL.CO.Uk)
LONDON, ENGLAND
what it does: Connects retailers such as Argos 
and Karen Millen with local courier compa-
nies, enabling online and in-store customers 
to receive their shopping within as little as 90 
minutes or within a one-hour window.
why it’s hot: The company just raised $2 million 
from the UPS Strategic Enterprise Fund and 
existing investors Hummingbird Ventures 
and GeoPost. It will use the new investment to 
expand the team, acquire new retail partners, 
and prepare to launch its service in the US. 
 
 VoX.io    

(www.VOx.IO) 
LjUBLjANA, SLOVENIA
what it does: Allows users to make calls, chat, 
video-chat and send SMS messages from their 
browsers, via Facebook or an iPhone app, also 
allowing embedded third-party content such 
as YouTube, Soundcloud and Instagram.
why it’s hot: Backed by Seedcamp, vox.io 
already has one million users. It’s up against 
competitors such as WhatsApp, but given its 
ability to connect with more than 200 other 
services via embed.ly, it looks set to make a 
significant mark in this space.

Europe’s Top 25 
Hottest Early-Stage 
Companies
To identify the most promising European Internet companies 
Informilo asked Europe’s most active early-stage investors 
to nominate and vote on companies outside of their own 
portfolios based everywhere from London to Ljubljana. Some 
are well known, others are below the radar but unlikely to stay 
there for long. A number of the companies will be pitching 
investors and showcasing their products at Web Summit. 
Below find our picks for the Top 25:

 hailo     

(www.HAILOCAB.COM)
LONDON, Uk
what it does: Links licensed cab drivers with 
would-be passengers via smartphone apps.
why it’s hot: An app that links licensed cab 
drivers – starting in London, but now also 
offering the service in New York, Dublin, 
Boston, Toronto and Chicago – with 
passengers via the two main smartphone 
platforms, iOS and Android, is set to become 
a must-have for denizens of those cities. With 
$20m of funding, the business is solidly backed 
for further development.
 
 GidSY 

(www.GIDSy.COM)
BERLIN, GERMANy
what it does: Gidsy, which bills itself as “a mar-
ketplace for authentic experiences,” connects 
people looking for fun and unusual things to do 
with experts offering those services. It takes 
a cut of the fees.
why it’s hot: Although there are competitors 
in this space Gidsy has raised $1.2 million and 
is rapidly expanding around the globe. Its 
backers include Amazon Chief Technology 
Officer Werner Vogels, actor Ashton Kutcher, 
Sunstone Capital and Index Ventures.  

 wrapp 

(www.wRAPP.COM)
STOCkHOLM, SwEDEN
what it does: Social gifting service that allows 
friends to contribute to digital gift cards via 
Facebook and mobile apps.
why it’s hot: Another app that brings together 

retail and social: connecting via Facebook 
means retailers get demographics and other 
analytics, allowing targeted advertising while 
at the same time tapping into the feel-good 
vibe of gift-giving. The company’s team 
includes well-known seasoned entrepreneurs 
and its board of directors includes Skype 
co-founder Niklas Zennstrom and Linked-In 
co-founder Reid Hoffman.

 Silk 

(www.SILkAPP.COM)
AMSTERDAM, NETHERLANDS
what it does: Offers a platform that allows 
content creators to build sites and publish 
their work web-wide, and helps users to find 
that content.
why it’s hot: Content is king, but there’s simply 
so much of it out there that it’s hard to find 
what you’re seeking. Silk leverages what’s 
known as the semantic web so users can sift 
data meaningfully. So far the three-year-old 
group has raised just over $2 million from 
investors that include Skype co-founder 
Niklas Zennstrom. 
  
 fantaSYShopper   
 
(www.FANTASySHOPPER.COM)
ExETER, ENGLAND
what it does: The website combines social me-
dia with shopping, allowing participants to 
build dream outfits and spend fantasy money 
on virtual outfits or real money in real shops, 
both online and offline.
why it’s hot: Pulling together social and 
shopping in an attractive way is a bit of a holy 
grail for retailers, and this UK-based start-
up, which has so far raised $3.56 million in 

funding, seems to have hit a sweet spot since 
its launch a year ago. It looks a bit like Pinterest 
and links out to Facebook. Once it’s out of beta, 
this site could well catch fire.

 balconYtV 

(www.BALCONyTV.COM)
DUBLIN, IRELAND
what it does: Web site and YouTube channel 
that features performances of up and coming 
acts performing on balconies.
why it’s hot: The web loves a quirky upstart. 
So, too, do some investors, who to date 
have contributed $850,000 to this Dublin 
company, which in 2006 decided to start a 
daily broadcast from an apartment balcony in 
Dublin. Since then the company has expanded 
to 35 locations around the world from 
Auckland to New York.

 nUji  
 
(www.NUjI.COM)
LONDON, ENGLAND
what it does: Nuji describes itself as “Pinterest 
with rewards”: it’s a social shopping site that 
plugs into Facebook, allowing users to share 
images of things they want to buy.
why it’s hot: Those two key things again: social 
plus shopping. The aim is to discover via your 
social graph what you actually like rather than 
stuff your friends are pushing, though of course 
the things you’re tagging (liking) get pushed out 
to your friends as well. Reward points plus an 
elegant interface makes this one to watch.

 riffStation   

(www.RIFFSTATION.COM)
DUBLIN, IRELAND
what it does: Helps guitarists develop their 
skills by generating a chord display from any 
mp3 file.
why it’s hot: One step up from air guitar, this 
app smartly isolates and displays the guitar 
part in any music file for the musician. The 
team behind this service won the recent 
TWiST Ireland event, picked as the best 
start-up by the judges. Spun out from 
DiT’s Audio Research group, it has already 
scooped 2.2 million euros in funding. A 
Windows app is out there; Mac and iOS apps 
are in development.

 oVelin 

(www.OVELIN.COM)
HELSINkI, FINLAND
what it does: The aim is to get people enthusi-
astic about learning how to play the guitar via 
two iPad apps: Wildchords and GuitarTuna.
why it’s hot: Ovelin takes the idea of Guitar 
Hero – making playing an instrument fun 
– and turns it into a teaching tool. With $1.4 
million in funding and the award for Best 
European Learning Game of 2011, this app 
looks set to appeal to teachers and music 
students alike.

 aMen 

(www.GETAMEN.COM)
BERLIN, GERMANy
what it does: An iOS and web app that allows 
users to voice strong opinions.
why it’s hot: A free app is always a good way 
to get users on board, and the aim is to create 
conversations – tricky when there are a myriad 
of forums and social spaces already. However, 
investors, including actor Aston Kutcher, have 
backed the idea of an opinion graph – rather 
than a social graph – to the tune of $3 million, 
so they may well be on to something.

 jUStbook 

(www.jUSTBOOk.COM)
BERLIN, GERMANy
what it does: Smartphone app that picks three 
hotels per city, per day, and lists rooms for last-
minute booking at a deep discount.
why it’s hot: Originally launched in Germany, 
the app came to the UK earlier this year and 
is gaining traction. Backers include Dailydeal 
founders Ferry and Fabian Heilemann. 
Standing out in the crowded space of discount 
hotel bookings is a tall order, and the simple 
approach – just three hotels a day, under 
four simple categories (luxury, upscale, 
design, comfort) – makes this unique among 
complicated last-minute apps and websites.
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RepResentative at the Web summit:
Partner Brian Caulfield
GeoGRaphic Focus: 
Global. DFJ Esprit invests on a pan-Eu-
ropean basis but is also a member of the 
Draper Fisher Jurvetson Global Network, 
which includes 140 investment profes-
sionals across the world and over 600 
portfolio companies.
DiFFeRentiatoR: 
The DFJ Esprit partners have collectively 
made several hundred investments and 
pride themselves on being pros at helping 
companies expand. DFJ won Venture 
Capital Fund of the Year at last year’s In-
vestor All Stars Awards, the Oscars of the 
VC community. And Simon Cook, their 
CEO, won dealmaker of the year at the 
prestigious M&A Awards in 2011. “We are 
generally looking for companies that are 
planning to go global and planning to go 
to the U.S.; we can really help companies 
with that,” says Caulfield.
investment Focus: 
About 5% of the capital in the current 
fund will go to seed investments, some 
30% to early stage and 65% to later stage. 
Sample portfolio companies include 

Lovefilm (sold to Amazon), Zeus (sold 
to Riverbed), Achica, SportPursuit and 
StrikeAd.
hoW to pitch to DJF espRit:
DFJ Esprit is interested in companies 
with disruptive offerings and large global 
market opportunities. The firm invests in 
Internet, novel e-commerce models or 
verticals, and enterprise software. Caul-
field particularly specializes in identify-
ing companies that disrupt the payments 
space, those targeting digital health, and 
service offerings crafted to specifically 
meet the needs of developing markets.

RepResentative at Web summit: 
General Partner Daniel Waterhouse
GeoGRaphic Focus: 
Pan-European, occasionally U.S. The 
firm’s investment offices are in Munich 
and London with other offices in Zurich 
and Palo Alto.
DiFFeRentiatoR: 
Wellington seeks to be a strong local 
partner to companies with global ambi-
tions, helping them to expand across the 
Continent and into the U.S.
investment Focus: 
Mainly seed and early stage – it does 5-8 
early stage deals a year and occasional 
growth investments. About two-thirds of 
its investments are in digital media; the 
rest is invested in the resource efficiency 
space. Wellington typically prefers to lead 
funding rounds and invests from 500,000 
to 30 million euros. Sample digital media 
portfolio companies include Hailo, Spo-
tify, Qype, Adconion, Readmill, EyeEm, 
Artfinder and Bonusbox.

hoW to pitch to WellinGton:
Start-ups like Hailo that use mobile to 
have a transforming effect on a business 
sector and its consumers will catch Wel-
lington’s attention, says Waterhouse. The 
firm is also interested in next-generation 
e-commerce companies and start-ups that 
smartly leverage big data shifting media 
consumption models, financial services 
and cloud computing models.

RepResentative at Web summit: 
General Partner Jason Whitmire
GeoGRaphic Focus: 
Pan-European. In addition to several suc-
cessful trade sales, Earlybird has led six 
companies to an IPO (Interhyp, Tipp24, 
Wilex, Esmertec, Entelos, and Noema-
Life) on four different European exchanges. 
DiFFeRentiatoR: 
The firm moved its headquarters to Berlin 
in December and is putting a big focus on 
this hot European tech hub.
investment Focus: 
Digital media, mobile, software as a  
service, financial services, cloud, en-
terprise software, open source and big 
data. Its portfolio includes B2X Care 
Solutions, Carpooling, Crowdpark, Mad-
vertise, Peak Games, Smava, Socialbakers 
and ubitricity.

hoW to pitch to eaRlybiRD:
“There is a lot to be done in B2B pay-
ments, a $500 billion market where noth-
ing has changed for almost 200 years,” 
says Whitmire. “We are also definitely 
interested in predictive layers – solu-
tions that show companies meaningful 
forward-looking prediction data.”

who To Pitch At 
web Summit
It’s every start-up’s dream. The person 
next to you in the lunch line or on the 
pub crawl turns out to be a prominent 
venture capitalist who buys into the vi-
sion: your company is going to become 
the next Facebook, Square or MySQL. 
The VC offers to invest on the spot. Only 
a lucky few of the some several hun-
dred start-ups expected at this year’s 
Web Summit are likely to experience 
this kind of encounter and an even 

smaller number will go home with not 
just promises but actual term sheets in 
their pockets. To help increase those 
odds Informilo’s Jennifer L. Schenker 
spoke to 10 of the early-stage investors 
who are planning to attend the event. 
We are printing their photos to help 
start-ups spot them in the crowd. And, 
we got them to dish about what they 
are seeking and the best ways to pitch 
them. The rest is up to you.

earlYbird

jason Whitmire

RepResentatives at Web summit: 
Partner Jan Hammer and associates 
Leonard Picardo and Martin Mignot 
(pictured here).
GeoGRaphic Focus: 
Offices in Geneva, London and San Fran-
cisco. Investing across all the key tech 
hubs – Berlin, London, New York City, 
San Francisco, Stockholm and Tel Aviv.
DiFFeRentiatoR: 
One team bridging Europe and US.
investment Focus: 
Early-stage, growth and life sciences funds.
inDeX is seaRchinG FoR: 
European and Israeli-born companies 
looking to build global category leaders. 
Its track record in this category includes: 
Lastfm, MySQL, Playfish and Skype.

Given Index’s long history in the U.S., 
the company is also looking to support 
innovative U.S. companies with breakout 
international potential. Its track record in 
this category includes: Assistly, Cloud.com, 
Facebook, Gluster and RPX.

Index is also looking to invest in compa-
nies capable of dominating large national 
and regional markets. Its track record in 
this category includes: Betfair and Lovefilm.

hoW to pitch to inDeX: 
“Articulate clearly the problem you are 
solving and why you are solving it or go-
ing to solve it better than anyone else,” 
says Leonard Picardo. “Follow that up 
with a justification that the problem/need 
is real and not nichey and demonstrate 
ability to engage, sell and upsell to smart 
customers – that will make my ears prick 
up even more.” Ditto for associate Martin 
Mignot. “I love words, and I love data; tell 
me a good story that uses both brilliantly 
and I’ll listen!” he says.

indeX VentUreS

jan hammer Leonard Picardo

martin mignot

RepResentative at Web summit: 
Partner Mattias Ljungman
GeoGRaphic Focus: 
Global. Atomico has offices in London, 
Beijing, Sao Paulo, Istanbul and Tokyo.
DiFFeRentiatoR: 
Founded by Niklas Zennström, a co-
founder of Skype, Atomico has a busi-
ness-development network that stretches 
across Latin America, Asia and Europe 
through its international expansion team, 
and boasts that it has the ability to “super-
charge growth across the world.” Atomico 
says it believes that capital is a commodity 
and what companies need is value add.
investment Focus: 
“It is about attacking big markets —we 
like companies that identify big prob-
lems in big industries and aim to disrupt 
them,” says Ljungman. “What is really 
interesting is to transform pretty tra-
ditional industries and pretty quickly 
catapult them into the digital age.” Sam-

ple portfolio companies include Hailo, 
Rovio, Jawbone, Fab, Klarna and Wrapp.
hoW to pitch to atomico:
If you want to pique Ljungman’s interest 
mention mobile or big data. “Mobile is 
becoming super important and so is how 
you manipulate data,” he says. “We are 
only at the beginning of how people use 
and analyze data to give people a fabulous 
customer experience.”

atoMico

mattias Ljungman

RepResentatives at Web summit: 
Partner Roberto Bonanzinga
GeoGRaphic Focus: 
London-based Balderton Capital was 
founded in 2000 by Silicon Valley VC firm 
Benchmark Capital. It was then known as 
Benchmark Europe. Balderton Capital for-
mally became an independent firm in 2007. 
Balderton Capital, which maintains close 
ties with Benchmark Capital, invests glob-
ally, but has a particular focus on Europe.
DiFFeRentiatoR: 
Partners are all former entrepreneurs or 
operational guys who like to roll up their 
sleeves. “It doesn’t matter whether we 
invest $300,000 or $10 million; we make 
the same commitment in the way we work 
with the entrepreneur,” says Bonanzinga.
investment Focus: 
Seed and Series A. Sample portfolio com-

panies: Wonga, Bebo, Betfair, Lovefilm, 
Yoox Group, KupiVIP.ru.
hoW to pitch to balDeRton capital: 
Be enthusiastic if you bump into Bonanz-
inga. “We don’t focus on specific sectors, 
we invest in motivated entrepreneurs 
who have ideas that can have a large im-
pact,” says Bonanzinga.

Roberto Bonanzinga

balderton capital

RepResentatives at Web summit: 
Managing Partner Nenad Marovac and 
Investment Manager Christina Chen 
GeoGRaphic Focus: 
London-based DN Capital is a pan-Eu-
ropean investor and looks to invest up to 
¤10 million per company depending on in-
vestment stage. It also actively helps U.S. 
companies enter the European market. 
DiFFeRentiatoR: 
Despite the tough economic climate it 
recently completed the first close of a new 
early-stage fund (its third) and announced 
several successful exits, including the sale 
of Endeca to Oracle, the sale of Apsmart 
to Thomson Reuters and the sale of  
Datanomic to Oracle.
investment Focus: 
Three quarters of the deals that it does are 
early stage. Sample portfolio companies 

include Shazam, Endeca, OLX (sold to 
South African media company Naspers) 
and Lagan.
hoW to pitch to Dn capital: 
“We are investing predominantly in soft-
ware, digital media and mobile app com-
panies,” says Marovac. “We like scalable 
businesses led by energetic entrepreneurs.”

christina chen (L) Nenad marovac (R)

dn capital

RepResentative at Web summit:
Investment Partner Megan Quinn
GeoGRaphic Focus: 
Global. KPCB has offices in Menlo Park, 
San Francisco, Shanghai and Beijing.
DiFFeRentiatoR: 
This venerable Valley VC has invested in 
more than 500 ventures, including Goog-
le, Amazon, Twitter, Square, One Kings 
Lane, Electronic Arts, Intuit, Juniper Net-
works, Symantec and VeriSign, leading to 
150 IPOs. Partners include industry stars 
John Doerr, Bill Joy and Mary Meeker.
investment Focus: 
Invests in all stages from seed to growth. 
The firm does not have offices in Europe 
but that doesn’t stop them from shopping 
around for good companies on this side 
of the pond: it has invested in Spotify, 
which originated in Sweden, Germany’s 
Soundcloud and Turkey’s Trendyol.
hoW to pitch to Kpcb: 
Things likely to appeal? “Products and 
services that are leveraging technology 
to re-imagine historically-neglected in-

dustries,” says Quinn. “The firm looks 
for companies that are riding the tectonic 
shift toward mobile, especially context-
aware and personalized mobile services 
that meet real-time consumer demand, 
like Hotel Tonight.” Companies that 
bridge the digital and physical world for 
consumers and enterprise, like Square, 
which enables small merchants to accept 
credit cards with their phone, will also 
grab the firm’s attention, she says. 

megan Quinn

kleiner perkinS caUfield & bYerS

RepResentative at Web summit: 
Noel Ruane, Venture Partner
GeoGRaphic Focus: 
U.S. and Europe. Headquartered in Bos-
ton, Polaris Venture Partners also has 
offices in Palo Alto and Dublin as well as 
its Dogpatch Labs Communities in Dub-
lin, NYC, Cambridge, MA, and Palo Alto.
DiFFeRentiatoR: 
Leveraging almost 20 years of investment 
experience as a firm across all company 
lifecycle stages, as lead or co-lead investor 
in more than 240 diverse companies in the 
U.S., Polaris wants to share this experi-
ence, network and community with special 
European entrepreneurs. “We want to be 
that bridge for early-stage (Series A) Euro-
pean companies into the U.S.,” says Ruane.
investment Focus: 
Invests in seed, early-stage (Series A), 
and high-growth middle market busi-
nesses. Sample portfolio companies 
include: LogmeIn, Automattic (Word-

Press), Markmonitor, Legalzoom, Lo-
calytics, Logentries.
hoW to pitch to polaRis ventuRes:
Europe: “We are interested in SAAS – 
Business and Consumer, Big Data, Com-
merce, Marketplaces and Platforms. The 
common thread is large market oppor-
tunities, displacing legacy solutions and 
high-velocity selling,” says Ruane. “It 
doesn’t necessarily have to be glamorous 
but it does have to solve real problems.”

Noel Ruane

polariS VentUre partnerS

dfj eSprit

RepResentatives at Web summit:
Vice President Max Niederhofer (pic-
tured left) and Principal Michiel Kotting 
(pictured right)
GeoGRaphic Focus: 
Global. Accel has offices in Palo Alto, New 
York, London, India and China, and it has 
portfolio companies on six continents.
DiFFeRentiatoR: 
Accel pitches itself as the only West Coast 
venture capital firm with a London office 
and a global team to support international 
expansion for portfolio companies using 
its “deep understanding of technology 
through prepared mind initiatives.”
investment Focus: 
Accel does early-stage rounds of $500,000 
to $50 million. “We are looking for potential 
global winners,” says Niederhofer. “We like 
to intercept them at a very early stage, help 
them get local traction and then accelerate 

their global growth.” Sample portfolio com-
panies include Rovio (Angry Birds), Wonga, 
Hailo, Spotify, QlikTech and KupiVIP.
hoW to pitch to accel paRtneRs: 
The team is excited about anything with 
traction, a world-class team and great 
technology. If you don’t manage to con-
nect at Web Summit send Neiderhofer a 
deck via email: mgn@accel.com.

michiel kotting (L) and max Niederhofer (R)

accel partnerS wellinGton partnerS

Brian caulfield

Daniel Waterhouse
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Tech Prodigies
Tech companies are being created by young people at earlier and earlier ages, 
thanks in part to James Whelton, the 20-year-old Irishman behind Coderdojo, 
a not-for-profit network of computer clubs that teach kids to code.

Jack Dorsey, best known as the creator 
of Twitter and Square, was 15 when 
he wrote dispatch software which is 
still used by some taxicab companies. 
As impressive as that sounds, kids are 
now coding at half that age and rais-
ing venture capital before they are old 
enough to drink beer.

Consider  London-based Nick 
D’Aloisio, now 16, who raised $250,000 
last year for his start-up Summly from 
Horizons Ventures, the private invest-
ment vehicle of Hong Kong real estate 
billionaire Li Ka-shing, a backer of Face-
book and Spotify. Summly simplifies the 
content of Web pages. Its modest mission? 
Build a better Google.

Then there is Shane Curran, a Dubliner 
who at age six installed Linux on a com-
puter. He went on to create Libramatic, a 
cloud-based application for smartphones, 

tablets and other Internet-enabled de-
vices that automates a library’s tracking 
system by scanning books’ ISBN numbers. 
“My school spent a large sum of money 
on a system that didn’t do much to help 
librarians,” says Curran, a scheduled 
speaker at Web Summit. “I figured it 
could be more modern and web-based 
so I decided to create Libramatic.” He’s 
now 12 and teaches other kids to code.

It is little wonder then that Irishman 
James Whelton, a co-founder of Coder-
Dojo, a global network of not-for-profit 
computer clubs that teach kids to code 
and develop websites, apps and games, 
feels like he is over the hill. “My youth 
is gone,” says 20-year-old Whelton, who 
has been writing computer code for more 
than a decade. “It’s a scary thought. I see 
these really, really young kids come in to 
the clubs and it just freaks me out.”

CoderDojo, which celebrated its first 
anniversary this summer, attracts would-
be coders who are as young as six (though 
the average age is 10-13). That is not to say 
that the club is closed to those over 21. 
Meetings are often attended by parents, 
who serve as chaperones.

 breedinG GroUnd for   
 YoUnG creatorS  

The Dojos, as the individual clubs are 
called, are run and taught by volunteers, 
who also organize tours of technology 
companies and talks by guest speakers. 
There are now over 100 clubs in more 
than 20 countries, some in far-flung lo-
cations such as Uganda and Indonesia.

“It all started quite unexpectedly,” says 
Whelton, who is scheduled to speak at the 
Web Summit for the third year in a row. “I 
was a very nerdy kid. When I was around 
nine I started teaching myself how to code 
on the Internet because as I went though 

the educational system I realized there 
was nowhere in school for me to learn,” 
he says. “I won an award and got some 
notoriety for hacking the iPod Nano so 
a few guys came up to me at school and 
said, ‘that’s cool; can you teach me how 
to do that?’”

An impromptu get-together attracted 
40 kids. Whelton got permission from 
his school in Cork to have twice-weekly 
meetings for “a fight club, but with key-
boards.” Kids told friends who went to 
different schools. Word quickly spread, 
Whelton got calls from people at other 
schools who were interested, and soon 
families were driving as much as three 
hours each way to attend the club.

“A friend of mine wanted to bring the 
classes to Dublin and pretty soon peo-
ple from all over Ireland were asking 
for clubs,” says Whelton. International 
expansion soon followed.

A special session of CoderDojo was 
held at the Irish parliament in July, rec-

ognition of the club’s popularity in Ire-
land and the fact that it has been churning 
out some highly-successful Irish pupils. 
Chief among them is another Web Sum-
mit speaker, Harry Moran, who last No-
vember created PizzaBot, a game that 
he uploaded to the Apple store, quickly 
shooting to the top of the charts ahead 
of popular titles such as Angry Birds and 
Call of Duty. At the time, Moran, who 
was 12, was thought to be the youngest 
person to create a game uploaded to the 
Apple App Store. PizzaBot, which evolved 
from an assignment given to Moran at a 
Cork CoderDojo, is similar to Space In-
vaders, the famous arcade game created 

in the late 1970s. The difference is that 
rather than shooting at aliens the player 
controls a slice of pizza that guns down 
evil pepperoni.

Other CoderDojo alums include Jordan 
Casey, a 12-year-old app developer whose 
success with the Alien Ball VS Humans 
game for the iPhone and iPad helped earn 
him an invitation to speak at the Cannes 
Lions International Festival of Creativ-
ity in June.

“There are many ways to judge the 
success of CoderDojo and it’s not neces-
sarily about some kid creating a massively 
successful app,” says Whelton. “It’s about 
getting other kids interested in program-

ming and having fun creating things.”
Twelve-year-old Casey gets that: in 

addition to creating Alien Ball VS Humans 
he has established his own CoderDojo 
branch, which just might be the breed-
ing ground for an even younger creator 
of an Apple app.

 perSeVerance paYS 

While Ireland is full of talented young 
coders, plenty of tech prodigies can be 
found everywhere on the globe. Arfa 
Karim Randhawa, a native of Pakistan, 
was nine in 2004 when she became the 
youngest Microsoft Certified Profession-
al, which means she had the skills nec-
essary to manage Microsoft networks. 
Impressed by the precocious Randhawa, 
Bill Gates invited her to visit Seattle, 
where she met the Microsoft founder 
and toured the company’s campus. Rand-
hawa continued to develop her skills and 
was programming in several complex 
computer languages before dying this 
year at 16 from heart problems.

Then there is Sujay Tyle, who was 14 
when he co-founded a charitable organi-
zation called ReSight in 2008 with the aim 
of democratizing eye care services for the 

underprivileged. He was accepted into 
Harvard the same year. While studying 
there, Tyle, a scheduled speaker at Web 
Summit, worked at the Blackstone Group 
in Tokyo and conducted malaria research 
in Dakar, Senegal. Now 18, he is on leave 
from Harvard. A recipient of one of Pay-
Pal co-founder Peter Thiel’s 20 under 20 
Fellowships, Tyle has opted for a role as 
vice-president of business development at 
Scopely, a venture-backed social gaming 
company in Los Angeles.

While there are no clear rules on what 
it takes to become a tech prodigy, perse-
verance is a required quality. Moscow-
based Efim Voinov and his twin brother 
Semyon, the co-founders of ZeptoLab, the 
company behind the wildly popular Cut 
the Rope game, started creating digital 
games when they were just eight years 
old. They launched more than two doz-
en before they had a solid success. “We 
were lucky enough to have friends who 
also shared our love for making games 
from childhood, so we just thought it was 
normal,” says Efim, now 30, a scheduled 
speaker at Web Summit.

Turning a love of coding and a suc-
cessful 79-cent app into lasting fame and 
fortune is, of course, not so simple. Just as 
the music charts are stocked with one-hit 
wonders, there are hundreds of thousands 
of young coders and very few grow up to 
become a Bill Gates, Sergey Brin or Jack 
Dorsey. But one thing is for sure: with 
kids as young as two playing with iPads, 
the median age of tech prodigies is likely 
to drop even lower.

 
By ERIC SyLVERS

“my youth is gone,” says 
20-year-old james Whelton, 
who has been writing 
computer code for more than 
a decade. “It’s a scary thought. 
I see these really, really young 
kids come in to the clubs and it 
just freaks me out.”

Irishman james Whelton, a co-founder of coderDojo, a global network of not-for-profit computer clubs that teach kids to code

young children learning to code at a coderDojo club

Shane curran, creator of Libramatic, a cloud-based application that automates a library’s tracking system
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What would the Web be like without 
social media, relational databases or 
first-rate search engines? When you 
look at the biggest and most successful 
Web companies – today the building 
blocks of our modern online lives – it is 
hard to imagine them as start-ups, fac-
ing challenges to get traction with users, 
battling with investors over strategy 
or struggling to prove they can make it 
outside of their home market.

Turning a great idea into a business 
isn’t easy. Challenges pop up at every turn. 
But the results can be amazing. Informilo 
asked three of the scheduled speakers 
at Web Summit what they had to do to 
transform their big ideas into big prod-
ucts. Their stories are both fascinating in 
their own right and an insight into how 
to tackle the kind of issues that many en-
trepreneurs face.

 ScalinG USer Up-take 

Most entrepreneurs struggle to figure out 
how to get more people to use their product. 
And Twitter proved to be no exception.

Josh Elman, who describes himself 
as a “product guy,” was a big part of a 
sea change at Twitter, helping transform 
it from a niche service to the important 
social force it is today. Moving the service 
from geeky and difficult to mainstream 
and essential was no small feat.

Twitter first gained traction among 
the geek community at the South by 
Southwest digital festival in Texas in 
2007, but it was a while before it at-
tracted a loyal following by the wider 
net community. “The problem was that 
people knew what Twitter was, but they 
didn’t use it themselves,” says Elman, 
who now works as a venture capitalist 
for Greylock Partners in Silicon Valley. 
“Our challenge was to help people un-
derstand why Twitter was useful.”

Elman joined Twitter at the end of 
2009.  At that point he’d been a user for 
at least two and a half years. “I’d gone 
through the same challenge as most peo-
ple with it; I was following some people, 
but I didn’t really get how to use it every 
day,” he says. He soon discovered that 
he was by no means the only one. “Lots 
of people tried it, didn’t get it, and left. 
Millions of people had created accounts, 
but only a fraction were actually using 
those accounts.”

To solve this issue he and the team 
studied the data about Twitter’s users. 
“We realized that people who hit Twitter 
seven times a month or more were our 
core users,” says Elman. “The next thing 
was to look at the amazing set of data we 
had about our users: we started query-
ing what we could learn about them. We 
realized that those people followed more 
than 30 people themselves, which gave us 
a really interesting ratio: the two-thirds/
one-third ratio.”

Most engaged users fit the pattern: 
two-thirds of the people are followed to 
gain information while the remaining 
third are “people you know… people you 
have bi-directional relationships with,” 
says Elman.

That knowledge prompted Twitter 
to build tools to make it easier for new 
users to find people to follow. Today, 
for example, if you’re interested in the 
British soccer team Manchester United, 
you’ll see in your suggestions not only 
the players, but also the journalists who 
cover the team.

Those tools helped drive more engage-
ment and grow user numbers, turning a 
small, unintuitive service that was used 
as a chatty back-channel among the tech-
norati into a staple of the web and a key 
plank of marketing strategies for pretty 
much every business sector. Just over 
five years old, Twitter, which is also a 

vital part of people’s social lives these 
days, is reported to be heading towards 
250 million users.

 StaYinG trUe to YoUr rootS 

Underpinning every single web prop-
erty is its data. New techniques to under-
stand and leverage that data emerge all 
the time, but much of the web wouldn’t 
have been possible without MySQL, the 
open-source relational database, devel-
oped by Michael “Monty” Widenius and 
David Axmark. MySQL is an essential 
product that continues to underpin many 
of the services we take for granted, from 
Google and Facebook to the blogging 
platform WordPress. But turning a great 
product into a business requires invest-
ment and management, and sometimes 
the aims of the businesspeople can be 
at odds with the founding philosophy.

“I was a typical programming geek,” 
says Widenius, an open source crusader. 
“In five years, we grew from three to 15 
people. We were very successful, we did 
a lot of things right, we did a lot of things 

wrong: we could have created a bigger en-
vironment for open source, for example.”

As with so many tech start-ups, 
MySQL ran into the perennial conflict: 
how do you return value for the investors 
while remaining true to your original 
purpose? “We were mostly technicians 
– everyone was for open source, we be-
lieved in the freedom of it,” says Wid-
enius. “The management team, hired 
from normal corporations, had very lit-
tle understanding of open source: they 
were trying to make money the normal 
way, not the open source way. We had 
big conflicts with the management, who 
wanted us to go more closed-source and 
make money.”

The challenge was to protect the 
original vision and keep MySQL open 
source. Widenius hoped that would be 
the case when the company was sold to 
Sun Microsystems in 2008 for $1 billion. 
“I thought this was the best thing that 
could happen: they understood devel-
opment and open source.” However, 
when Oracle began to hover over the 
ailing Sun, eventually buying it in 2009, 

Widenius sprang into action, concerned 
that his creation, a vital foundation stone 
of the web, would become increasingly 
closed in the hands of Oracle.

To that end, Widenius launched 
MariaDB, the community-developed 
branch of MySQL. And he launched a 
new company to ensure the movement 
stays true to its roots. Monty Program, 
the company founded by Widenius to 
develop MariaDB, now has 21 employees, 
more than half of whom are full-time 
developers. It’s a return to the philoso-
phy that drove the development of – and 
vast, global take-up of – MySQL, and 
an eloquent response to the challenges 
thrown up by the involvement of a big, 
commercial entity in the philosophy of 
a small, open-source entity.

 GoinG Global 

Despite Google’s efforts to ramp up 
in Russia, Yandex, the country’s most 
popular search engine, retains around 
60% of its home market, now the biggest 
Internet market in Europe. In 2011 the 
home grown champion raised $1.4 billion 
in an initial public offering on Nasdaq. 
At the time it was the biggest IPO for an 
Internet company since Google in 2004.

But no company, no matter how suc-
cessful, can rest on its laurels. Search is 
changing: it is now about data structures 
and meaning as well as algorithms and 
statistics. And mobile is an important part 
of the picture. Yandex has been buying 
four to six start-ups a year and is hunting 
for more in areas like advertising, geoloca-
tion and voice processing.

Along with improving and expanding 
its product lines, there are big opportuni-
ties to move into high-growth markets. 
Yandex is hoping to get a leg up on Google 
by introducing search engine technolo-
gies that are particularly well adapted to 
developing markets. For Yandex, the first 
step is Turkey, which is worth an esti-

mated $200 million a year and has an esti-
mated 35 million Internet users. But even 
for a company with proven search engine 
technology and a huge war chest, the leap 
from local to international is not an easy 
one, says Yandex Chief Technology Of-
ficer Ilya Segalovich, who co-founded 
the Russian search engine company with 
Arkady Volozh.

In general, when the dominant player 
in a market has a share of between 60% 
and 70%, the number two should hope to 
have between 20% and 30%.  That’s the 
goal for Yandex in Turkey, although at 
present, Yandex has less than one percent 
of the market, says Segalovich.

“The Turkish market is the first one 
for Yandex where people do not speak 
Russian,” he says. Simply establishing 
a business presence in a new country 
is a challenge in itself. Beyond hiring 
local people for marketing, assets and 
project management, Yandex had to 
rebuild internal management systems 
and all internal communications and 
processes at its headquarters on a new 
platform and in a new language —  
English. “It took about a year but now 
the internal communication system is 
quite scalable for other non-Russian 

speaking markets — if we decide to go 
there,” says Segalovich.

But it’s not just about the administra-
tive framework when you’re building a 
foreign-language version of a web pres-
ence that’s underpinned by the most 
technical of foundations. A search en-
gine is all about big data management and 
ranking results. It is all about assessing 
users’ queries, understanding what they 
mean, and delivering ranked search, says 
Segalovich. “The more queries we get, the 
more ‘meat’ we add to our ranking system, 
and so the closer our search results can 
be to what the users actually asked for,” 
he says. “When Yandex came to Turkey 
we already had quite a few user queries 
to help us determine what users are re-
ally looking for and to help us tune our 
ranking system.”

But as with any big-data application, 
the better the analysis of the data that goes 
in – in this case, user queries – the better 
the result that comes out. Yandex had to 
develop several heavy-weight algorithms 
to be able to assess and rank search results 
even based on a low stream of queries. 
“Those algorithms let us deliver relevant 
results in Turkey even though we are in 

the early stages and significantly improve 
search quality for one of the most com-
plicated languages in Europe – Turkish,” 
says Segalovich. “We keep improving and 
we keep growing in Turkey as a second 
search engine thanks to this technology 
strategy and experience.”

Yandex is also busy setting itself apart 
from the competition through new serv-
ices. For example, one of its most impor-
tant — and popular — differentiators in 
Turkey is its traffic tracker application. 
Such technology is lacking in Russia and 
many developing countries. So, Yandex is 
applying the real-time traffic technology 
that it has been pioneering for seven years 
in Russia to Istanbul and Ankara. While 
no search provider can challenge Google 
on a global scale, Yandex is hoping that 
a more local spin can help it succeed in 
developing markets. Its approach — to 
look at what is missing in a market and 
then develop that – is sound advice for 
start-ups across the board.

Transforming  
Big ideas Into 
Big Products
How Twitter, MySQL and Yandex Coped 
With Typical Start-Up Challenges 

 
By kATE BEVAN

“The management team, hired 
from normal corporations, had 
very little understanding of 
open source: they were trying 
to make money the normal 
way, not the open source way. 
We had big conflicts with the 
management, who wanted us 
to go more closed-source and 
make money.”

yandex chief Technology officer Ilya Segalovich

josh Elman, now at Greylock Partners, helped transform Twitter from  
a niche service to the important social force it is today.

michael “monty” Widenius, co-creator of mySQL.
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With the rise of mobile gaming on smart-
phones and tablets leading many to pre-
dict the death of the console, the race is 
on for new entrants to find a business 
model that can turn candy-crazed mon-
sters, angry birds and banana-seeking 
monkeys into revenue and big profits.

The pie to be split among the winners 
is huge. The mobile games market will 
be worth $16.8 billion in 2015, almost 
double 2011’s figure, according to a re-
port published last year by technology 
consultancy Gartner.

While premium models show promise, 
most games developers are betting on the 
freemium model – you get a taste for free 
but pay if you want the full experience or 
to buy virtual goods. Alternatively, you 
can play for free and pay if you want the 
ads to disappear.

Much depends on the audience. “With 
our demographics you can’t market 
through Facebook, Twitter, or email,” 
says Web Summit speaker Dylan Col-
lins, chairman of Fight My Monster, an 
online game targeting kids under 13 that 
launched last year and is closing in on 2 
million users. The game can be played for 
free but paying users gain access to spe-
cial features. “We rely on word of month, 
literally kids on playgrounds talking to 
each other. It’s also difficult because the 
parents are paying for everything.”

 eMbracinG new ModelS 

While start-ups are still fine-tuning 
their business models European gam-
ing companies have been particularly 
adept at monetizing, say investors. 
Two of the most popular games on the  
iPhone – Angry Birds and Cut the Rope — 
were created here and Europe has also giv-
en rise to global stars like Moshi Monsters, 
Wooga, King.dom, Playfish and Gameforge.

A new generation of young companies 
is scaling very quickly. Take the case of 
Finnish game developer Supercell, which 
raised $12 million in funding in May of 
last year for its social gaming business. 
Accel Partners, an investor in Rovio and 
Gameforge, led the round and Klaas Ker-
sting, founder of Gameforge and chief 
executive of Flaregames, also partici-
pated. Supercell “went from zero to rev-
enues compatible with a company about 
to IPO in just four months,” notes Max 
Niederhofer, a partner at Accel Partners. 
“These companies are growing so big so 
quickly,” he says. “Ten million users is 
the new one million users.”

As new forms of gaming catch on, 
traditional players like Electronic Arts 
are embracing new models. The com-
pany has bought several companies in 
the social and mobile space, including 
London-based social gaming developer 
Playfish, UK mobile games publisher 
Chillingo, and PopCap.

EA says it isn’t worried about the 
death of the console. The future is less 

about which device people will use and 
more about the actual content, says Peter 
Parmenter, Head of New Platforms & 
Director, Worldwide OEM for EA. With 
people expecting to be able to play their 
games anywhere, anytime, the choice of 
device will vary, with phones used for 
the “quick fix” and tablets, consoles or 
PCs for longer periods of play.

While just a few years ago it seemed a 
given that consoles and computers would 
continue to be the choice of hardcore 
gamers, in the last year the rise of the 
tablet has put even that into doubt.

“In four or five years your iPad very 
likely will have enough processing power 
to replace large devices like the PC or 
Xbox,” says Aman Ghei, an associate at 
Accel Partners in London who sits on 
the board of Supercell and works close-
ly with several smaller mobile games 
companies. What’s more, “developers 
will make more money from their game 
on the iPad than on the iPhone because 
people are willing to pay more on the 
iPad than on the iPhone,” he says. “The 
iPhone is snacking and the iPad is more 
like dinner. Usually people will pay more 
for dinner than for snacks.”

It is no wonder, then, that traditional 
players like EA and new entrants alike 
are now designing games for multiple 
devices. For example, EA SPORTS FIFA 
12, a best-selling sports videogame, 
launched last year across 12 platforms; 
so far, it has registered more than 86 
million players worldwide.

ZeptoLab co-founder and technical 
director Efim Voinov, a Web Summit 
scheduled speaker, contends that the 
technology gap between consoles and 

mobile devices will continue to diminish 
as the freemium model fuels competition 
that leads to better mobile games.

 reapinG reVenUeS froM toYS 

One interesting trend is how digital 
games are reaping revenues from goods 
in the physical world. Like many of its 
competitors, Fight My Monster has turned 
to selling physical goods, including a strat-
egy guide and playing  cards to add to its 
revenue stream. The developers recently 
signed a deal with Striker Entertainment, 

Game On

the company that helped Angry Birds crea-
tor Rovio roll out a variety of merchandise.

Moshi Monsters, a virtual pet and 
social networking game with 65 mil-
lion users created by Mind Candy, 
founded by Michael Acton Smith, a 
scheduled speaker at the Web Summit, 
has been particularly successful in the  
offline world. It makes money selling toys, 
membership and trading cards; publishes 
a kids’ magazine in the UK; and has even 
released an album.

ZeptoLab, maker of Cut the Rope, is 
another game developer with a thriving 
business in stuffed animals and other gadg-
ets. The company also has a free digital 
Cut the Rope comic book that helps build 
brand awareness.

  bridGinG online and offline 

While that model now seems to be the 
norm, Kiip, a California-based start-up, 
has come up with an interesting twist on 
bridging the online and offline worlds. It 
offers coupons for offline rewards when 
users pass a level on a game, achieve a 
goal such as running five miles, or reach 
“a moment of happiness,” as Brian Wong, 
the co-founder and CEO, puts it.  Kiip in 
July received $11 million in funding from 
Relay Ventures, bringing the total raised 
so far to $15.5 million.

“Whenever there are massive amounts 
of eyeballs there is opportunity for ad-
vertising,” says Wong, 21, a Canadian 
who moved to California after finishing 
university at the age of 18.

Gaming is no exception. “Companies 
had just brought banner ads over from 
larger digital platforms,” says Wong, a 
scheduled Web Summit speaker. “With 
all the tech developed by the human race 
the only thing people could think to do 
was take a billboard and shrink it to tiny 
screen and put it on the phone.”

The idea behind Kiip is to give people 
a reward in the way of a coupon at the 
time that an advertisement is normally 
shown. Users do not do anything; the 
coupon just pops up and if redeemed 
Kiip and the developer share a payment 
from the business accepting the coupon, 
which in turn gets a new customer. Kiip 
is on 500 apps for iOS and Android de-
vices and has signed up large retailers 
including Starbucks and Best Buy.

Kiip’s approach is proof that there are 
plenty of ways to redeem value from digital 
gaming. In the race to find new business 
models the game is clearly not over yet.

Jennifer L. Schenker contributed  
reporting to this story

The shrinking technology gap between consoles and mobile is 
giving rise to new business models and new opportunities.

 
By ERIC SyLVERS

zeptoLab co-founder and 
technical director Efim Voinov, 
a Web Summit scheduled 
speaker, contends that the 
technology gap between 
consoles and mobile devices 
will continue to diminish as 
the freemium model fuels 
competition that leads to 
better mobile games.

Efim and Semyon Voinov, founders of zeptoLab, 
the company behind the popular iPhone app cut 
The Rope.

Top: Uk-based mind candy’s moshi monsters game now has 65 million subscribers 
Bottom: a character from Fight my monster, an online game developed in the Uk for   
8- to -12 year-old boys which seems to be gaining traction.

Electronic arts’ FIFa 13 game can be played on iPads and other wireless devices as well as consoles.
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The cloud has been widely hailed as the 
way forward for businesses to manage 
their information technology require-
ments. No more will companies need 
to have on-premises servers requiring 
dedicated teams to keep things hum-
ming and support their users; no more 
lost business due to infrastructure being 
unable to cope with demand; no more 
lagging behind the software upgrade 
cycle. What’s not to like?

The cloud does offer many benefits. 
Scalability is important: the ability to cope 
with huge but short-lived peaks in demand, 
along with access to software and tech gear 
that wouldn’t be remotely cost-effective 
for small businesses to provide in-house.

But just how cost-effective is the cloud?  
Joe Weinman, who leads cloud services 
and strategy for Telx, is among industry 
experts looking beyond the hype. Wein-
man turned his research into a book called 
Cloudonomics: The Business Value of 
Cloud Computing. The conclusion: the 
cloud is not necessarily a panacea.

“There was a lot of simplistic thinking 
going on about what the cloud means to 
business,” says Weinman, a scheduled 
speaker at the Web Summit. “I found my-
self disagreeing with perspectives that 
were out there.”

It was a mix of orneriness and the math 
that led him to write the book, says Wein-
man. “Rather than just waving my arms 
around and saying, ‘cloud is good, cloud 
will take over the universe,’ I am saying, 
‘but why is it useful and when is it useful?’ 
I want to apply a bit more rigour and a 
little less marketing hype.”

Ed Byrne, the CEO of Cloud Vertical, 
a Dublin-based cloud analytics consul-

tancy, agrees that the business benefits are 
overhyped. He points to a dearth of tools 
to help businesses work out how best to 
implement cloud technologies. “What is 
lacking with the cloud is transparency, 
awareness, accountability and report-
ing,” he says.

Further, businesses often don’t know 
what they want to get out of the cloud, 
which makes it difficult to build a business 
case. “No one person in the enterprise is 
ever always responsible for moving to the 
cloud. Sometimes it’s the CIO; sometimes 
it’s the CFO.” This means that the drivers 
for the decision can be different – they 
can be led by an IT need, or by a finan-
cial need, and the two can be mutually 
exclusive, says Byrne, another scheduled 
speaker at the Web Summit.

Rob Bamforth, an analyst with Quo-
circa, points to the need for all areas of 
the business to be involved in decisions to 
move operations out to the cloud – or to 
keep them in-house. “It needs to fit in to 
the broader strategy,” he says. “Where is 
the business going? What other technolo-
gies might that encompass? It has to be a 
shared discussion – it shouldn’t be about 
the business going off and doing its own 
thing and leaving the IT department to 
pick up the pieces.”

Gartner’s Hype Cycle for Cloud Com-
puting 2012 report concludes that compa-
nies that focus on a very specific strategy 
and look to cloud-based technologies to 
accelerate their performance get the most 
out of the technology. Starting with a stra-
tegic framework of goals and objectives 
increases the probability of cloud-based 
platform success, the report says. Those 
enterprises that look to cloud platforms 
only for cost reduction miss out on their 
full potential. Bamforth points out that 
there’s “a difference between immediate 
and short-term cost savings and long-
term cost savings.”

And businesses are rushing to the cloud 
without looking closely at what the ben-

“Rather than just waving my 
arms around and saying, ‘cloud 
is good, cloud will take over 
the universe,’ I am saying, ‘but 
why is it useful and when is it 
useful?’ I want to apply a bit 
more rigour and a little less 
marketing hype.”

efits to their business might be. “You 
have to take a pragmatic view and not 
get caught up in the rush,” says Bamforth. 

Demystifying the cloud by stripping 
away the jargon and explaining its ben-
efits in more accessible analogies is the 
first step in encouraging people to think 
more clearly about the business case, 
says Weinman. 

“According to my logic, the first cloud 
dates back to the Romans,” he explains. 

 
By kATE BEVAN

joe Weinman, author of  cloudonomics: The Business 
Value of the cloud

“Roman roads were the information su-
perhighway of their time: they were used 
for fiscal and utility transport. Aqueducts 
performed content delivery.”

Weinman’s work has led him to focus 
on the hybrid cloud as the most cost-
effective model for many businesses. 
Tech consultancy Gartner defines the 
hybrid cloud as service provisioning and 
use across a mixture of internal and ex-
ternal cloud services. Roughly trans-
lated, this means co-ordinating on-site 
capabilities with additional capacity or 
services when they’re needed, or paying 
for the provision of rather than access 
to services. In other words, don’t toss 
all your in-house gear. Mix and match.

“People would semi-politely tell me I 
was a moron when I told them the hybrid 
cloud would win out,” says Weinman. 
But Byrne concurs that this approach is 
cost effective for small businesses. “It 
doesn’t make sense to be 100% in the 
cloud if you’re a small business with a 
static workload: the cloud is not cheap 
for those businesses,” he says.

Bamforth of Quocirca agrees. “It’s 
highly unlikely that most organizations 
will go for a totally cloud-based model. 
Most will end up with a hybrid model.”

And, stresses Bamforth, it’s key for a 
business to understand what it is doing 
with a move to the cloud, and why. “You 
need processes for managing it, and you 
need to understand the rationale behind 
what you push out to the cloud and what 
you keep inside your business.”

The cloud is an exciting development 
in technology, but it’s becoming clear 
from the work done by Weinman and the 
analysis done by experts such as Gartner 
and Quocirca that it’s by no means the 
panacea it was first touted to be. 

“As with any technology, you have to 
ask what the business rationale is, and 
what it’s going to achieve.”
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Ed Byrne, cEo of cloud Vertical

“It doesn’t make sense to 
be 100% in with the cloud if 
you’re a small business with 
a static workload: the cloud is 
not cheap.”

Cloudonomics: Experts Debate 
The Business Value Of The Cloud

Packard, and Microsoft set up major 
operations in Ireland and trained and 
inspired a whole generation of software 
executives. The next wave of Irish start-
ups is being influenced by Google, Face-
book, LinkedIn and Twitter.

In more recent years these U.S. In-
ternet giants have set up significant op-
erations in Ireland and they have been 
joined by smaller born-on-the-Internet 
companies such as Indeed, Engine Yard, 
Marketo, Mycroft and Aasonn, notes 
Barry O’Dowd, senior vice president at 
IDA Ireland’s emerging business division. 
Ditto for gaming companies Electronic 
Arts, Zynga and Big Fish, which have set 
up operations in Ireland, as have smaller 
and more recently-launched companies 
such as Riot, Red5 and CultureTranslate.

IDA Ireland (Industrial Development 
Agency) has a dedicated team both at 
home and internationally in its Emerg-
ing Businesses Division which makes it 
easy for foreign companies to set up their 
operations in Ireland, says O’Dowd. These 
companies don’t just bring foreign direct 
investment — they help seed the ecosys-
tem. For instance, Profitero, the B2B 
company that won IBM’s global award, 
was co-founded by Volodymyr Pigrukh, a 
native of Belarus, who previously worked 
for Google in Dublin.

Then there is Gaston Irigoyen, an Ar-
gentinean, who helped Google launch its 
South American operations and was later 
transferred to Ireland. He and three other 
colleagues left Google’s Dublin operations 
to start up a company called Guide Cen-
tral, which is focusing on helping users 
create, share and discover how-to guides 

on smartphones. Guide Central chose 
to headquarter the company in Dublin 
because “the big Internet companies are 
all here, so there is a network of people 
who have worked with us in the past and 
could join us in future or help us out,” says 
Irgoyen. Other reasons include the gov-
ernment’s enterprise-friendly programs 
and tax laws and the fact that it is rela-
tively easy to raise seed money, he says.

 SeedinG the fUtUre 

Ireland is awash in seed capital. By 
some estimates there is a quarter of a 
billion dollars available locally. Mod-
est amounts of capital can be raised 
through government programs such as 
those overseen by Enterprise Ireland, 
local angel investors and a variety of 
incubators and accelerators, including 
Startupbootcamp. There have also been 
three recent additions to the market: 
NDRC Launchpad, an accelerator for 
digital companies which opened in 
September; a local branch of Dogpatch 
Labs, set up earlier this year by U.S. 
venture firm Polaris Venture Partners; 
and Wayra, an accelerator operated by 
phone company Telefonica.

Why has Polaris Venture Partners 
decided to set up a Dogpatch Lab in Ire-
land, in addition to those in Cambridge, 
Massachusetts, New York City and San 
Francisco? The firm has led two $1 million 
seed investments in start-ups in Ireland 
since the beginning of the year. “I have 
spent a lot of time in the different labs and 
the quality of the companies in our Dublin 
lab goes head to head, toe to toe with the 
West Coast or the East Coast of the U.S.,” 
says Noel Ruane, a Dublin-based partner 

at Polaris Venture Partners. “I think the 
teams are just as strong, with exposure or 
the lack thereof having previously been the 
main disadvantage, but this has changed 
and continues to change as Dublin gains 
global attention and notice as a technology 
and start-up hub with real substance.” 
Companies housed in Dogpatch Labs 
include Profitero, Logentries, and Balco-
nyTV, Guide Central and Intercom.

Other U.S. investors are also stepping 
up with seed money. But the next step 
– raising series A -— is still difficult for 
many early-stage Irish start-ups. That 
is why Shay Garvey says he left Irish VC 
firm Delta Partners and joined forces 
with Will Prendergast, a former partner 
at NCB Capital, and entrepreneur William 
McQuillan to launch a new fund called 
Frontline Ventures. The fund aims to 
become the first institutional investor in 

the best of the new wave of companies 
and provide the follow-on funding to help 
them scale, says Garvey.

VCs like DFJ Esprit and Balderton 
Capital are also playing an important 
role in the market. Balderton Capital, for 
example, has invested in successful Irish 
start-ups such as NewBay and Globoforce. 
And local venture firms like Delta Part-
ners, Atlantic Bridge, ACT and Enterprise 
Equity, play an active role in funding and 
mentoring young companies. 

If the Irish government has its way 
there will soon be an even bigger pool 
of entrepreneurs for these investors to 
consider funding. Like nearly everywhere 
else in the world, only a small fraction of 
the entrepreneurs launching companies 
are women. The Irish government now 
has a big effort underway to increase that 
number locally, which includes the set-
ting up of a new EU250,000 fund to help 
encourage women-led start-ups. “We 
want to make this a real career option for 
women,” says Julie Sinnamon, executive 
director of global business development 
for Enterprise Ireland.

If the initiative works companies like 
Woopie, a digital magazine publishing 
platform co-founded by Martha Rotter (see 
photo), will become the norm rather than 
the exception and Dublin will be home 
to even more promising young start-ups.

continued from page 03

“I’ve been involved with the 
start-up community for over 
20 years and in an Irish context 
I have never seen a more 
vibrant grass roots community; 
it is fantastically encouraging,” 
says Brian caulfield, a Dublin-
based partner at venture firm 
DFj Esprit.

martha Rotter and Stewart curry, co-founders of Dublin-based digital magazine publishing platform Woopie, 
one of the finalists in a recent competition in Ireland organized by Wayra, a global accelerator program created 
by phone operator Telefonica.
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Hoxton Ventures’ Hussein kanji

Connect Ventures’ Sitar Teli

Hoxton Ventures’ Rob kniaz

space,” says Whitmire. Europe, which has 
long had strengths in B2B (think Busi-
ness Objects, SAP, ARM, Autonomy and 
Dassault Systems), is now the primary 
source of next-generation Internet au-
dio and music discovery and distribution 
platforms such as Spotify, SoundCloud 
and Shazam and churning out top gam-
ing developers such as Supercell, Mind 
Candy, Rovio, Wooga, Gameforge, King.
com, Big Point and Peak Games.

“I have never been as much of a cheer-
leader of Europe as I am right now,” says 
Max Niederhofer, a vice president in the 
London office of Accel Partners. “There is 
a backlog of companies with 500 million 
euros plus enterprise value ready to exit 
over the next three years and the found-
ers of these companies are going to come 
back onto the market as entrepreneurs 
and as angels.”

That said, there has been an ongoing 
contraction of available capital at the early 
stage in Europe, whereby companies to-
day can raise seed but experience a higher 
hurdle for Series A funding. That is why it 
is important that new funds are stepping 
up to fill that gap.

London-based DN Capital recently 
announced a new  early-stage fund (its 
third). The target is EU100 million. But 
brand new players are also emerging.

Created by veteran venture capitalists 
Shay Garvey, a former partner at Ire-
land’s Delta Partners; Will Prendergast, 
a former partner at NCB Ventures; and 
entrepreneur William McQuillan, Front-
Line Ventures is another of a number of 
new European funds that aim to close 
the Series A funding gap. Backers of 
FrontLine Ventures, which aims to be-
come the first institutional investor in 
young companies and then help them 
scale with follow-on A-round funding, 
include Declan Ryan, son of the late 
Tony Ryan, the founder of Ryanair. 
Enterprise Ireland is also expected to 
lend support to the new fund. Garvey 
made 12 seed investments last year in 
his previous fund and expects to make 
an equal number in the coming year 
through FrontLine.

Connect Ventures, another new early-
stage fund launched in January of this 
year by veteran venture capitalists Sitar 
Teli (ex-Doughty Hanson Technology 
Ventures) and Bill Earner (ex-Amadeus 
Partners) and digital media entrepreneur 
Pietro Bezza, has also been busy. This 
London-based fund, which is targeting 
early-stage Internet and mobile compa-
nies across Europe, has done four seed 
and two A rounds, in its first nine months 
of operation. It aims to do six to eight 
deals per year, says Teli, who says she 
will be searching for interesting start-ups 
at the Web Summit, which takes place 
Oct. 17-20. 

Then there is Hoxton Ventures. Created 
by angel investor Hussein Kanji and Xoog-
ler Rob Kniaz, Hoxton Ventures focuses 
on the $500,000 to $2 million funding 
gap in Europe and aims to build bridges 
between start-ups and the U.S. It prefers 

writing checks to young, technical first-
time founders. It’s made four investments 
so far. One, Llustre, was sold to Fab only 
ten weeks after launch, one of the fast-
est exits in recent U.K. history; another, 
Campanja, attracted co-investment from 
Ram Shriram, a founder investor and board 
member at Google; the third, GoCardless, 
also scored money from SV Angel, Start 
Fund, and Y Combinator plus European 
funds Accel Partners and Passion Capi-
tal; and the fourth, Tizaro, recruited Sam 
Kim, vice-president of e-commerce for 
Grainger, a company with $8 billion sales, 
as a co-investor and board member.

As Hoxton Ventures’ deals demon-
strate, syndication with U.S. investors 

on early-stage deals is becoming more 
frequent in Europe.

“It used to be linear and the U.S. guys 
would come in at a later stage but you 
can’t do that anymore,” says FrontLine’s 
Garvey. Since successful companies can 
demonstrate traction quickly, they are 
increasingly able to attract investors early 
on that will see them through to an exit. 
That’s important because if they don’t get a 
boost at the beginning, European start-ups 
often end up being sold too early and rolled 
up into American companies. To create 
global giants here in Europe, “what you 
need is funding that creates a quick ramp 
but comes from funds that can support a 
company for the long road,” says Garvey.

Syndicated deals involving savvy 
local investors with deep pockets and 
U.S investors will help companies like 
Logentries progress quickly with their 
roadmap. It is not just the money but 
the mentoring and the contacts that the 
right investors bring to the table. “Our 
customer base is in the U.S. and Pola-
ris and RRE are really strong there,” 
says Logentries’ Parsons. “It makes 
it so much easier when you have guys 
on your side with tons of connections.” 

 

logentries, an Irish company which of-
fers a cloud-based system that manages 
log files, raised $1.1 million this summer 
in a round that included U.S. venture 
firms Polaris Venture Partners and RRE 
Ventures plus Dublin firm Frontline 
Ventures and Enterprise Ireland.

campanja, a Swedish start-up, which 
specializes in real-time advertising op-
timization, attracted investment from 
Ram Shriram, a founding investor and 
board member of Google, in a round led 
by the U.K.’s Hoxton Ventures.

farmeron, a Croatian company which 
helps farmers manage their livestock 
and crops by producing performance 
analysis, attracted investment from 
Dave McClure’s 500 Startups and U.S. 
venture firms NextView Ventures and 
SoftTechVC.

gidsy, a Berlin-based company which 
bills itself as “a marketplace for authen-
tic experiences,” has raised $1.2 million 
from backers which include Amazon 
Chief Technology Officer Werner Vo-
gels and U.S. actor Ashton Kutcher, 
along with European venture firms 
Sunstone Capital and Index Ventures.

datahug, a Dublin-based start-up 
specializing in enterprise relationship 
management, scored investment from 
Silicon Valley super-angel investor 
Ron Conway, in a $1.5 million round 
led by Ireland’s Oyster Technology 
Investments.

fantasyshopper, a British social shop-
ping game and fashion discovery plat-
form, attracted investment from the 
U.S.’s New Enterprise Associates( NEA) 
and Europe’s Accel Partners.
 

Balconytv, a Dublin-based company 
behind a web site and YouTube channel 
that features performances of up-and-
coming acts performing on balconies, 
received its first institutional funding 
from the U.S.’s Greycroft Partners, 
Lerer Ventures and Polaris Ventures.

tizaro, a London-based start-up aiming 
to disrupt the industrial supplies space, 
includes among its backers Sam Kim, 
VP of e-commerce for Grainger, a U.S. 
company with $8 billion in sales.

intercom, an Irish company which pro-
vides a CRM dashboard for web apps 
with Google Analytics-like integration, 
raised seed funding of $1 million from 
U.S. web heavyweights like Twitter’s 
Biz Stone, Huddle’s Andy McLoughlin 
and 500 Startups.

Amen, a Berlin-based company which 
offers an iOS and web app that allows 
users to voice strong opinions, has 
attracted funding from actor Ashton 
Kutcher as well as Path CEO Dave Mor-
in, formerly of Apple and Facebook, a 
high-profile member of the U.S. digerati. 

gocardless, a UK company that allows 
smaller merchants to set up interbank 
transfers for customers via an online 
tool, an API or partners, raised a $1.5 
million  round that included SV Angel, 
Start Fund, and Y Combinator plus Eu-
ropean funds Hoxton Ventures, Accel 
Partners and Passion Capital.

ovelin, a Helsinki-based company that 
offers a fun online teaching tool for 
learning the guitar, raised $1.4 million 
earlier this year in a round led by Palo 
Alto-based True Ventures.




