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5G wireless networks set to overhaul delivery of creative content
Streaming music pioneers SoundCloud, Pandora and the first mover disadvantage
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Ultra high-speed 5G (fifth generation) mobile 
networks are coming and their impact on media 
and entertainment content distribution could be 
as earth-shattering as high-speed rollercoasters’ 
gravity-defying G-force.  
The tech is not expected to go mass market until 
2020, but governments and telecoms conglom-
erates have started building the foundations for 
delivering 5G.  
It is the next step up from 
the current 3G and 4G sig-
nals that make smartphones 
the default medium for Mil-
lennial and Generation Z 
music fans and TV viewers. 
With 5G, the speed of con-
tent delivery could zoom to 
100 times faster than 4G. 
And experts forecast that 
the revolutionary next-gen-
eration content being 
conceived today, includ-
ing Virtual Reality (VR), 
Mixed Reality, Augmented 
Reality (AR), Artificial Intelligence (AI) and 
voice-activated products, will hit critical mass 
once 5G spectrums are in place. 
“Consumers of broadband data care little how the 
Internet is connected to them but only that they 
get speed and reliability of service,” says Tristan 
Veale, Media & Entertainment Market Analyst at 
UK research group Futuresource Consulting.“5G 
is designed to deliver much greater capacity and 
bandwidth, which will be a fundamental part 

of supporting new use cases and the manner in 
which we communicate, consume media and con-
struct the Internet of Things (IoT).” 
In fact, London-based musician and academic 
Mischa Dohler is confident 5G will overhaul the 
performing arts (including theater, dance, musi-
cals, performance art and theme-park entertain-
ment), one of the few creative sectors still not 
disrupted by consumer digital tech. 

He has publicly stated that 5G tech could revamp 
the sector the way Netflix has reinvented the way 
TV content is created and consumed. 
Via 5G, he has demonstrated that it is possible to 
put on a play in London and have the soundtrack 
played live by an orchestra in Los Angeles, with 
hardly any noticeable delays during the music’s 
transmission across the Internet.  
“There is always the speed-of-light limit, but we 
have largely removed the networking and appli-

THE 5G FORCE IS YOUR FUTURE: 
CONNECTIVITY + CREATIVITY LIK E 
YOU’VE NEVER KNOWN BEFORE 
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cation delays. Overall, it’s an order of magnitude 
improvement,” says Dohler, who is also Head of 
the Centre for Telecommunications Research, and 
Chair Professor at the Department of Informatics, 
King’s College London.

5G force in action 
Supporters believe 5G will eliminate the clunky 
experiences and interrupted connections when 
accessing the heavy digital files of interactive and 
immersive content like VR, AR, AI, holographic 
images, the mobile delivery of esports events, 
and IoT.  
People will take for granted the gargantuan reso-
lutions that will deliver true crystal-clear images 
in Ultra HD 4K TV and 8K TV.  
The buffering in online video will be almost 
eliminated. Latency, the inevitable delay that 
takes place when trying to distribute content on-
line in real time, will be as low as 1 millisecond.  
The smaller telecommunications masts required 
means engineers will find it easier to replace 
fixed-broadband cables with 5G wireless ul-
tra-broadband data. Some governments even plan 
to offer free-to-air mobile spectrums that would 
mean not charging consumers for data. 
Telecoms research specialist Ovum forecasts that 
50-plus mobile operators will be offering 5G ser-
vices in almost 30 territories by the end of 2021. 
The GSMA, the telecoms industry’s global trade 
organization, has stated it expects 5G to have 1.1 
billion connections worldwide by 2025. A study 
spearheaded by telecoms colossus Qualcomm 
declares the industry could create up to US$12.3 
trillion worth of 5G-enabled goods and services 
by 2035.

Asia and America kick-start 5G 
Unsurprisingly, Asia, the region that introduced 
the world to mobile as a commercial consumer 

medium, is at the forefront of 5G adoption.  
“Japan and South Korea are the furthest down 
this road currently and the most advanced in 
terms of trials and testing, or at least the most vo-
cal about their progress with 5G,” Futuresource’s 
Tristan Veale says. “Real world testing has been 
on-going since 2015 and, therefore, we will see 
them as first movers.” 
Japanese telecoms giant NTT DOCOMO has 
joined forces with Swedish telecoms conglom-
erate Ericsson to start 5G trials in Tokyo. KDDI 
Corporation, another Japanese telecoms group, 
is working with Finland’s Nokia (formerly the 
world’s biggest handset maker but now a tele-
coms-service specialist) to trial 5G services in 
Fujimino City. 
Korean consumer electronics goliath Samsung 
Group has embarked on research and develop-
ment projects to manufacture related products, 
such as 5G network routers. 
China Mobile, arguably the world’s biggest mo-
bile operator with more than 851 million sub-
scribers, is to conduct 5G tests towards the end of 
2017.  
In North America, telecoms behemoths AT&T 
and Verizon Wireless will start a series of tests 
across the nation this year. In May, Verizon paid 
US$3.1bn for Straight Path Communications, one 
of the world’s largest owners of 5G telecommuni-
cations spectrums. 
Note that AT&T is now one of the world’s big-
gest media-and-entertainment owners having 
agreed to buy Time Warner for US$108.7bn last 
October. AT&T also owns US satellite TV plat-
form DirecTV. Verizon’s reasons for acquiring 
Yahoo (see story on page 9) include  getting its 
hands on the latter’s vast treasure trove of origi-
nal and licensed video content. 
5G is crucial to their future strategy for deliver-
ing content to their customers.
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EU and Africa 5G connection 
In Europe, the European Commission has invited 
a host of telecoms, media and tech companies, 
including Nordic group Telia and satellite-TV 
operator SES, to help set up a 5G Action Plan via 
an initiative called the 5G Infrastructure Public 
Private Partnership (5G PPP).  
The 5G PPP is being supported by a €3bn-plus 
(US$3.3bn) investment from the Commission to 
ensure the EU is ready to start deploying 5G by 
2020. 
Based on the UK’s last annual budget in March, 
mobile operators Three, EE (a BT Group sub-
sidiary), O2 and Vodafone will benefit from the 
government’s £200m-plus (US$257m) support 
for 5G trials. 
While mobile adoption in Sub-Saharan Africa 
is among the fastest worldwide, 5G access is 
expected to be limited to the big cities when it 
enters the region by 2022, industry observers say. 
But anything is possible on a continent that the 
GSMA predicts will have 500 million smart-
phones by 2020. 
In a future where connected IoT, machine-learn-
ing devices, robotics and driverless vehicles 
could become the norm, the need for 5G-distrib-
uted music, videos, immersive entertainment and 
5G-enabled out-of-home events is certain.

Your 5G countdown starts now 
Media and entertainment rights owners would be 
doing themselves a favor by starting to examine 
today 5G’s impact on their business tomorrow. 
Should accessing your VR apps, for example, 
become just as easy as streaming your Spotify 
tracks on your smartphone, the inevitable off-
shoots are innovative and inventive forms of 
content creation.  
Would Mischa Dohler (pictured, above right) 
advise the creative sectors to start looking into  

 

how to adopt and adapt //5G now, or should they 
wait for the telecom operators to provide the 
solutions for them? 
“The secret is co-design. In the end, the telcos 
and vendors will provide the solution but it 
should be co-designed with the different indus-
try sectors. Although, we’re not there yet, in the 
long term, we could envisage a theater to be its 
own telecoms operator,” says Dohler, whose fifth 
album Stories From Another World is released 
on the Kobalt Music Group and is available on 
Spotify. 

**Artwork supplied by Mischa Dohler and 
jaykaymediapix
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Financially burdened streaming-music pioneers 
SoundCloud and Pandora are paying a multi-bil-
lion price for being innovators and could now be 
too big to survive in a market packed with other 
loss-making but more popular rivals. 
Both recently attracted large chunks in new fund-
ing but for the wrong reasons. They desperately 
needed a financial lifeline to stay on course at 
a time when the leading market player, Spotify, 
would appear to be getting ready for a stock-ex-
change listing with a 
US$13bn valuation. 
Indeed, Berlin-head-
quartered SoundCloud, 
the world’s biggest au-
dio streaming service 
in terms of the number 
of users, published 
a note to investors 
in January stating: 
“Whilst the directors believe that the Group will 
have sufficient funds to continue to meet its lia-
bilities through 31 December 2017, the risks and 
uncertainties may cause the company to run out 
of cash earlier than that date, and would require 
the Group to raise additional funds which are not 
currently planned. These matters give rise to a 
material uncertainty about the Group’s ability to 
continue as a going concern.”  
It is a rather poignant note from what was one of 
the brightest stars in digital music after its 2007 
launch. SoundCloud offered aspiring but ambi-
tious musicians and artists not signed to record 
labels a high-end virtual studio to record, upload 
and share their original creations worldwide.  
The tech start-up was a refreshing concept that 

attracted a long list of artists, especially a gen-
eration that could find no radio airplay for their 
infectious hip hop, rap, electronic sounds.  
Today, it boasts a catalog of 150 million-plus 
tracks and about 175 million monthly active 
users. Crucially, it has licensing agreements with 
the three multinational major record labels: Uni-
versal Music Group, Warner Music Group, and 
Sony Music Entertainment.  
However, it is financially bleeding and needs 

a cash transfusion 
to keep going long 
enough to retain its 
very existence. 
Its most recently 
published annu-
al results showed 
it lost €51.22m 
(US$57.31m) in 
2015, from €39.1m 

(US$43.7m) the year before. Meanwhile, it 
brought in only €21.1m (US$23.6m) in revenues, 
compared to €17.4m (US$19.4m) in 2014.

Monetary lifeline 
In March 2017, SoundCloud raised US$70m 
in new funds to support its growth ambitions. 
But the new money did not come from venture 
capitalists or private equity firms seeking a stake 
in the company. It was a loan (from Ares Capital 
Corporation, Davidson Technology Growth Debt 
Fund and Kreos Capital) that will weigh down its 
books with a heavy debt.  
And its valuation keeps falling, mainly because 
potential buyers keep walking away. Twitter, the 
micro-blogging giant seeking to enter the me-

WHAT AILS SOUNDCLOUD AND 
PANDORA? FIRST MOVER BLUES
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dia-and-entertainment space, discussed plans to 
buy SoundCloud in 2014. The talks collapsed. 
In 2016, however, its Twitter Ventures subsidiary 
poured a reported US$70m into SoundCloud’s 
new round of funding but no innovative strategic 
partnership has emerged from that deal. 
In 2016, rumors abounded of Spotify paying a 
possible US$1bn for SoundCloud. The negotia-
tions fell apart and its valuation dropped down to 
US$700m. Today, it is alleged that SoundCloud 
would be happy to accept US$250m to cover 
total investments to date. 
Whatever the truth about its real value, increased 
competition plus tougher music-licensing deals 
with record labels and music publishers have 
seen this innovator find itself struggling to the 
point of looking like an also-ran.

SoundCloud goes subscription 
Last year, SoundCloud made what some see as 
a major mistake of unveiling SoundCloud Go, a 
subscription-funded streaming music platform, 
which is being rolled out internationally.  
The company has entered a sector where market 
leader Spotify has a valuation of US$13bn and is 
expected to go public with an IPO this year.  
The still loss-making Spotify has fewer registered 
users at 100 million accessing a catalog of 30 
million-plus tracks, but it has seen the number of 
paying subscribers explode to 50 million.  
Furthermore, Spotify has retained the original 
premise of its brand despite the emergence of 
aggressive competitors like Apple Music, which 
launched in 2015 and already counts more than 
20 million subscribers. France-originated Deezer 
has 7% of the global on-demand music market.  
Even the Jay Z-controlled TIDAL, which initial-
ly had difficulties developing a forward-going 
strategy, had US telecoms giant Sprint paying a 
reported US$200m for a third of the venture in 

January. SoundCloud was not designed to reach 
fans directly; it serves artists, who then reach out 
to fans.  
With its new focus on subscription-based stream-
ing, every noise SoundCloud makes drowns 
under a cacophony of success stories announced 
by standalone streaming rivals.  
When it recently introduced The Upload, a 
machine-learning music-discovery feature that 
helps subscribers find tracks they might like, the 
international media’s immediate reaction was to 
compare it to similar features on Spotify.

Faithful artists 
SoundCloud declined to explain its future strat-
egy when approached by TechMutiny. But it is 
clear to see that its essence, as the home of pio-
neering and inventive artists not signed to record 
labels, remains. And many have stayed loyal.  
Chance the Rapper (pictured, below), the hit US 
artist/producer who is the first winner in Grammy 
Awards’ history not signed to a record label, has 
uploaded his most recent album Coloring Book 
onto  SoundCloud. This is despite the self-re-
leased album having already been available on 
Apple Music and having reached the Top 10 Bill-
board 200.  
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There are rumors that Google, which operates a 
hotch-potch of digital music services like Google 
Play Music and the music videos on YouTube 
(which it owns), might add SoundCloud to its 
media-and-entertainment portfolio for US$500m. 
Until that is clarified, it is all SoundCloud 
and hopefully no fury among its investors and fans.

Pandora enters the streaming waters 
Pandora, the world’s largest online radio service 
with about 80 million registered users, has also 
opted to add subscription-funded streaming mu-
sic to its original business.  
Pandora, whose parent company Pandora Media 
is listed on the New York Stock Exchange, is the 
US’ oldest streaming platform, having gone live 
in 2000. But its focus has been online radio, not 
on-demand music.  
Some 80% of its digital radio business is backed 
by advertising, with the remainder funded by 
paying subscribers. A lackluster advertising 
industry has forced it to increase the share of 
subscription revenues. 
It set up the subscription-funded Pandora Plus in 
2016, followed by Pandora Premium in March 
this year to compete against Spotify and Apple 
Music. They were built on the foundation of 
Rdio, the bankrupt rival it acquired for US$75m 
in 2015. Industry experts estimate the total num-
ber of paying Pandora subscribers comes to about 
5 million (from almost 4 million in 2016). 
Last year, we interviewed the company’s then 
CFO (TechMutiny issue No.12) about Pandora’s 
strategy of surviving the young and faster com-
petitors. 
The mostly US-focused venture had successfully 
resolved disputes with the country’s major copy-
right and trade organizations. And it was growing 
in Australia and New Zealand, where it became 
available in 2012.  

But its previous diversification strategies are not 
working. It expanded into the live-entertainment 
sector by paying US$450m for Ticketfly, an inde-
pendent ticket-distribution agency, in 2015. There 
are rumors that it needs to sell it.

To sell or not to sell 
The activists among its investors have demanded 
that the whole embattled company be sold. US-
based international movie-to-TV conglomerate 
Liberty Media Corporation made a US$3.4bn 
offer for Pandora last year; but negotiations 
collapsed. Another offer was made later by Sir-
iusXM, the US satellite-delivered digital radio 
service controlled by Liberty Media, but nothing 
resulted from those talks. 
Pandora CEO/Founder Tim Westergren has no 
plans of letting go so easily. If he can make the 
subscription-based on-demand elements within 
Pandora work, it would be easier to grow that in-
ternationally than the online radio business alone. 
However, Pandora has bought time to do some-
thing about this.  
In May, it nabbed US$150m from US private-eq-
uity giant KKR, which was impressed with 
Pandora’s “strong balance sheet.” In return, KKR 
is paid dividends from Pandora’s preferred stocks 
and has a seat of the board. 
With this new cash injection, a sale remains 
a possible option. But what SiriusXM or any 
potential buyer would actually pay might be far 
lower than US$3.4bn.   
After predicting Pandora could generate revenues 
of up to US$4bn by 2020, last October, respected 
analyst Heath Terry (at investment banking group 
Goldman Sachs) declared he had changed his 
mind because he hadn’t taken into account that 
no one in the sector was making a profit. 
But, he added, Pandora should not be totally 
written off. 

http://techmutiny.co.uk/index.php/52-pandora-s-streaming-music-box-has-global-ambitions
http://techmutiny.co.uk/index.php/52-pandora-s-streaming-music-box-has-global-ambitions
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Google and Facebook should watch their backs. 
In the aggressively growing digital-ads space, US 
telecoms colossus Verizon has pledged to upset 
their dominance with a new division called Oath. 
Created to oversee the imminent merger of the 
Verizon-owned AOL Inc., the tech media con-
glomerate, and its rival Yahoo Inc. (as predicted 
by TechMutiny in Issue No.12), Oath aims to be 
one of the world’s biggest operators in online and 
mobile advertising.  
And, in a sort of reverse takeover, AOL CEO Tim 
Armstrong (pictured, below) will be the boss of 
this new multi-billion-dollar ad-tech entity. 
Digital ads generated US$181bn in 2016 and are 
forecast to overtake TV advertising for the first 
time by this year’s end. 
According to international media agency Ze-
nith, search engine behemoth Google nabbed 

US$79.4bn from digital ad sales last year, while 
competitor Facebook brought in US$26.9bn. This 
gave the two media giants 20% of the global ad 
spend in 2016, up from 11% in 2012. 
The next Internet company in Zenith’s ranking is 
China’s Baidu with US$10.4bn, followed by Mi-
crosoft (US$6.1bn) and then Yahoo (US$4.7bn). 

Verizon’s new media horizons 
Verizon, which reported US$3.2bn in ad reve-
nues the same year, is under pressure to boost 
its performance after agreeing to buy the con-
stantly embattled Yahoo’s core Internet assets for 
US$4.48bn.  
With US telecoms competitor AT&T now owning 
Time Warner, one of the world’s leading media 
and entertainment conglomerates, Verizon is 
forced to embark on a similar consolidation strategy. 
Armstrong has told the media Oath will eventual-
ly be working with more than 10 million content 
and brand creators, reaching 2 billion consumers 
(compared to 1.3 billion today) and generating 
revenues of up to US$20bn. 
This is a tall order by any standards. But digital 
ads, which could soon be generated via Virtual 
Reality (VR), Augmented Reality (AR), Artificial 
Intelligence (AI) and Internet of Things (IoT) as 
well, are still going through the Wild-West phase 
and you never know where the next global mar-
ket leaders will come from.  
After decades of distributing only voice, data and 
third parties’ content, the world’s telecoms oper-
ators want to hike their valuation and revenues 
by also owning content intellectual property (IP). 
Selling digital advertising around that content is 
key to fulfilling their ambitions.  
In Verizon’s case, Oath is the answer. What Ya-
hoo (with a market capitalization of US$48.57bn 
in May 2017) and the smaller AOL (which 
Verizon acquired for US$4.4bn in 2015) have in 

YAHOO, AOL 
MERGER PLEDGES 
A NEW OATH
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common is their experiences as Internet pioneers 
from the Web 1.0 era in the 1990s.  
They were then called Internet portals. Over the 
years, both evolved into multimedia publishers 
with a treasure trove of content.

Owning and monetizing content  
In addition to its email, messaging and search 
platforms, Yahoo has built a portfolio of special-
ist websites dedicated to news, sports, finance, 
music, fashion and movies. Other tech-centric 
brands include its fashion commerce website 
Polyvore and 3D-content studio Cooliris.  
Yahoo also operates two major social-media 
brands aggregating user-generated and profes-
sional content: the photo-sharing platform Flickr, 
bought for a reported US$35m 
in 2005 and the cult mi-
cro-blogging site Tumblr, pur-
chased for US$1.1bn in 2013. 
AOL’s long-established email 
and messaging services come 
with its blogging network The 
Huffington Post, which was 
bought for US$315m in 2011. 
Other AOL-owned online content brands include 
the websites Engadget, TechCrunch and Mov-
iefone. In addition, it operates a series of online 
video channels like the women’s lifestyle site 
Makers, the talk show-centric Build, plus the 
general entertainment network AOL On.  
Then, there is RYOT, the VR and AR platform 
purchased by The Huffington Post in 2016.  
Verizon itself has made various attempts at enter-
ing the TV entertainment sector. Verizon Fios is a 
triple-play platform that offers telephony, broad-
band Internet and pay-TV networks in the US, 
while go90 is the wholly owned Millennial-tar-
geted mobile video app introduced in 2015.

Doing it the ad-tech way 
Magna (part of IPG Mediabrands) predicts auto-
mated digital ads (including search, display, mo-
bile and online video) distributed via program-
matic technology and algorithms will account for 
50% of total global ad expenditure by 2021, from 
40% this year. 
Yahoo and AOL’s combined expertise in digi-
tal-ad tech, smart ad-targeting and personalized 
ads will be key to unleashing the revenues that 
would allow Verizon’s Oath to challenge Google 
and Facebook’s might. 
Yahoo’s advertising-related tech offerings include 
video-advertising platform BrightRoll, digital-ads 
marketplace Gemini, plus mobile-ads specialists 

Pinch Media and Flurry.  
Owning digital-ad tools Gravity and AdTech, 
among others, has made AOL one of the go-to 
programmatic ads connoisseurs via ONE by 
AOL, its multi-platform ad service provider.  
Another subsidiary Adap.tv, the video ads-serv-
ing platform bought for US$405m in 2013, is 
effectively BrightRoll’s direct competitor. Its 
Millennial Media and Nexage services are target-
ed at mobile advertisers, just like Yahoo’s Flurry. 

Turmoil ahead 
Oath has the unenviable task of being the um-
brella company that will oversee, coordinate and 
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merge the different AOL and Yahoo tech brands.  
As Oath’s new boss, Tim Armstrong can expect a 
few turbulent months ahead as the two new sister 
companies attempt to meld their different offer-
ings and eliminate duplications. 
He hopes to handle the ads for more third-party 
media groups (including rivals Google and Face-
book), as AOL already does with Microsoft. 
There is much cobweb to clear out at Yahoo. Ex-
pensive acquisitions like Tumblr and BrightRoll 
failed to return Yahoo to the dominant tech brand 
it used to be decades ago. It will be interesting to 
see Armstrong’s plans for them.  
What we do know is that Marissa Mayer (pic-
tured, right), the former Google alumnus who 
took over Yahoo as CEO in 2012, is not joining 
Oath. Apparently, she is leaving with US$186m 
from shares and stock options. 
She has been vilified for disappointing supporters 
who believe she failed to unleash the full poten-
tial of Yahoo’s assets, which includes the almost 
1 billion registered users. 
Her situation was not helped by the embarrassing 
disclosure of two major data hacks in 2013 and 
2014 that compromised more than 1 billion user 
accounts altogether. This forced Yahoo to take 
about US$350m less than Verizon’s original offer.  
But what Mayer’s detractors fail to point out is 
how Yahoo’s shares on the NASDAQ stock ex-
change jumped to more than US$50 each in May 

2017 from almost US$16 when she was appoint-
ed CEO in July 2012. That is a healthy 219% 
increase.  

Mayer, however, would have to concede that 
much of that value stems from Yahoo’s 15% 
stake in Alibaba, the Japanese e-commerce behe-
moth, and the 36% stake in Yahoo Japan, which 
is majority-owned by SoftBank Group, another 
thriving tech corporation. 
Verizon’s acquisition does not include the Al-
ibaba and Yahoo Japan stakes, which will be 
managed under a separate US-based independent 
company called Altaba. 
So, now the pressure is on Tim Armstrong to 
ensure that the bits that Verizon paid more than 
US$4bn for turn into equally thriving properties.

Interactive advertising

http://www.4pt5.co.uk
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4K Ultra High Definition TV is the next phase 
in the revolutionary development of broadcast 
visuals and Japan wants to be the market’s global 
leader by 2020. 
From 24 July to 9 August that year, the country 
will host the Tokyo Olympic and Paralympic 
Games. And Japan is on a mission to broadcast 
the world’s top athletes in 4K action to more than 
50% of Japanese TV homes by then. 
The ambition would make the Tokyo Games the 
most visually arresting on TV in the history of 
the world’s biggest sporting event. The image 
quality is so high, 4K UHD (also known as Ultra 
High Definition, UHD or 4K TV) can be enlarged 
ad infinitum and still retain its high resolution. 
This is how Wired magazine explained the differ-
ence between standard high-definition (HD) TV 
videos and 4K videos and the even more formi-
dable 8K moving pictures. 
“Full HD video has a resolution of about 2 
megapixels per frame, 4K footage has a resolu-
tion of 8 megapixels per frame, and 8K will have 
a resolution of 32 megapixels per frame.”

Going for Ultra HD gold 
After black and white, color, video recorders and 
digital TV, High-Definition (HD) TV entered our 
lives in the 2000s and enabled us to watch TV 
with cinema-quality pictures on wide screens at 
home.  
4K makes the colors truly glorious and, with 
High Dynamic Range (HDR) tech added, the 
images are as clear as what 20/20 eyesight can 
see in real life. 
“For those who remember bad TV, 4K is simply 
the clearing up of the TV’s image with the help 

of computers via digital pixels (picture elements 
or dots). UHD video brings greater clarity, more 
detail in shadows, less over-exposure in the high-
lighted areas and deeper saturation of colors in 
video footage,” adds Flipbook Productions’ Rol-
lie Hudson, a Washington DC-based filmmaker 
and lecturer specializing in multimedia content, 
computer animation and UHD film. 
Japan, which has historically always been at the 
forefront in the development of still and moving 
images, sent an official from the Ministry of In-
ternal Affairs & Communications to the interna-
tional TV industry trade event MIPTV in April to 
explain how Japan plans to lead the 4K race. 
Already, its top TV networks, including public 
broadcaster NHK and satellite TV giant Sky 
PerfecTV, are testing the technology via pilot 
transmissions.

Japan’s 4K Olympics 
In January this year, the broadcast licenses for 4K 
and the even higher resolution 8K (also known as 
Super High Resolution or Super Hi-Vision) were 
issued to 19 Japan-based TV networks. 
By December 2018, the first full commercial 
4K broadcast service will have gone live, the 
government predicts. By 2020, at least 50% of 
Japanese TV homes will be watching the Olym-
pics on more than 26,000 4K TV sets. And every 
Japanese TV household will have access to 4K by 
2025 (see chart on page 13). 
Globally, the quantity of 4K TV sets being man-
ufactured is growing, the technology is getting 
cheaper and the amount of TV content being 
produced in 4K is also increasing. Furthermore, 
producers are excited about the new creative con-

JAPAN SPEEDING AHEAD IN 4K TV RACE IN 2020 
OLYMPIC GAMES COVERAGE
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cepts they believe 4K’s broader gamut of colors 
will inspire. 
Yet, there are some immediate challenges before 
4K reaches the critical mass. There are an esti-
mated 1.7 billion TV homes worldwide (Statista 
figures). But only about 48 million units of 4K 
sets were shipped last year.

4K challenges 
The availability of the required 4K cameras and 
editing expertise still has plenty of room to grow. 
The platforms broadcasters need to deliver 4K are 
said to be costly (see TechMutiny Issue No.14).  

Consumers need to be educated about why they 
might need to throw out the old HD sets for 4K. 
Advertisers will have to invest in producing TV 
commercials that match the new UHD standards. 
And with 4K footage containing four times the 
amount of data there is in standard HD film, new 
industry storage facilities will be required. 
Japan is currently the only country planning to 
encourage the TV industry to also produce in 8K 
as well. But with Apple and Samsung already 
offering high-resolution pictures on their smart-
phone cameras, purchases of 8K TV by the aver-
age consumer are not expected anytime soon. 
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How will your technology change the indus-
try you are in; what gap is it filling; what is 
the unique selling point?  
LiveTree is a new rewards-based social crowd-
funding site for developing and marketing cre-
ative video content. The LiveTree platform aims 
to raise the reach and power of the individual to 
the level enjoyed by corporations. As the finan-
cial crash of 2008 demonstrated, our global finan-
cial system is creating ever-widening pay, social 
and geopolitical divides that are driving the world 
into frightening and unsustainable debt. A central 
problem with standard crowdfunding is getting 
projects in front of the right investors. LiveTree’s 
solution is to market projects by the powerful, 
time-tested technique of personal recommenda-
tion. To achieve this, we have built a transparent 
referral (sometimes called affiliate) system into 
our platform. We call it Branch Out, reflecting the 
imagery of the LiveTree brand. Project Creators 
“branch out” by dedicating a percentage of what 
they raise to bloggers, journalists or individuals 
who recommend potential investors to the proj-
ect via their networks and social channels. Any-
one who shares a project also earns percentage 
rewards when someone in their network funds it. 
Project creators can dedicate a percentage of the 
funds raised to a non-profit or charitable orga-

nization, which in turn incentivizes these orga-
nizations to promote the project. It means that 
those who pledge money to a project are not only 
supporting creativity, but are also giving back to 
a charity or non-profit. We encourage charities, 
institutions and industry partners to help mar-
ket projects in return for a portion of the funds 
raised. The end result is that everyone gains: the 
project creators, Branchers, those who pledge 
funds and non-profit/charity organizations. Film-
makers have tested our platform to fund numer-
ous on-screen projects, while simultaneously 
raising substantial funds for charity and connect-
ing with various crowd-sourced resources. 
 
How did you or the founders overcome your 
biggest fear when you realized the concept 
was becoming a business reality?  
We originally launched LiveTree with a three-tier 
proposition: a crowdsourcing social network, a 
crowdfunding service and an e-commerce mar-
ketplace. It was when we started marketing the 
concept that our biggest fear came true: no one 
understood it! It was too complicated. People 
were lost in the concept and had no idea what to 
do with it. So we took some painful decisions. 
We decided to strip away functionality and make 
it as simple as possible. We realized people had 

Product/service: LiveTree
Developer:  LiveTree (London, UK)
Founder:  Ashley Turing (pictured right)
When launched:  April 2017
Targeted users/sector:  Creative, socially 
responsible projects and their creators, including 
those in music, publishing, journalism, filmmak-
ing and the related technology 
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to get it in a couple seconds or they’d just click 
away. So we focused in on crowdfunding, since 
that’s the key to launching a project. We rebrand-
ed it as a simple concept and are now slowly 
experimenting with how to add extra features.   
 
Any recent developments to announce?  
We’re developing listings, social networking, 
time-banking and time-card features, along with a 
mobile app for instant projects, a social-network-
ing crowdsourcing feature, a marketplace and 
P2P (peer-to-peer) financial services.

Current Investors: Ashley Turing;  
Jenson Solutions 

Contact details  
URL: https://secure.livetree.com/#!/home 
Email: support@livetree.com 
Twitter: @LiveTreeHQ 
Facebook: https://www.facebook.com/livetreehq 

How will your technology change the indus-
try you are in; what gap is it filling; what is 
the unique selling point?  
Our technology is focused on machine learning 
and personalization for event discovery. We want 
people to find events they love and spend more 

time experiencing new things. Most companies in 
our space are focused simply on publishing event 
listings and selling tickets. We aggregate the 
highest volume of event data in the industry and 
present it in an intuitive way for people to find 
events they are interested in, as opposed to navigat-
ing through options that are not relevant to them. 

How did you or the founders overcome your 
biggest fear when you realized the concept 
was becoming a business reality?  
We approached the concept gradually, starting 
with a prototype and speaking to people in the 
industry to build what they want. With each step, 
we gathered requirements from potential clients 
and experts and then rolled out as we learned, 
ensuring those businesses would use the tech 
and could see the potential. It is a big platform 
and aggregating this amount of data is not easy. 
Providing a truly exhaustive, intelligent platform 
in this space is a first, so it was overwhelming 
when we initially started and continues to be one 
problem-solving exercise after another. But, if 
it were simple, someone would have solved the 
problem already. 

Any recent developments to announce?  
We won the London’s inaugural TechPitch 4.5 
Music, Media & Entertainment competition in 
March 2017. REVL V2 is coming out soon.

Product/service: REVL
Developer: REVL (London, UK)
Founders: Brandon Stephens; Jennifer Roebuck; 
Aryn Hurst-Clark (pictured right, above)
When launched: January 2017
Targeted users/sector: People who like going to 
events (including gigs, food pop-ups, exhibitions) 

https://secure.livetree.com/#!/home
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Current Investors: Private investors 

Contact details 
URL: http://revl.world 
Twitter: @REVL_world  
Email: hello@revl.world

How will your technology change the indus-
try you are in; what gap is it filling; what is 
the unique selling point?  
We use video collaboration to help our clients 
engage with their customers, fans or employ-
ees. Today, everyone consumes a huge amount 
of video online or on social media, and the way 
people are interacting with video content means 
it has to be relatable all the time. This demand 
has put pressure on brands to produce content at 
scale. They have to produce three to four videos 
a day compared to three to four a year before 
social media. If they don’t, they lose engagement, 
which affects recruitment and makes it difficult 
to bring in new talent or dents sales and revenues. 
At the same time, we at Seenit noticed there is a 
huge shift in consumer behavior that has made 
everyone a content creator. Brands’ ability to tap 
into that shift is what Seenit now makes avail-
able. But rather than a big shout for thousands of 
entries, this is an invite-only activity. Brands give 

a select number of highly engaged people access 
to their Seenit storyboard. Our Artificial Intelli-
gence and algorithm can choose the best submit-
ted videos based on the ability to select the most 
relevant ones for the client. As the contributors 
are uploading their videos, we can identify the 
good and bad quality content, so that we can sug-
gest the ones the clients can create with. Also, our 
platform is able to white label the client’s app. 
We can work with organizations in-house to gath-
er confidential video content and offer security, as 
opposed to an open social-media platform, which 
also ends up owning the content. With Seenit, our 
clients get to co-own the content with the person 
making it. We offer recognition and credit.

How did you or the founders overcome your 
biggest fear when you realized the concept 
was becoming a business reality? 
When we signed up our first subscriber client, 
the (UK public broadcaster) BBC for a year. It 

Product/service: Seenit
Developer: Seenit (London, UK)
Founder: Emily Forbes (pictured, right)
When launched: April 2014
Targeted users/sector: Broadcasters; retailers; 
brands. Clients include the BBC, BT Sport, The 
Hut Group, Unilever and HSBC

http://revl.world
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was a fundamental turning point. There were 
only four of us in the company and we had to 
flip our whole business model. We now have 
18 subscriber clients worldwide and about 25 
employees. With every step we take, there are 
different challenges. But it is a drive that keeps 
you alert and on your toes. We’re constantly 
dealing with growth pains because we hope to 
double the number of employees in 12 months 
and wonder how to find talent fast enough. All 
start-ups go through challenges. But you can help 
others going through the same struggles. 

Any recent developments to announce?
We won the Startup Battlefield competition at 
TechCrunch Disrupt London in December 2016. 
We broke even at the end of last year and are 
moving into bigger offices this year. Additionally, 
we’re planning a new funding round in the 
coming weeks.

Current Investors: include Force Over Mass 
Capital; Hambro Perks; business angels; Founder 
Emily Forbes

Contact details: 
URL: https://seenit.io
Twitter: @_seenit
Email: jobs@seenit.io

How will your technology change the 
industry you are in; what gap is it filling; what 
is the unique selling point? 
We at White Water Writers run a voluntary 
project to train teachers and youth leaders to 
run inspiration literacy camps. Each camp 
gives a group of ten young people a single side 
of A4 paper to write an idea for a novel. The 
participants take the idea, workshop it, develop it, 
storyboard it, draft it, proof it, refine it and polish 
it. After four and a half days, it is published and 
you can buy the finished book on Amazon. Co-
Founder Joe Reddington wrote the code for the 
software used to make this happen. We called our 
venture White Water Writers because we wanted 
a name that evoked teamwork, a challenge and 
a short exciting sprint. The writers spend the 
whole week thinking of nothing but the book, 
and we spend the whole week thinking of nothing 

but the writers, and the things we believe that 
education doesn’t given them, we give them in 
spades. There might be ten names on the inside 
page, but our writers live and die with every 
word written. They learn to work together, they 
learn when to trust, and when not to. The writers 
also understand that the printer is booked for 
the weekend and it will be on their friends and 
families’ Kindle e-reader on the Friday night. 
For some of them, this is their first chance to be 

Product/service:  
White Water Writers
Developer: eQuality Time (London, UK) 
Founders: Joe Reddington (pictured, right); Pat-
rick Leman; Yvonne Skipper; Douglas Cowie
When launched: 2009
Targeted users/sector: Book publishing; educa-
tion sector

https://seenit.io


START-UPS’ STANDPOINT
The challenges start-ups face the moment they 
go public with their visions

18

noticed. When they know that there is no safety 
net and that if they make a mistake, that mistake 
is on someone’s bookshelf forever, then you can 
understand motivation.

How did you or the founders overcome your 
biggest fear when you realized the concept 
was becoming a business reality? 
It has been a terrifying journey. Time and time 
again we walk into schools convinced that this 
time we’ve bitten off more than we can chew. 
This time it’s all going to fail. But 65 novels 
later, it still hasn’t. But our big fear is one we are 
tackling now. The way the model works means 
we can do, say, 10 camps a year really well, or 
could do 60 camps a year. Right now it’s doing 
about 30 camps and the strain is showing. How 
we break through that is our big fear right now.

Any recent developments to announce?
We’ve published 65 novels to date (pictured 
right, above). Examples that you can find on 
Amazon include The Dark Truth, Ashes, Rogue 
and A Sketch of Smoke. Many of the books use 
the pseudonym Tim Cooks, which is a play on  

 
the phrase “too many cooks.” But we’re changing 
it to the less gender-oriented T. M Cooks. 
The participating writers receive royalties. 
Internationally, we’ve taken the project to 
Ghana in West Africa. We’re now in talks about 
something similar in France and Romania.
 
Current Investors: The SHINE Trust

Contact details: 
URL: http://whitewaterwriters.com
Twitter: @wwaterwriters
Email: contact@whitewaterwriters.com

http://whitewaterwriters.com


DISRUPTION DIRECTORY
Outline of the latest in global groundbreaking technologies

19

ADVERTISING/MARKETING

Product: Databerries, online-to-offline mobile advertising start-up
Need to know because it raised US$16m in new funding in March in a Series A round led by 
Index Ventures, supported by Mosaic Ventures, BuzzFeed President Greg Coleman and French 
entrepreneurs’ fund ISAI. Databerries’ tech enables physical brick-and-mortar retailers to measure 
the extent to which their digital ad campaigns have driven consumers to visit their stores. The cash 
will be used to expand into the US.
Creative function: mobile advertising
Creative target: marketers; retailers; ad agencies
Company: Databerries, based in Paris, France
Key executive(s): CEO Benoit Grouchko; COO François Wyss; CTO Guillaume Charhon
Investors/Owners: include Index Ventures
Distribution platform: mobile apps
Launched: 2014
URL: http://databerries.com

Product: Adobe Advertising Cloud (AAC), cloud-based TV-to-digital ad management platform
Need to know because it is thought to be the first tech tool that enables marketers and brand 
owners to manage their advertising expenditure across a wide variety of media channels, including 
TV, online video, search, display and social media, on a single dashboard. Adobe was able to make 
the move after it acquired TubeMogul, a software solution that allows ad agencies to manage video 
ad campaigns across multiple devices, for US$540m in cash and debt during November 2016.
Creative function: advertising; advertising spend
Creative target: marketers; brands; media buyers; ad agencies 
Company: Adobe Systems Inc., based in Mountain View, California, US
Key executive(s): Keith Eadie, AAC’s Vice President of Revenue and Partnerships;  
TubeMogul CEO Brett Wilson
Investors/Owners: Adobe Systems
Distribution platform: cloud computing; Internet
Launched: 2017
URL: http://www.adobe.com/uk/advertising-cloud.html

http://databerries.com
http://www.adobe.com/uk/advertising-cloud.html
http://www.razorfish.com
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Product: Facebook Audience Network (FAN), digital ads placement tool
Need to know because the social-media behemoth is expanding the inventory of ads it can offer 
marketers. Originally focused on ads in mobile apps, FAN competed with similar ad-placement 
services such as Twitter’s MoPub and Google’s AdMob. In today’s more aggressive social media 
landscape, FAN offers to place video ads on targeted websites, on online video sites, as well as in 
Facebook Live on desktops and mobile apps. This larger inventory adds to Facebook’s ambitions to 
compete against Google, its biggest rival for digital ad sales.
Creative function: digital advertising; social-media marketing
Creative target: digital publishers; digital creators
Company: Facebook, based in Menlo Park, California, US
Key executive(s): Brian Boland, Facebook Vice President of Publisher Solutions; Facebook Product 
Manager Maria Angelidou-Smith; Nick Grudin, Facebook’s Vice President of Media Partnerships
Investors/Owners: Facebook Inc.
Distribution platform: Facebook videos
Launched: 2014
URL: https://www.facebook.com/business/news/audience-network

Product: DoubleClick Bid Manager, digital ad-buying platform
Need to know because advertisers and ad agencies can now use DoubleClick, the pioneering 
Google-owned tool originally launched in 1996 for buying Internet ads in real time, to buy and 
manage TV ads as well. Via Bid Manager, DoubleClick clients can for the first time also place bids 
to buy TV airtime, online TV slots as well as digital-media ads from the same place. It confirms 
Google’s ambitions to boost its vast online-search advertising revenue by targeting TV advertisers 
and encouraging them to use video-sharing platform giant YouTube, its biggest media subsidiary. 
Creative function: advertising; advertising placements; advertising spend
Creative target: marketers; brands; advertising buyers; ad agencies
Company: DoubleClick, based in New York City, New York, US
Key executive(s): Google’s Director of Product Management Rany Ng
Investors/Owners: Google Inc
Distribution platform: cloud computing; Internet
Launched: 2010 (as Invite Media)
URL: https://www.doubleclickbygoogle.com/solutions/digital-marketing/bid-manager/

https://www.facebook.com/business/news/audience-network
https://www.doubleclickbygoogle.com/solutions/digital-marketing/bid-manager/
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Product: Instagram Stories Advertising, mobile messaging ads
Need to know because after a few months’ trial, it was officially launched in March 2017 to sell 
ads against Instagram Stories, the shareable ephemeral mobile multi-content slideshow that is said to 
be an exact copy of Snapchat Stories. Snapchat originally introduced its Millennial and Generation 
Z-friendly Stories in 2013. But, after launching in August 2016, Instagram Stories was already 
beating its older rival by March 2017. It records 200 million daily active users (DAU) compared to 
Snapchat’s 161 million DAU. The value of Snap Inc., Snapchat’s New York Stock Exchange-listed 
owner, is expected to be hurt by Instagram’s ferocious attack on its turf.
Creative function: digital advertising; mobile ads 
Creative target: marketers; brands; media buyers; marketing agencies
Company: Instagram, based in Menlo Park, California, US 
Key executive(s): Instagram CEO Kevin Systrom
Investors/Owners: Facebook
Distribution platform: Instagram Stories; instant messaging
Launched: 2015
URL: https://business.instagram.com/advertising

ALTERNATE REALITY

Product: 8i, holographic content studio
Need to know because the start-up, which is on a mission to make holographic images and videos 
accessible to anyone, has raised US$27m in a Series B round led by Time Warner Investments. It has 
amassed US$41m-plus to date. Unlike full Virtual Reality content, headsets are optional for seeing 
8i holograms. With an app called Holo, users are able to see and interact with holograms of people 
and objects (said to be more lifelike than 3D images) via their smartphones. According to The Verge 
magazine, each hologram shot requires 41 cameras installed on a movie set’s soundstage with the 
objects and persons being filmed while positioned inside a cylindrical green-screen area. This enables 
8i to capture an object’s volumetric depth as opposed to a standard video’s flat imagery.
Creative function: AR; holographic imagery; volumetric capture 
Creative target: holographic content creators/producers 
Company: 8i, based in Wellington, New Zealand with a studio in Culver City, California, US
Key executive(s): CEO Steve Raymond; Co-Founder Linc Gasking; CTO Eugene d’Eon
Investors/Owners: include Time Warner Investments; Verizon Ventures; Baidu Ventures; Hearst 
Ventures; Samsung Venture Investment; celebrity entrepreneurs Ashton Kutcher and Guy Oseary 
Distribution platform: VR and AR headsets; mobile apps
Launched: 2014
URL: http://www.8i.com 

https://business.instagram.com/advertising
http://www.8i.com
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Product: IMAX VR Experience Center, Virtual Reality attraction
Need to know because IMAX, creator of the world’s biggest immersive cinema screens, and Time 
Warner’s Warner Bros. Home Entertainment are to co-finance, develop, produce and release original 
high-end interactive experiences that consumers can visit inside dedicated venues. The first three such 
attractions will be based on Warner Bros. blockbuster movie brands such as Justice League and will 
be on offer at standalone VR centers and ones located inside IMAX multiplexes. The first one is set to 
go live late 2017. A pilot IMAX VR Center was unveiled in Los Angeles in January.
Creative function: live entertainment; out-of-home entertainment
Creative target: content rights owners; venue operators 
Company: IMAX VR Experience Center, based in Los Angeles, California, US
Key executive(s): IMAX Corp. CEO Richard L. Gelfond; Ron Sanders, President, Warner Bros. 
Worldwide Home Entertainment Distribution
Investors/Owners: IMAX Corp.; IMAX VR Fund
Distribution platform: VR headsets; live entertainment venue
Launched: 2017
URL: http://imaxvr.imax.com

Product: Geo A.R. Games, Augmented Reality outdoor leisure platform
Need to know because it is said to be exploring international growth after making an impact 
on outdoor parks in New Zealand and Australia. Its geospatial technology enables targeted users, 
especially young school kids, to play outdoor games with smartphones and tablets that mix the real 
world and digital characters. The GPS-based AR also allows organizers to locate participating kids 
playing in large playing areas. The tech can be applied to other outdoor events such as tourism, 
public art and outdoor gaming. Geo A.R. Games’ founders began the venture by raising cash on 
the crowd-funding platform Kickstarter in 2016.
Creative function: AR gaming; geospatial AR; out-of-home entertainment; 
geo-location gaming
Creative target: park operators; schools; theme parks 
Company: Geo A.R. Games, based in Auckland, New Zealand
Key executive(s): CEO/Marketing & Media Melanie Langlotz; CTO developer Amie Wolken
Investors/Owners: Kickstarter; angel investors
Distribution platform: iOS and Android mobile apps 
Launched: 2015 
URL: https://www.geoar.tech

http://imaxvr.imax.com
https://www.geoar.tech
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Product: MelodyVR, Virtual Reality music start-up
Need to know because it has picked up the licensing rights to produce and distribute VR content 
created by and with artists signed to Universal Music Group (UMG), the world’s biggest recorded-
music company. The agreement, sealed in March 2017, follows a similar deal with UMG rival 
Warner Music Group in December 2016. With access to artists signed to two of the world’s three 
biggest record companies, MelodyVR gets closer to offering a viable commercial VR music service.
Creative function: VR entertainment; music tech; live concerts
Creative target: artists; concert producers
Company: MelodyVR, based in London, UK
Key executive(s): CEO Anthony Matchett; COO Steven Hancock
Investors/Owners: EVR Holdings 
Distribution platform: VR headsets; Internet 
Launched: 2015
URL: http://melodyvr.com

Product: Improbable, cloud-based virtual-worlds developer
Need to know because it astounded even Silicon Valley when it clinched US$502m in Series B 
funding from Japanese telecoms and tech giant Softbank Corporation. The investment immediately 
catapulted Improbable, until recently unheard of outside the gaming sector, into a Unicorn start-up, 
one with a billion-dollar valuation. The money will be used to accelerate its recruitment drive and 
develop its line of tech products.
Creative function: AR gaming; geospatial AR; out-of-home entertainment; 
geolocation gaming
Creative target: games developers; games makers; virtual world developers 
Company: Improbable, based in London, UK 
Key executive(s): CEO Herman Narula; CTO Rob Whitehead; COO Peter Lipka
Investors/Owners: SoftBank Group Corporation Andreessen Horowitz; Horizons  
Ventures; Temasek
Distribution platform: cloud technology; Internet; proprietary SpatialOS operating system for 
simulating virtual worlds
Launched: 2012 
URL: https://improbable.io

http://melodyvr.com
http://www.salosa.com
https://improbable.io


DISRUPTION DIRECTORY
Outline of the latest in global groundbreaking technologies

24

Product: Virtualitics, Virtual and Augmented Reality analytics
Need to know because the start-up has raised US$4.4m to develop tech tools that measure 
the number of visitors to a VR and AR content platform. The resulting metrics, based on data 
visualization, Artificial Intelligence and other related software, will be among many needed by VR 
and AR developers to assess the impact of their creations. The new fund will be used to boost the 
venture’s workforce and acquire users.
Creative function: VR, AR and AI data analytics
Creative target: VR content creators and distributors
Company: Virtualitics, based in Pasadena, California, US
Key executive(s): CEO/Co-Founder Michael Amori
Investors/Owners: include The Virtual Reality Fund
Distribution platform: cloud computing
Launched: 2016
URL: https://www.virtualitics.com

Product: Parable VR, Virtual Reality content producer
Need to know because its most recent launch investors include Channel 4, the UK commercial TV 
network that has nabbed a minority stake. Channel 4 is joined by media giant The Economist Group 
and Stephen Lambert, CEO of UK TV/film production company Studio Lambert as joint investors. 
Creative function: VR content production
Creative target: VR content creators; 360o video producers
Company: Parable VR, based in London, UK
Key executive(s): Co-Founders David Wise and Nicholas Minter-Green
Investors/Owners: Channel Four Television Corporation; Studio Lambert; The 
Economist Group
Distribution platform: VR headsets; YouTube 360o videos
Launched: 2017
URL: http://parablevr.com

https://www.virtualitics.com
http://parablevr.com
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Product: TheWaveVR, social music Virtual Reality platform
Need to know because its start-up operator unveiled the Beta version in April 2017 and raised 
US$4m in its second seed funding at the same time. TheWaveVR enables music creators to perform 
shows in a live or pre-recorded VR setting for fans. The new funding was led by Upfront Ventures 
and brings the total amount raised to date to US$6.5m.
Creative function: VR entertainment; live entertainment; music tech
Creative target: content creators; live entertainment producers
Company: TheWaveVR, based in Austin, Texas, US
Key executive(s): CEO/Co-Founder Adam Arrigo; Chief Creative Officer/Co-Founder Aaron Lemke
Investors/Owners: include Upfront Ventures; KPCB Edge; RRE Ventures; Greycroft VR Gaming 
Tracker Fund; The Virtual Reality Fund
Distribution platform: VR headsets; Internet; desktop computer
Launched: 2016
URL: http://thewavevr.com

ARCHITECTURE

Product: Large Additive Subtractive Integrated Modular Machine (LASIMM), metal-based 3D 
printing gadget
Need to know because British starchitect (architect superstar) Norman Foster and his Foster + 
Partners studio are collaborating with an international group of companies and research firms to see 
what metal-based 3D printing can bring to building design and construction. As 3D printing tech 
improves, it shortens the amount of time required to manufacture products. The LASIMM group, 
which includes BAE Systems, Cranfield University and part of the Helmholtz Association of German 
Research Centers, wants to see how the tech can be applied to aluminum, titanium and steel. The 
European Commission has contributed €4.9m (US$5.4m) to the project.
Creative function: architecture; design; engineering
Creative target: architects; engineers; industrial designers
Company: Consortium led by Foster + Partners, based in London, UK
Key executive(s): Foster + Partners’ environmental design analyst Samuel Wilkinson
Investors/Owners: LASIMM consortium, including Foster + Partners, Global Robots,  
Cranfield University, BAE Systems
Distribution platform: 3D printing equipment
Launched: 2017
URL: http://cordis.europa.eu/project/rcn/205464_en.html

http://thewavevr.com
http://cordis.europa.eu/project/rcn/205464_en.html
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Product: West Bund Art Center, 3D-printed art gallery
Need to know because the renovation of the 2,100 sq ft art center using robots was completed 
earlier this year. Its owner, the Chi She artistic group, commissioned China-based Archi-Union 
Architects, which used robots to renovate and add a new exterior to the building located in Shanghai’s 
Xuhui district. The use of robots made it easier to apply recycled old bricks for the construction. At 
the cost of a reported US$220,000, the robot technology was supplied by robotics studio Fab-Union.
Creative function: digital manufacturing; building construction
Creative target: architects; industrial designers
Company: West Bund Art & Design, based in Shanghai, China
Key executive(s): Archi-Union Architects’ lead architect Philip F. Yuan
Investors/Owners: West Bund Art Center’s Chi She artists collective
Distribution platform: robotic technology
Launched: 2017
URL: http://westbundshanghai.com/index.php/English

FASHION/LUXURY

Product: Echo Look, voice-activated fashion assistant
Need to know because Amazon has extended the smart device Echo, which is powered by voice-
controlled Artificial Intelligence (AI) tech Alexa, into users’ wardrobes. Also defined as a smart 
mirror, Echo Look has been described as Amazon’s talking audio speakers Echo Dot with selfie 
cameras installed. You can command it to take photos and videos of you in different outfits. These are 
uploaded to Style Check, another Amazon-owned app, which uses AI and specialists to compare them 
and offer advice on which suits you best. Amazon is expected to use Echo Look to market its own 
fashion lines (Franklin & Freeman; Franklin Tailored; James & Erin; Lark & Ro; Society New York; 
North Eleven; Scout + Ro) and its online fashion TV show Style Code Live. Research firm Cowen & 
Co predicts Amazon will be the US’ leading apparel retailer by the end of 2017.
Creative function: fashion; retail 
Creative target: fashion designers; fashion retailers; fashion brand owners; fashionistas
Company: Amazon.com, based in Seattle, Washington, US
Key executive(s): CEO Jeff Bezos
Investors/Owners: Amazon.com
Distribution platform: Internet; Cloud computing; mobile app; AI software
Launched: 2017
URL: www.amazon.com

http://westbundshanghai.com/index.php/English
http://www.amazon.com
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Product: Levi’s Commuter Trucker Jacket, interactive denim apparel
Need to know because the world’s first commercially available connected denim jacket is 
scheduled to become available this fall. The result of a collaboration between iconic denim brand 
Levi’s and Google, the wireless jacket is made with touch and gesture technology woven into the 
fabric. The tech was developed by the Google ATAP (Advanced Technology and Projects) group. 
Combined with Bluetooth, the fabric’s tech allows wearers to use their smartphones to listen to music 
or tell the time just by brushing the jacket’s sleeve. The smart clothing will be an on-going project as 
more gesture-enabled features are added in the future. 
Creative function: smart apparel; fashion design; fashion retail; wearable tech
Creative target: fashion retailers; fashion brand owners
Company: Levi Strauss & Co, based in San Francisco, California, US
Key executive(s): Paul Dillinger, Levi Strauss & Co’s Vice President, Head of Global Product 
Innovation and Premium Collection Design
Investors/Owners: Levi’s; Google
Distribution platform: smart fabric; Internet; Android app; Google’s Project Jacquard
Launched: 2017
URL: http://www.levi.co.uk/US/en_US/features/levi-commuter-xgoogle-jacquard/

Product: GOAT, mobile-only marketplace dedicated to sneakers
Need to know because major venture capital firms led by Accel Partners have gifted the  
start-up, a haven for aficionados to buy and sell sneakers, with US$25m in new funding.  
The money will be used to develop its operations, logistics and fulfillment resources to  
grow the business in the US and internationally.
Creative function: footwear retail
Creative target: footwear makers; footwear brand owners
Company: GOAT, based in Culver City, California, US 
Key executive(s): CEO/Co-Founder Eddy Lu 
Investors/Owners: include Accel Partners; Matrix Partners; Upfront Ventures;  
Webb Investment Network 
Distribution platform: iOS and Android apps
Launched: 2015
URL: https://www.goat.com

http://www.levi.co.uk/US/en_US/features/levi-commuter-xgoogle-jacquard/
http://www.salosa.com
https://www.goat.com
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Product: Dailymotion, international video-sharing platform
Need to know because this summer it will be revamped as part of a mission to stop playing second 
fiddle to market leader YouTube. While YouTube has upped its credentials among professional video 
producers and right owners offering premium content, Dailymotion continues to be associated with 
user-generated content. The overhaul is part of the new strategy being enforced by CEO Maxime 
Saada, who was appointed by Dailymotion owner, French media group Vivendi, in January 2016.
Creative function: premium video; user-generated content
Creative target: filmmakers; video producers; video rights owners
Company: Dailymotion, based in Paris, France
Key executive(s): Chairman/CEO Maxime Saada
Investors/Owners: Vivendi
Distribution platform: Internet; iOS, Android and Windows mobile apps
Launched: 2005
URL: http://www.dailymotion.com/gb

Product: 21 Buttons, fashion-centric social network
Need to know because it has nabbed €3m (US$3.36m) in a new funding round to accelerate growth 
in Spain and Italy and launch in the UK. Its app enables users to purchase apparel and other clothing 
items recommended by friends and online influencers.
Creative function: fashion social network; online fashion retail; online fashion exchange
Creative target: fashionistas; fashion brand owners
Company: 21 Buttons, based in Barcelona, Spain
Key executive(s): Co-Founders Marc Soler Obradors and Jaime Farres Rocabert
Investors/Owners: including Samaipata Ventures; 360 Capital Partners; VentureCap; 
Mediaset; Breega Capital
Distribution platform: iOS and Android mobile apps
Launched: 2016
URL: https://www.21buttons.com/login

FILM/VIDEO

http://www.dailymotion.com/gb
http://www.salosa.com
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Product: MightyTV, video-content discovery app
Need to know because the product has been acquired by streaming music goliath Spotify for an 
undisclosed sum. The move comes at a time when Spotify, an audio-centric entertainment platform, 
is seeking to enhance the monetization of its advertising-funded free tier. The paid-for ad-free tier is 
growing with the number of paying customers reaching 50 million in March 2017. However, with the 
addition of the right video content, which MightyTV is expected to provide, Spotify is also confident 
of attracting many more advertisers to the free version. 
Creative function: content discovery; content marketing; video distribution
Creative target: streaming TV platforms; streaming video operators; digital advertisers
Company: Spotify, based in Stockholm, Sweden
Key executive(s): Spotify’s Vice President of Technology Brian Adams (former 
MightyTV CEO/Founder); Spotify’s Vice President of Product Jason Richman
Investors/Owners: Spotify
Distribution platform: mobile app
Launched: 2015
URL: http://mighty.tv  (now shut down)

Product: Flyr, interactive video storytelling app
Need to know because the app is described as being similar to Snapchat’s Stories, which enables 
users to gather and compile what they posted in the past 24 hours and share as their “story,” but only 
on Snapchat. Flyr aims to democratize the concept and enable people to compile their online posts 
and deliver them as slideshows on any social media network. The mobile app features automated 
interactive video design and editing, plus a proprietary game engine, to create and play Flyr stories 
with a single swipe. 
Creative function: multimedia content; mobile publishing
Creative target: video content creators
Company: Flyr, based in Los Angeles, California, US
Key executive(s): Co-Founders Hassan Uriostegui and Brett O’Brien
Investors/Owners: business angels
Distribution platform: proprietary game engine; AI; mobile app
Launched: 2017
URL: http://www.flyrtv.com

http://mighty.tv
http://www.flyrtv.com
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Product: SlingStudio, virtual streaming-TV studio
Need to know because it is the first business-to-business (B2B) hardware product being offered by 
Sling Media, famous for the consumer-targeted TV products Slingbox and Sling TV. The SlingStudio 
device enables professionals to use multiple cameras to produce and stream live videos on Facebook 
or YouTube. The content can be edited immediately on the attached video camera before uploading, 
instead of having to transfer the footage to a separate editing board before transmission begins. Live 
streaming apps like Twitter’s Periscope can connect to only one camera at a time. 
Creative function: multi-camera live video; live streaming video
Creative target: filmmakers; video platforms; social media pages
Company: Sling Media Inc., based in Foster City, California, US
Key executive(s): DISH CTO Vivek Khemka
Investors/Owners: EchoStar Corporation
Distribution platform: Internet; iOS app
Launched: 2017
URL: https://www.myslingstudio.com

Product: Scorp, social video app
Need to know because the Turkish start-up has been getting plenty of media attention for being the 
video-centric equivalent of Quora, the popular question-and-answer website. Scorp invites users to 
upload up to 15 seconds of news or factual content to answer queries during online discussions within 
its community.  The app reports about 100,000 downloads every day. It is very popular in Latin 
America, the Middle East and India, but is expected to attract a more global audience soon.
Creative function: social video
Creative target: video creators; brand owners
Company: Scorp, based in Istanbul, Turkey
Key executive(s): CEO/Co-Founder Sercan Isik; other Co-Founders Izzet Zakuto, Kaan Uğurlu, 
Övünç Dalkiran
Investors/Owners: Ömer Erkman; BIC Angels 
Distribution platform: iOS, Android, Windows 10 mobile apps
Launched: 2015
URL: http://www.scorpapp.com

https://www.myslingstudio.com
http://www.scorpapp.com
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GAMES

Product: Beam, interactive live streaming game service
Need to know because following its acquisition by Microsoft in August 2016, Beam has been 
upgraded to be part of Microsoft’s Xbox Live offerings. Beam allows gamers to play along while 
watching streaming live games. Microsoft acquired Beam after it won the Startup Battlefield contest 
at TechCrunch Disrupt New York 2016.
Creative function: gaming; live streaming
Creative target: gamers; game developers; esports organizers
Company: Beam, based in Seattle, Washington, US
Key executive(s): Beam CEO/Co-Founder Matt Salsasmendi
Investors/Owners: Microsoft
Distribution platform: live streaming
Launched: 2016
URL: https://mixer.com/

Product: WndrCo, multimedia venture
Need to know because it is the first independent enterprise announced by Jeffrey Katzenberg 
since he sold Hollywood studio DreamWorks Animation, where he was a co-founder and CEO, 
to NBCUniversal for US$3.8bn in April 2016. And while details remain vague, The Hollywood 
Reporter says it will focus on digital media and entertainment ventures. WndrCo has already raised 
about US$600m of the reported US$750m it is seeking in investment funds.
Creative function: digital production, distribution and marketing
Creative target: digital content creators
Company: WndrCo, based in Los Angeles, California, US
Key executive(s): Founder Jeffrey Katzenberg
Investors/Owners: Jeffrey Katzenberg
Distribution platform: multimedia platforms
Launched: 2017
URL: https://www.wndrco.com

https://mixer.com/
https://www.wndrco.com


DISRUPTION DIRECTORY
Outline of the latest in global groundbreaking technologies

32

Product: Facebook Live, live streaming app
Need to know because, in January this year, the social media giant sealed a deal to transmit esports 
contests based on games by Blizzard Entertainment, a subsidiary of NASDAQ-listed Activision 
Blizzard. Fans can now watch the live edition of Heroes of the Dorm, a North American colleges’ 
version of Blizzard’s online multiplayer battle title Heroes of the Storm, on Facebook. It used to be 
on the Walt Disney Company sports TV network ESPN. The move is another sign of Facebook’s 
ambitions to go after TV advertising dollars.
Creative function: live social media video broadcast
Creative target: game publishers; game developers
Company: Facebook, based in Menlo Park, California, US
Key executive(s): Facebook Vice President, Product Fidji Simo; Blizzard Entertainment CEO/Co-
Founder Mike Morhaime
Investors/Owners: Facebook
Distribution platform: Facebook
Launched: 2016
URL: https://live.fb.com

Product: DOJO Madness, esports coaching app 
Need to know because the gaming startup behind the app has amassed US$6m in a new round 
led by Raine Ventures. The cash will be used to develop its suite of apps, which help players in the 
League of Legends tournaments improve their game. The apps gather analytical data to assist esports 
players master techniques. The investment comes after DOJO Madness acquired Leaguecoaching.GG, 
an international marketplace where players can go and hire the services of human coaches.
Creative function: esports training; service-as-a-software
Creative target: esports athletes
Company: DOJO Madness, based in Berlin, Germany
Key executive(s): CEO/Co-Founder Jens Hilgers
Investors/Owners: include Raine Ventures; K Cube Ventures; March Capital; DN Capital 
Distribution platform: mobile app
Launched: 2015
URL: http://dojomadness.com

https://live.fb.com
http://dojomadness.com
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Product: Roblox Studio, user-generated social games platform 
Need to know because the venture has nailed US$92m in Series E funding to advance its platform, 
which enables developers to build their own multiplayer games using what has been described as 
“Lego-like” 3D tools. Once completed, the user-generated game is published in the cloud for millions 
of registered users to access and play on mobile, PC and Virtual Reality devices. Roblox shares the 
revenues with the creators.
Creative function: social gaming; single-player gaming; multiplayer gaming
Creative target: game developers; gamers
Company: Roblox Corporation, based in San Mateo, California, US
Key executive(s): CEO/Founder Dave Baszucki; Chief Product Officer Keith Lucas
Investors/Owners: include Index Ventures; Meritech Capital; Altos Ventures; First Round Capital 
Distribution platform: desktop PC and Mac; consoles; VR headset
Launched: 2006 
URL: https://www.roblox.com

Product: Ginx TV, streaming esports TV network
Need to know because the UK TV network dedicated to all things esports launched in the Canadian 
market in February 2017 following a partnership with Super Channel, the Canadian cable and 
satellite TV platform. During the same month, Ginx also became available on Israel-based 4GTV, the 
streaming TV app operated by Israeli telecoms group Partners Communications. Ginx transmits live 
esports events and other related programs, including documentaries and news. 
Creative function: esports broadcast; esports TV entertainment
Creative target: esports organizers and brand owners; esports athletes
Company: Ginx TV, based in London, UK
Key executive(s): CEO Michiel Bakker
Investors/Owners: ITV plc
Distribution platform: cable; satellite; IPTV; streaming tech
Launched: 2008
URL: https://ginx.tv

https://www.roblox.com
https://ginx.tv
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Product: WaveDash, fighting-game platform
Need to know because its developers, WaveDash Games, have clinched US$6m in 
new funding to bring fighting games, featuring the one-on-one combats normally 
associated with console and multiplayer games, to social gaming. By developing fighter 
games for social networks, they become easier to adopt for esports contests.
Creative function: social gaming; esports platform; game publishing; esports
Creative target: game developers; esports organizers
Company: WaveDash Games, based in Oakland, California, US
Key executive(s): CEO/Co-Founder Matt Fairchild; Creative Director/Co-Founder Jason Rice 
Investors/Owners: including March Capital; Lowercase Capital; Advancit Capital; 
Luma Labs; Cherrytree VC
Distribution platform: platform fighter esports
Launched: 2015
URL: http://www.wavedash.com

Product: Twitch, streaming esports platform
Need to know because the pioneering start-up that Amazon bought for almost US$1bn in 2014 is 
adding a retail element. Fans are now able to buy games and other related content, while registered 
users will be entitled to special rates and discounts. Industry observers are not surprised, considering 
Amazon’s origins as an online retailer. 
Creative function: gaming distribution; games retail
Creative target: games fans; game developers, publishers and brands 
Company: Twitch, based in San Francisco, California, US
Key executive(s): Twitch CEO Emmett Shear; Vice President of Global Partnership John Howell 
Investors/Owners: Amazon.com
Distribution platform: Internet; streaming platform
Launched: 2011
URL: www.twitch.tv

http://www.wavedash.com
https://blog.twitch.tv/buy-games-on-twitch-and-get-rewards-4cbb5b95be4b
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Product: Fan-to-Fan, ethical ticket-resale platform
Need to know because fans who can’t attend a concert at the last minute can resell their tickets 
legally on Fan-to-Fan at the face value. It has been launched as part of the live concerts sectors’ 
battle against illegal secondary ticketing websites. Fan-to-Fan’s owner is See Tickets, the UK-based 
international ticketing-services company and a subsidiary of French media and entertainment group 
Vivendi. However, legal primary ticketing firms like See Tickets fear their business is being damaged 
by unauthorized online ticketing exchanges that buy primary tickets en masse and re-sell them at 
extortionate rates. 
Creative function: secondary ticketing; ticket resale; ticketing exchange
Creative target: music fans; artists; concert promoters
Company: See Tickets, based in Nottingham, UK
Key executive(s): Rob Wilmshurst, CEO of See Tickets and Vivendi Ticketing
Investors/Owners: Vivendi
Distribution platform: Internet
Launched: 2017
URL: http://www.seetickets.com/content/fan-to-fan

Product: Coras, global ticketing exchange and retail platform
Need to know because it has collected €1.9m (US$2.2m) in new funding from a group of investors 
that includes The Edge, lead guitarist of Irish super band U2.  Coras’s technology enables ticketing 
agencies and retailers to sell their inventory via third party websites, not just their own. This broadens 
the number of outlets fans can use to purchase tickets.
Creative function: ticketing sales; ticketing retail; ticketing distribution; ticketing exchange
Creative target: concert organizers; concert promoters; ticket distributors
Company: Coras, based in Dublin, Ireland
Key executive(s): Coras CEO Mark McLaughlin; Creative Content Director Tara McLaughlin
Investors/Owners: including Atlantic Bridge; Hambro Perks; Elkstone Capital; David Howell 
Evans (also known as rock band U2’s guitarist The Edge)
Distribution platform: Internet; proprietary technology
Launched: 2015
URL: https://coras.io

LIVE ENTERTAINMENT
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Product: 7digital, digital music services provider
Need to know because the pioneering digital music company, which has powered the 
download and streaming services of eMusic, Musical.ly, HMVdigital, Onkyo and numerous 
other digital music offerings, has agreed to take over its German counterpart 24-7 Entertainment 
from MediaMarktSaturn. 7digital is listed on the London Stock Exchange.
Creative function: music streaming; music downloads
Creative target: rights owners; record labels; music publishers
Company: 7digital Group plc, based in London, UK
Key executive(s): CEO Simon Cole
Investors/Owners: London Stock Exchange-listed 
Distribution platform: Internet; mobile apps
Launched: 2004
URL: https://www.7digital.com

MUSIC/AUDIO

Product: Amper, Artificial Intelligence music composer
Need to know because the software, which enables video content owners to commission 
 affordable original music instead of relying on stock production music, has snapped up  
US$4m in new financing. Its founders say Amper’s unique selling point is its AI-powered  
ability to learn to be creatively original. 
Creative function: music composition; musical recording
Creative target: soundtrack composers; music users; video producers; record producers
Company: Amper Music, based in New York, US
Key executive(s): CEO/Co-Founder Drew Silverstein; Co-Founders Sam Estes and Michael Hobe
Investors/Owners: Two Sigma Ventures; Advancit Capital; Foundry Group; Kiwi Venture Partners
Distribution platform: cloud-based technology
Launched: 2017
URL: https://www.ampermusic.com

https://www.7digital.com
https://www.ampermusic.com
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Product: Birst, business intelligence and data analytics platform
Need to know because the US-headquartered company has formed a partnership with PPL, 
the UK’s record labels and performers’ music licensing organization, to offer rights owners 
more efficient, centralized and scalable analyses of data related to music royalties and related 
activities. Until the agreement with Birst, PPL had relied on desktop apps with limited storage 
space from a variety of sources that frequently led to unnecessary duplication. 
Creative function: music rights analysis and insight; music royalties data  
Creative target: collective rights organization; rights owners; artists
Company: Birst, based in San Francisco, California, US 
Key executive(s): Birst CEO Jay Larson; Brad Peters, Senior Vice President and General 
Manager of Birst; Matt Phipps-Taylor, PPL’s Head of Insight & Innovation 
Investors/Owners: Infor
Distribution platform: Internet; Amazon Redshift cloud technology
Launched: 2004
URL: https://www.birst.com

Product: Dubset, music-rights fingerprinting tech
Need to know because investors have given it the thumbs up via US$4m in new funding. 
The money will support Dubset’s system, which ensures rights owners of the thousands of 
samples used in DJ mix sets and mixtapes are identified and get paid. The financial support 
should encourage rights owners, including labels and publishers, to be more willing to 
approve the use of their music as samples. 
Creative function: music marketplace; music licensing
Creative target: artists; DJs; record labels; music publishers; content distributors
Company: Dubset Media Holdings Inc., based in San Francisco, California, US
Key executive(s): CEO Stephen White; Senior Vice President Technology Mick Nenezic
Investors/Owners: Cue Ball Capital; MediaNet; Neoteny 3; Resolute Venture Partners; 
Redwood Venture Partners
Distribution platform: proprietary rights management database
Launched: 2010
URL: http://www.dubset.com

https://www.birst.com
http://www.dubset.com
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Product: Music Audience Exchange, brands and artists match-making platform
Need to know because Series A investors are pouring US$6m into the venture,  
which matches brands with the most compatible artist or musical creation for ad  
campaigns. The technology does this by identifying the consumers the brands want 
to reach and pins down the music talent and works followed by that demographic. 
The funding round is led by MATH Venture Partners and KDWC Ventures. 
Creative function: brand-artist partnership; music synchronization
Creative target: artists; record labels; brands; marketing agencies
Company: Music Audience Exchange, based in Plano, Texas, US 
Key executive(s): Co-Founder/CEO Nathan Hanks; Co-Founder/Head of Music  
George Howard 
Investors/Owners: include MATH Venture Partners; KDWC Ventures; G-Bar Ventures; 
Aware Records CEO Gregg Latterman
Distribution platform: proprietary data analysis tech
Launched: 2014
URL: http://www.musicaudienceexchange.com

Product: ISRC/ISWC Blockchain Project, joint blockchain initiative
Need to know because three of the world’s largest music royalties collecting societies have joined 
forces to set up a more efficient copyright-management system for the future. The current rights-
management systems relying on traditional database tech are flawed. This makes it frequently difficult 
to determine who is entitled to royalties from music sales and performances in the digital era. French 
collecting society SACEM, its US counterpart ASCAP and the UK’s PRS for Music plan to solve the 
problem using blockchain tech, which is currently more associated with financing. The blockchain-
based system will manage the links between the International Standard Recording Codes (used to 
track sales of recorded music) and the International Standard Work Codes (used to identify musical 
works and their composers). This should make it easier to track who owns which rights on recorded 
music, and to speed up the processing of music rights and the royalties to pay. 
Creative function: rights management; rights protection; rights database; copyright identification
Creative target: music rights owners
Company: Blockchain Project, based in Paris, France; New York, US; London, UK
Key executive(s): SACEM CEO Jean-Noël Tronc; ASCAP CEO Beth Matthews; PRS for Music 
CEO Robert Ashcroft
Investors/Owners: ASCAP; SACEM; PRS For Music
Distribution platform: blockchain technology
Launched: 2017
URL: https://www.ascap.com/press/2017/04-07-ascap-sacem-prs-blockchain

http://www.musicaudienceexchange.com
https://www.ascap.com/press/2017/04-07-ascap-sacem-prs-blockchain
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Product: RecordGram, recording studio app
Need to know because this recording studio-in-your-pocket allows musicians and producers 
to record professional-standard multi-track music and vocals at the touch of a button on their 
smartphones. RecordGram won this year’s Startup Battlefield at TechCrunch Disrupt New York.
Creative function: sound recordings; video recordings 
Creative target: artists; producers
Company: RecordGram Inc., based in Miami Beach, Florida, US
Key executive(s): Winston “DJ Blackout” Thomas; Erik Mendelson; Shawn Mims
Investors/Owners: Project Music
Distribution platform: mobile app
Launched: 2016
URL: https://www.recordgram.com

Product: Ola Play, in-car entertainment and experience
Need to know because the founders have signed a deal to make Apple Music the core of its music 
offering. Ola Play is part of Olacabs, which is India’s equivalent of the market-leading taxi app Uber. 
Olacabs’ installed touchscreen panels offer all kinds of entertainment, including surround-sound 
music, FM radio and HD videos that passengers can select for themselves. The tech also permits 
users to synch content from their personal devices to play inside the car. Other entertainment 
providers include Sony LIV, the Indian on-demand streaming TV service.
Creative function: in-car entertainment
Creative target: content rights owners
Company: Ola, based in Bangaluru (Bangalore), India 
Key executive(s): CEO/Co-Founder Bhavish Aggarwal
Investors/Owners: Ola
Distribution platform: iOS, Android and Windows apps
Launched: 2016
URL: https://www.olacabs.com/play

https://www.recordgram.com
https://www.olacabs.com/play
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Product: Sonalytic, song-identification service provider
Need to know because the machine-learning tech created to track and identify songs, audio clips 
and mixed sounds has been nabbed by streaming music goliath Spotify. The latter hopes to use the 
tech to improve the speed and efficiency of the music-discovery service it provides its registered 
users. Sonalytic is one of several start-ups, including Mediachain Labs and France-based machine-
learning system Niland, which Spotify has acquired in the first half of 2017.
Creative function: song identification; sound identification; music discovery
Creative target: rights owners; record labels; music publishers
Company: Sonalytic, based in London, UK
Key executive(s): CEO/Founder Martin Gould; CTO Thomas Walther
Investors/Owners: Spotify
Distribution platform: Internet; mobile apps
Launched: 2016
URL: https://sonalytic.com

Product: TIDAL, streaming music platform
Need to know because it has accepted a reported US$200m from US telecoms group Sprint for 
33% of TIDAL, which is controlled by hip hop mogul Jay Z and a group of other major artists. The 
funds will be used to boost the service as it tries to catch up with international market rivals Spotify 
and Apple Music.
Creative function: music distribution
Creative target: record labels; music publishers; artists; advertisers
Company: TIDAL, based in New York City, New York, US
Key executive(s): CEO Jeff Toig; Sprint CEO Marcelo Claure
Investors/Owners: Sprint Corp. (33%); Jay-Z and a consortium of other international artists
Distribution platform: Internet; mobile app
Launched: 2009 (acquired by Jay Z’s Project Panther Bidco in 2015)
URL: http://tidal.com

https://sonalytic.com
http://www.pinterest.com
http://tidal.com
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Product: Beautycon Media, digital fashion-and-beauty magazine
Need to know because the venture, aimed at Gen Z and Millennial readers, hooked US$9m 
in a new Series A funding round led by two major entertainment conglomerates: A+E Networks 
and Live Nation Entertainment. Another key investor is MainStreet Advisors. The new fund 
will be used to boost Beautycon’s relationship with the brands and consumers in the beauty, 
fashion and lifestyle spaces. 
Creative function: digital content production
Creative target: beauty and cosmetics brand owners and manufacturers
Company: Beautycon Media, based in Los Angeles, California, US
Key executive(s): CEO/Founder Moj Mahdara; A+E Networks President/CEO Nancy Dubuc
Investors/Owners: A+E Networks; MainStreet Advisors; L’Oreal; CAA; Hearst; Live Nation 
Entertainment; Bethany Mota; Jay Brown; Allen DeBeVoise
Distribution platform: Internet; social media
Launched: 2014 
URL: https://beautycon.com

Product: VideoBlocks, studio-quality stock-video service
Need to know because it has expanded by adding a stock photography service to its flagship 
royalty-free stock video service. Until now, the start-up had also been offering subscribers stock 
graphics plus stock audio and music clips. The newly launched photo-stocks will be part of its 
GraphicStock website.
Creative function: photography distribution; photography sales
Creative target: photographers
Company: VideoBlocks, based in Reston, Virginia, US
Key executive(s): Founder/Executive Chairman Joel Holland; CEO TJ Leonard; Greta Pittard, 
Vice President, Content & Contributor Relationships
Investors/Owners: QED Investors; Updata Partners; North Atlantic Capital
Distribution platform: Internet
Launched: 2009
URL: https://www.videoblocks.com

PHOTOGRAPHY/ART
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Product: Bustle, women’s online lifestyle and entertainment magazine 
Need to know because it is being joined by Elite Daily, a similar online lifestyle magazine that 
has been bought from UK media group Daily Mail and General Trust, publisher of national 
newspaper Daily Mail. The purchase, made with stock and cash, is reported to be less than the 
estimated US$40m the Daily Mail group paid for Elite Daily in 2015. Bustle’s owner (Bustle 
Digital Group) also owns Romper, which is aimed at young mothers. Combined, the three digital 
magazines are forecast to draw in 80 million unique monthly visitors for advertisers. Buying Elite 
Daily comes after Bustle Digital Group raised US$12m in a Series D round led by GGV Capital.
Creative function: digital publishing; digital video content
Creative target: Millennial female readers; beauty and lifestyle brand owners
Company: Bustle Digital Group, based in New York City, New York, US
Key executive(s): CEO/Founder Bryan Goldberg; Editor-in-Chief Kate Ward
Investors/Owners: including GGV Capital; Saban Capital Group; Time Warner Investments; 
General Catalyst
Distribution platform: Internet; iOS app
Launched: 2013
URL: https://www.bustle.com

Product: Bookouture, digital book publisher
Need to know because the UK division of Hachette, one of the Big Five publishing behemoths, 
has grabbed Bookouture for an undisclosed amount. Launched just over four years ago, Bookouture 
has proven it is possible to launch a financially successful publishing house devoted to works that 
come out originally as e-books. It also offers print-on-demand versions for some of the digital titles. 
The acquisition is expected to help Hachette increase its e-book sales, while making Bookouture’s 
best-selling e-books available in print via Hachette’s Little, Brown imprint. 
Creative function: digital publishing; e-book publishing; print publishing
Creative target: authors; book publishers
Company: Bookouture, based in London, UK
Key executive(s): Bookouture CEO Oliver Rhodes; David Shelley, CEO of Little, Brown Book 
Group and Orion Publishing Group
Investors/Owners: Hachette UK
Distribution platform: Internet; e-books; e-readers
Launched: 2012
URL: http://www.bookouture.com
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Product: MBS Textbook Exchange, e-textbooks store tech specialist
Need to know because Barnes & Noble (B&N) Education, the New York Stock Exchange-listed 
spinoff from the goliath book retailer B&N, has agreed to pay US$174.2m for the Exchange, which 
provides e-commerce platforms for more than 700 bookstores. B&N Education hopes the move will 
enable it to enhance the service offered to today’s digitally savvy students.
Creative function: printed books and e-books e-commerce
Creative target: book publishers; book retailers
Company: MBS Textbook Exchange, based in Columbia, Missouri, US
Key executive(s): B&N Education CEO Max Roberts
Investors/Owners: Barnes & Noble Education
Distribution platform: proprietary books retail management system
Launched: 1973
URL: https://www.mbsbooks.com

Product: Function(x), digital media publisher
Need to know because the NASDAQ-listed company has embarked on an acquisition spree to 
boost its portfolio of online ventures. In April 2017, it announced the purchase of ViralNova, an 
aggregator of stories trending online, with US$25m in cash and shares. The move comes almost a 
year after Function(x) also bought Rant Inc, a portal packed with entertainment websites targeted 
at young adults, for US$5m. These acquisitions should be much more manageable for Function(x) 
owner Robert F.X. Sillerman, the man who founded global live dance-music promoter SFX 
Entertainment, which went bankrupt late 2016. At least, we hope so.
Creative function: social publishing; interactive media
Creative target: digital publishers; digital media owners
Company: Function(x), based in New York City, New York, US
Key executive(s): Founder Robert F.X. Sillerman 
Investors/Owners: NASDAQ-listed
Distribution platform: Internet; social media
Launched: 2011 (renamed from Gateway Industries Inc.)
URL: http://www.functionxinc.com
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Product: Shelfie, e-book publisher
Need to know because this Vancouver-based company has been acquired by e-book 
retailer and e-reader producer Rakuten Kobo, which was attracted to Shelfie’s innovative 
service of offering customers discounted e-book editions of physical-print titles they have 
at home. Shelfie’s technology, including the software for scanning physical books, has 
been absorbed into Rakuten Kobo’s iOS and Android apps. Its website was shut down in January.
Creative function: books exchange; book retail
Creative target: readers; book retailers
Company: Rakuten Kobo, based in Toronto, Canada 
Key executive(s): Shelfie Founder/CEO Peter Hudson; Rakuten Kobo CEO Michael Tamblyn
Investors/Owners: Rakuten Kobo
Distribution platform: Internet; mobile apps
Launched: 2013 (as BitLit Media Inc.) 
URL: https://www.kobo.com/gb/en

Product: Nick Jr. Books, children’s e-book publisher
Need to know because pioneering kids TV network Nickelodeon, a subsidiary of MTV owner 
Viacom Inc., has expanded into the e-books business. Initially, it will publish interactive stories based 
on popular Nickelodeon characters, like SpongeBob SquarePants and Dora the Explorer, on Apple’s 
iPhone and iPad.
Creative function: interactive book publishing; interactive storytelling
Creative target: school and pre-school readers 
Company: Nickelodeon, based in New York City, New York, US
Key executive(s): Nickelodeon Networks Group President Cyma Zarghami
Investors/Owners: Viacom Inc.
Distribution platform: iOS mobile apps, iPhones and iPads
Launched: 2017
URL: http://www.nickjr.com
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Product: Mobli, geofilter app
Need to know because the patent for the venture, which offers users photo filters based on 
geographic locations (standard photo filters are based on colors and hues), has been snatched by 
messaging kingpin Snap Inc. for an estimated US$7.7m. Location-based image-and-graphics filters 
are popular with Snapchat users, who can superimpose them on their photos. Also, geofilters are a 
significant revenue source as advertisers can purchase them for their campaigns on Snapchat.
Creative function: multimedia content creation 
Creative target: messaging users; advertisers
Company: Mobli Media Inc, based in Tel Aviv, Israel
Key executive(s): Mobli CEO/Co-Founder Moshe Hogeg; Mobli Chief Marketing Officer Irit Singer
Investors/Owners: Snap Inc.
Distribution platform: iOS and Android mobile apps
Launched: 2011
URL: http://www.mobli.com

Product: LinkedIn, social media network for professionals
Need to know because since being acquired by computer software conglomerate Microsoft 
for a reported US$26.2bn in December 2016, the platform has seen the number of registered 
users grow to more than 500 million in 200 territories in April this year, from 467 million in 
October 2016. Furthermore, LinkedIn has added a new feature called Storylines to its services. 
An aggregated-news resource, Storylines is curated by experts to ensure users are targeted 
with news stories relevant to their profession and interests. Storylines will kick off in the US 
before being rolled out to other countries.
Creative function: job search 
Creative target: job applicants; decision makers; recruitment officers 
Company: LinkedIn Corporation, based in Sunnyvale, California, US
Key executive(s): Founder/Chairman Reid Hoffman; CEO Jeff Weiner
Investors/Owners: Microsoft
Distribution platform: Internet; mobile apps
Launched: 2002
URL: https://www.youtube.com/watch?v=snYkqz7CA-Y
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Product: Quora, question-and-answer platform
Need to know because its valuation hit the US$1.8bn mark in April 2017 after it collected 
US$85m in Series D funding. It had been worth an estimated US$900m in 2014, when it 
amassed US$80m in a round. Today, the venture boasts more than 190 million monthly 
active users, compared to 100 million in 2016.
Creative function: communications; crowd-sourced education
Creative target: everyone; anyone
Company: Quora, based in Mountain View, California, US
Key executive(s): CEO/Co-Founder Adam D’Angelo
Investors/Owners: include Collaborative Fund; Y Combinator
Distribution platform: Internet; mobile apps
Launched: 2009
URL: https://www.quora.com

Product: Pulse, social media platform for gamers
Need to know because it is the social network Amazon has created and added to Twitch, its live 
streaming gaming website. This means users watching a match or an esports tournament live are able 
to post a variety of content and share clips of games at the same time. Pulse also allows members to 
continue communicating with each other after the streaming event is over.
Creative function: social gaming
Creative target: gamers; games publishers; games developers
Company: Twitch, based in San Francisco, California, US
Key executive(s): CEO Emmett Shear
Investors/Owners: Amazon.com
Distribution platform: Internet; mobile apps; live streaming platform
Launched: 2017
URL: https://www.twitch.tv/pulse
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Product: Snapchat, ephemeral multimedia messaging app
Need to know because it has formed a groundbreaking partnership with US TV network 
group NBCUniversal (NBCU) to offer live transmission of the 2018 Winter Olympic Games 
to Snapchat’s mostly Millennial users. Subscribers will for the first time be able to share snippets of 
the live coverage to include in their Snapchat slideshows. NBCU’s benefits include reaching 
a group of demographics no longer watching sports on traditional TV plus the reported 
US$50m-plus revenues expected from related advertising. The deal follows a pilot version 
during the 2016 Summer Olympic Games in Rio.
Creative function: sports entertainment; sports content
Creative target: sports fans
Company: Snap Inc., based in Venice, California, US
Key executive(s): Snap Inc. CEO Evan Spiegel; Gary Zenkel, President, NBC Olympics and 
Business at NBC Sports Group
Investors/Owners: New York Stock Exchange-listed
Distribution platform: iOS and Android apps 
Launched: 2011
URL: https://www.snap.com

Product: Status, ephemeral multimedia content
Need to know because this new feature on WhatsApp is going into Snapchat territory by 
allowing users to upload and share content that will disappear after 24 hours. Users can 
only share with other WhatsApp subscribers.
Creative function: social media; social content
Creative target: gamers; game publishers; game developers
Company: WhatsApp, based in Mountain View, California, US
Key executive(s): WhatsApp CEO/Co-Founder Jan Koum
Investors/Owners: Facebook
Distribution platform: iOS, Android, Windows Phone apps
Launched: 2017
URL: https://blog.whatsapp.com/10000630/WhatsApp-Status
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TELEVISION

Product: BBC Player Asia, pan-Asian streaming TV service
Need to know because the premium TV service, which enables platform partners to curate a 
package of on-demand programs from six global TV networks from UK public broadcaster BBC, 
has launched in Singapore and Malaysia. It will roll out to the rest of the region later on. The six 
networks are BBC Earth, BBC Lifestyle, BBC First, CBeebies, BBC World News and BBC Brit. 
The platform partner in Singapore is StarHub, while TM Net carries the service in Malaysia. 
Creative function: personalized TV network; video entertainment
Creative target: TV networks; content producers; TV rights licensors
Company: BBC Worldwide, based in London, UK
Key executive(s): Myleeta Aga, BBC Worldwide’s Senior Vice President/GM of South 
Asia and South East Asia
Investors/Owners: BBC Worldwide
Distribution platform: Internet; mobile apps
Launched: 2017
URL: http://www.bbcasia.com/bbc-player

Product: HOOQ, on-demand online video and TV platform
Need to know because Sony Pictures Entertainment and Warner Bros, two Hollywood TV 
giants, have hiked their investments in the operation that is majority (65%) owned by Singtel, 
the Singaporean telecommunications group. HOOQ is now present in India, Indonesia, the 
Philippines, Singapore and Thailand.
Creative function: streaming TV; video entertainment
Creative target: TV networks; content producers; TV rights licensors
Company: HOOQ, based in Singapore
Key executive(s): CEO Peter Bithos; CTO Michael Fleshman; Krishnan Rajagopalan, 
Co-Founder/Chief Content and Distribution Officer
Investors/Owners: Singtel; Sony Pictures Entertainment; Warner Bros. 
Distribution platform: Internet; mobile apps
Launched: 2015
URL: https://www.hooq.tv/coming-soon
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Product: iflix, on-demand online video and TV platform
Need to know because new financial backers have helped the venture pull in more than 
US$90m in a Series B funding round. The new investors are US cable TV group Liberty 
Global, plus Middle East and Africa-based telecoms operator Zain. They join existing investors, 
which include UK satellite TV giant Sky and private investment firm Evolution Media Capital. 
Iflix has raised more than US$165m to date. Iflix’s footprint stretches across several Asian 
markets, the Middle East and Africa. Expansion into Sub-Saharan Africa is expected this year.
Creative function: streaming TV; video entertainment
Creative target: TV networks; content producers; TV rights licensors
Company: iflix, based in Kuala Lumpur, Malaysia
Key executive(s): CEO/Co-Founder Mark Britt; Co-Founder Patrick Grove; CTO Ashley Crick
Investors/Owners: include Liberty Global; Sky; Zain; Catcha Group; Evolution Media Capital
Distribution platform: Internet; mobile apps
Launched: 2014
URL: https://www.iflix.com

Product: YouTube TV, subscription-funded live online TV platform
Need to know because the pioneer of user-generated video platforms has entered into the 
live TV space. YouTube’s 1 billion registered users have had access to a wide range of 
pre-recorded videos, from user-generated content to professional shows already seen on TV 
networks. Now, they will be able to watch some programs while they are airing live. Also, 
unlike the free ad-funded original YouTube, YouTube TV subscribers pay US$35 in monthly 
fees. At present, the live version is available in only a handful of US cities, where viewers 
can watch the major networks like ABC, Fox, NBC, and CBS and cable-TV channels such 
as ESPN. Plans for domestic and international expansion have not been announced.
Creative function: live-TV streaming; video entertainment
Creative target: TV networks; content producers; TV rights licensors
Company: YouTube, based in San Bruno, California, US
Key executive(s): YouTube Chief Business Officer Robert Kyncl; YouTube Chief Product 
Officer Neal Mohan
Investors/Owners: Google Inc.
Distribution platform: Internet; mobile apps
Launched: 2017
URL: https://tv.youtube.com/welcome/

https://www.iflix.com
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