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The wager that tech titans like Amazon, Face-
book and YouTube will soon successfully bid for 
the global rights to major live-sport events at the 
expense of leading TV broadcasters is on.  
The idea of the Grand Slams and their equiv-
alents in European soccer, American football, 
tennis, golf, basketball, baseball and motor racing 
migrating from TV to streaming platforms was 
unthinkable as recently as two years ago. 
But the tech behemoths are 
earnestly testing the waters 
by acquiring small, manage-
able but significant packages 
in live sports, one of the 
most complex areas in the 
entertainment industry when 
it comes to rights deals. 
E-commerce goliath Am-
azon, which has used new 
tech to tear apart and re-
construct the way we pay 
for books, TV, music and 
competitive video-gaming, 
has become the first digi-
tal conglomerate to nab some of the exclusive 
live-transmission rights to the highly coveted En-
glish Premier League (EPL) soccer (image above, 
current EPL champions, Manchester City).  
At this stage, the number of live soccer match-
es on its Amazon Prime Video platform will be 
minuscule compared to the colossal crown jewels 
still available on traditional sports TV.  
Industry experts are, however, predicting the tide 
could turn against the top-end sports broadcasters 

in five years’ time, in which case there would be 
no going back.  
“Some of them are going to make an offer for 
global rights soon. It won’t happen tomorrow be-
cause many of the current broadcast-TV deals are 
five-year agreements,” states Ryan McCumber, 
founder/CEO of international consultancy Sports 
Tech.ai Advisors and co-founder of KPMG’s 
Sports Analytics World Series.

“But, for the next round, someone will ask for the 
global distribution rights, which is now possi-
ble because of the Internet. The only reason the 
rights are now fragmented is because traditional 
TV platforms are fragmented. So broadcasters 
better shape up for this new development.”

The value of live soccer 
Amazon’s move for live EPL rights is a big 
deal. According to consultancy group Deloitte, 
Europe’s top five soccer leagues, including the 

HOW LIVE-SPORTS RIGHTS COULD 
BECOME THE NEW TROPHY FOR  
ACQUISITIVE TECH GIANTS
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EPL, amassed €14.7bn (US$17.15bn) in revenue 
during the 2016-2017 season, a 9% rise from the 
previous season. The EPL alone collected £4.5bn 
(US$5.97bn), about 86% more than Spain’s La 
Liga, the second-largest revenue earner among 
the five. 
Until Amazon entered the fray, Rupert Mur-
doch’s Sky TV network and the IPTV-powered 
BT Sport, part of UK telecoms conglomerate BT 
Group, duopolized the UK’s domestic EPL rights.  
But Amazon was prepared to pay a reported 
£90m (US$119.41m) to secure the live UK rights 
to 60 EPL matches during the three seasons start-
ing in 2019.  
The package also includes the weekly highlights 
to every EPL game and 10 top-flight games on 
Boxing Day (the day after Christmas in the UK). 
It will be available to Amazon’s Prime on-
line-shopping customers in the UK, who pay 
£79 (US$104.82) a year or £7.99 (US$10.60) 
monthly in subscription fees for an entertainment 
package that includes film, TV, music and com-

petitive-gaming. Now, it has 
added some of the best in live 
British soccer.

No dugout for Facebook 
Mark Zuckerberg’s behemoth 
social network was not going 
to sit on the sports sidelines 
for long. In August, it sealed 
a deal to transmit 380 top-end 
matches played by teams in 
Spain’s La Liga (pictured, 
left), another European top-
flight soccer league, in major 
Asian markets.  
These include India, Pakistan, 
Bangladesh, Sri Lanka and 
Nepal. Popular Spanish clubs, 

including Real Madrid and Barcelona, have an 
impressive number of followers in the region. 
This agreement follows another with Fox Sports, 
which featured 25 matches taking place during 
Europe’s UEFA Champions League in the 2017-
2018 season.  
The games were streamed live on Fox Sports’ 
Facebook page and its Spanish-language equiva-
lent on the Fox Deportes page. 
But, in this context, Facebook is hoping to fill 
a gap. Soccer might be one of the world’s truly 
global pastimes, but not on TV.  
There are some parts of the world that cannot 
afford the exorbitant price for TV rights. 
As Patrick Walker, Facebook’s Director of Media 
Partnerships EMEA (Europe, Middle East and 
Africa), told an audience at this year’s Edinburgh 
International TV Festival: “It makes sense for 
us to get involved. There are some major sports 
rights, such as La Liga, that are not served on TV 
in certain markets, such as India.” 
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Amazonian ambitions 
Meanwhile, Amazon is not done yet. It has paid 
£50m (US$66.34m) for five years’ exclusive UK 
rights to the ATP (Association of Tennis Pro-
fessionals) World Tour, the international elite 
tournament for men’s professional tennis. It did 
so by outbidding Murdoch’s Sky, the powerful 
broadcaster that used satellite signals to rip most 
of the live-sports rights away from UK free-to-air 
public broadcasters in the early 1990s.  
Additionally, Amazon has acquired the exclusive 
UK and Ireland rights to the US Open Grand 
Slam tennis championships from 2018 to 2022 
for a reported £30m (US$39.80m).  
In the US, it beat tech rivals Facebook, YouTube 
and Twitter for the US$130m 
non-exclusive streaming 
rights to the National Football 
League’s (NFL) iconic Thurs-
day Night Football games for 
the next two seasons.  
The NFL coup follows a 
one-season trial last year when 
Amazon paid US$50m for the privilege. Twitter 
had paid one-fifth the amount in 2016. 
Even Twitch, the Amazon streaming platform 
dedicated to esports and other competitive gam-
ing activities, has reached an agreement to live 
broadcast the National Basketball Association’s 
(NBA) minor league games featuring athletes 
aspiring to play at a higher level.  
The NBA sees this as ideal for testing how the 
transmission of future NBA basketball could 
acquire the frenetic feel of live esports games, 
which appeal to millions of Millennial and Gen Z 
gaming fans.  
Amazon has never hidden its ambition to use 
entertainment to lure more customers to its Prime 
online-shopping services, which currently boast 
100 million-plus subscribers worldwide. 

Be careful what you wish for 
It could be argued that the traditional TV broad-
casters, unable to compete against the fathomless 
coffers of the tech goliaths, in some ways con-
tributed to their own emerging weak positions.  
They have used Amazon to sell branded mer-
chandise, used social media to promote their 
sport events with video highlights on Facebook, 
Twitter and YouTube.  
In some cases, they used Facebook Live to reach 
additional audiences.  
So, while sports viewing on linear TV is de-
clining, traditional broadcasters have been 
inadvertently boosting the reach of the tech 
conglomerates’ platforms. ESPN, the US-origi-

nated international sports TV 
network belonging to the Walt 
Disney Company, has seen its 
subscription numbers fall over 
the past five years. Facebook 
has 2 billion registered users. 
Young Millennial and Gen 
Z consumers are rejecting 

traditional sports TV for competitive gaming and 
other next-generation extreme sports on Inter-
net-powered devices. 
In fact, such changing scenarios prompted Disney 
to pay US$1.58bn to boost its stake from 33% 
to a majority 75% in BAMTech, a direct-to-con-
sumer streaming tech and marketing platform-
originally founded by the Major League Baseball 
(MLB) organization. 
Disney wants to use BAMTech to stream its own 
content, including its new ESPN+, instead of li-
censing it out to third-party operations and rivals 
like Netflix. 
Streaming distribution means sports events can 
be accessed via a variety of digital devices, from 
smart TVs to smartphones. 
Tech platforms are also able to give today’s dig-

‘It makes sense for us to get in-
volved. There are some major 

sports rights, such as La Liga, that 
are not served on TV in certain 

markets, such as India,’ says Face-
book’s Patrick Walker
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ital natives something extra: the ability to watch 
and interact with streaming content via other 
Internet communications tools like social media 
and instant messaging to comment and share 
content with friends.  
Some social-media platforms, like Facebook and 
YouTube, have also started offering embryonic 
immersive and 360o content that, in future, could 
enhance the experience of watching sports. 

New sports-rights suitors 
Facebook wants to maintain the billions of adver-
tising dollars generated. To hold on to its users, it 
is investing in content, including live sports.  
Despite failing in its bid for the US$610m rights 
to cricket’s Indian Premier League (pictured, top) 
last year, it has not given up. 
Its portfolio has included the non-exclusive live 
streaming rights to the CrossFit Games, the inter-
national athletics competition. It has transmitted 
its own version of the International Cricket Coun-
cil’s (ICC) Champions Trophy competition. This 
season, it is exclusively broadcasting 25 MLB 
games in a groundbreaking move for a social-me-
dia network. Google’s video-sharing giant You-
Tube also wants some of the live-sports action. It 
has live-streamed the finals of the UEFA Champi-

ons League and Europa League 
top-flight European soccer 
matches this year, following an 
agreement with BT Sport.  
Early this year, YouTube TV 
(YouTube’s subscription-funded 
platform) snapped up a multi-
year exclusive regional-TV 
deal with two US-based Major 
League Soccer (MLS) teams: 
the Seattle Sounders FC and Los 
Angeles FC – the first time such 
deals have not gone to a TV 
broadcaster. 

In China, streaming technology has enabled 
video-sharing platform Youku, part of the Alib-
aba Group Holding tech empire, to pick up the 
streaming rights to this year’s FIFA World Cup 
soccer tournament. 
Alibaba rival Tencent Holdings now owns the 
Chinese rights to live stream 125 MLB games 
exclusively in a multi-year deal – on a variety 
of digital platforms. These include Tencent’s 
QQ.com messaging app with 800 million-plus 
monthly active users and WeChat, an in-
stant-messaging service with more than 900 mil-
lion daily active users. Tencent is also an investor 
in Asian streaming platforms YY and Huya.  
Other digital sports services using streaming 
technology to boost their reach include DAZN, 
a subsidiary of UK digital-sports content service 
provider Perform Group, in Austria, Canada, Ger-
many, Japan and Switzerland.  
Perform Group is a subsidiary of Access In-
dustries, the conglomerate owned by Russian 
oligarch Len Blavatnik that also happens to own 
entertainment ventures like Warner Music Group 
and a stake in Hollywood filmmaker RatPac 
Entertainment. 
DAZN has been able to fend off some local 
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broadcasters for the Canadian rights to the UEFA 
Champions League, the NFL Game Pass, and 
MLS Live games. It recently sealed what is 
believed to the first US$1bn boxing-match deal 
with UK promoter Eddie Hearn and his Match-
room Boxing firm in an eight-year contract.  
In June, DAZN nailed a landmark contract for 
114 matches in Italy’s popular Serie A league for 
€600m (US$ 700m) from 2018 to 2021. TV net-
work Sky Italia will screen the majority of Serie 
A’s total number of games. But DAZN’s move 
represents the biggest digital challenge to date.

Old timers go digital  
Traditional cable-and-satellite TV documentary 
pioneer Discovery Communications recently an-
nounced a US$2bn-plus groundbreaking 12-year 
agreement with international golf’s PGA (Pro-
fessional Golfers’ Association of America) Tour 
from 2019 to 2030 inclusive.  
As part of the pact, it has acquired the global 
multi-platform live rights for viewers outside 
the US, for which Discovery is launching a PGA 
Tour-branded streaming service aimed at users in 
220 markets and territories. 
“This partnership aligns very well with the open-
ing of PGA Tour offices in London, Tokyo and 
Beijing in recent years and will support our long-
term objective of growing the game of golf,” says 
Jay Monahan, the PGA Tour’s commissioner, in a 
statement. 
Meanwhile, US telecoms giant Verizon Com-
munications has a five-year US$2bn deal to live 
stream NFL games on its various digital plat-
forms, including the Yahoo website and Yahoo 
Sports app, its mobile-first service go90 and the 
NFL’s mobile app, in the US market. 
The fact that the tech giants are poaching top 
executives at Eurosport, Fox Sports and ESPN 

confirms their serious intent to invest in live 
sports entertainment.

What could go wrong? 
Expect some glitches and frustration on the part 
of fans as they would need to subscribe to Face-
book, Amazon Prime and other digital services to 
see all their favorite teams’ matches.  
And while the quality of online transmission is 
improving, it still has not reached the cinema 
standard of today’s flat-screen TV sets. But things 
are improving every day.  
In the same way that Apple disrupted the mo-
bile-phone sector once dominated by Nokia and 
Netflix is dictating television’s future and Spotify 
has overhauled the music business, so TV net-
works must prepare for a tsunami fight for sports 
rights, warns Sports Tech.ai Advisors’ Ryan Mc-
Cumber (pictured, below).  

“This is just the start,” he declares. Moreover, he 
expects the tech platforms to be best placed to 
chase after the live rights to next-generation live 
competitive activities, such as esports. 
“Every single sports organization is taking a look 
at esports. The infrastructure is there and con-
tinues to be built. Venues are being built. Adver-
tising dollars are there. Esports academies are 
training aspiring players. Esports is going to be 
one of the biggest sports in five years’ time.”
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Sir Martin Sorrell, a highly influential septua-
genarian who allegedly left his former company 
under ignominious circumstances, might be able 
to solve ad agencies’ current conundrum: the role 
of new tech in their business. 
Just a few weeks after Sorrell (pictured, right), 
73, resigned as CEO from the world’s largest 
ad-agency holding company WPP, which he 
founded 33 years ago, he started a brand new 
company called S4 Capital in May. 
The result of a reverse takeover of a publicly 
listed shell company called Derriston Capital, 
S4 Capital is arguably one of the most expensive 
start-ups ever.  
Its start is being backed with £40m (US$53m) of 
Sorrell’s own money, another £11m (US$14.5m) 
from third parties, plus a £150m (US$199m) 
pledge from institutional investors. The Brit-
ish-born Sorrell will be its executive chairman.
The new venture is tiny compared to the £16bn 
(US$21.2bn) global empire (with 200,000 
employees in 112 countries) he ruled with a 
hands-on dominance at the London Stock Ex-
change-listed WPP.  
But he has told the media S4 Capital will “build 
a multinational communication services busi-
ness focused on growth.” He then added: “There 
are significant opportunities for development in 
technology, data and content. I look forward to 
making this happen.”  
It is interesting to note the word “advertising” is 
missing from most of his announcements. WPP’s 
value once rested on acquired ad-agency net-
works like Ogilvy & Mather, Young & Rubicam 
and JWT, businesses founded on creativity and 
communications and known for their beautifully 

crafted but effective ad campaigns. Technology is 
leading the agenda.

Pressure from tech competition 
The evolution of tech corporations like Google 
Inc., Facebook Inc. and Microsoft Corporation 
into semi-media organizations has forced the leg-
acy ad agencies to invest in relevant technology. 
Advertisers need to reach the growing number of 
digital natives, and legacy TV and other media no 
longer appear to cut it. 
A report called State of Digital, by WPP subsidi-
ary GroupM, predicts that consumers for the first 
time will spend more time on digital media than 
they will on legacy linear TV (traditionally, the 

THE CLASH OF THE AD TITANS IN  
CRUSADE FOR TECH, AI HOLY GRAIL
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most powerful media category) globally this year. 
Among the technologies that agencies and their 
clients are having to come to grips with, the 
report also concludes, are blockchain, Big Data, 
digital video and Artificial Intelligence (AI). 
At a recent media industry event, Tony Emerson, 
Microsoft’s managing director for media and 
entertainment worldwide, explained how AI and 
machine learning “will supply better tools to the 
creative people to make their content better and 
provide the ability to do things more quickly.” 
As an example, he cited how Ooyala, the cloud-
based video analytics platform, is able to au-
tomate the way relevant ads are inserted into 
video-on-demand streaming services.

Investing in tech ads 
While at WPP, Sorrell acknowledged the widen-
ing influence of tech on marketing with a spate 
of investments. WPP’s roster of agencies were 
joined by Xaxis, an international programmat-
ic-advertising platform; US podcasting agency 
Gimlet; Virtual Reality and Augmented Reality 
agencies Within and SubVRsive; and Celtra 
Technologies, a digital advertising creative man-
agement platform. 
Sorrell tried to cover all the bases with invest-
ments in original digital content makers like 
VICE Media, plus agencies specializing in mar-
keting tech, content-management tech, data anal-
ysis, e-commerce, mobile distribution, as well as 
a host of digital-advertising companies. 
However, as his empire physically grew in size 
and revenue terms, no one seemed able to fathom 
the extent to which the investments in technology 
had truly brought WPP into the 21st century. And 
profits were dropping.  
Sorrell left the company (for alleged misconduct 
that he denies) before he was able to implement 
his vision of “horizontalizing” the way the differ-

ent tech departments coordinated to serve clients’ 
marketing needs.  
With S4 Capital, on the other hand, he plans to 
invest in “technology, data and content” from the 
get go. In terms of content, for example, S4 Cap-
ital has formed a still-to-be-clarified joint venture 
with Dutch creative digital-production agency 
MediaMonks in a €300m (US$350.4m) deal. 
Sorrell’s strategy will rely on the knowledge 
acquired during the spending spree at WPP, the 
mistakes made with the acquisitions, while serv-
ing the new clients the way he had envisioned it 
at his former company.  
Moreover, he would do so without the burden of 
also carrying heritage icons like JWT and ad-me-
dia specialist Mindshare, which had adopted 
digital tech, as opposed to becoming digital tech. 

Competition raises games 
Sorrell may also have felt driven to start a new 
company immediately after his resignation 
because of what WPP’s rivals are doing in tech.
Publicis Groupe, the French ad conglomerate, 
US-based Omnicom Group, the Interpublic 
Group (IPG), Japan’s Dentsu Inc., and French 
agency Havas: these other ad giants are facing 
similar tech challenges and struggling to hold on 
to lucrative advertising clients to boot. 
Publicis (home to heritage creative agencies like 
Saatchi & Saatchi and Leo Burnett) has adopted 
AI with gusto. 
With US$11bn in annual revenues and 80,000 
employees globally, Publicis’ relatively new 
CEO, Arthur Sadoun (pictured, next page), opted 
to disrupt the way his company has done business 
for almost a century by launching Marcel, an 
AI-powered platform developed by Microsoft, in 
June.  
Publicis says the multi-million dollar Marcel is 
built on four key pillars: knowledge, connectiv-
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ity, opportunity and productivity. Whatever that 
means in practice, the argument is that only AI 
and automation have the power to sift through, 
process, connect and organize Publicis’ five bil-
lion-plus data files efficiently. 
Making use of and sharing that vast amount of 
knowledge, which no human being could do on 
his or her own, will help determine which strate-
gy and employees would work best on a client’s 
latest creative campaign.  
Marcel is launching as an Android and iOS 
mobile app. A Beta version is being tested with 
1,000 specially selected members of Publicis 
staff. And the goal is to have more than 80% of 
Publicis’ global fiefdom using Marcel by 2020. 
Until then, the technology will constantly evolve 
with the industry’s changing times and needs to 
empower any Publicis employee to interact with 
and access reams of data and knowledge, and 
connect with the most relevant team member.  
No one knows the extent to which Marcel, Martin 
Sorrell’s new ambitions or any other tech vision 

will work in the currently uncertain global adver-
tising space. Apparently, some Publicis employ-
ees have reacted vehemently against Marcel’s 
vision. 
But with Facebook and Google overwhelmingly 
dominating the rapidly growing international dig-
ital-ads business, ad agencies need to be able to 
position themselves to negotiate the best deals for 
advertisers seeking to sell their brands via digital 
platforms. 

Unseen rivalry 
If the agencies don’t start taking risks now, the 
industry will never know what is possible. And a 
new player might step in to overtake them in the 
race for clients’ budgets. 
Take Albert Technologies, for example, a US-
based AI specialist that has launched Albert, 
potentially Marcel’s rival. Albert Technologies, 
which raised US$18m in July, promises to help 
ad-agency clients use Albert’s AI to create and 
coordinate brands’ marketing strategies from start 
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to finish. Basically, AI will handle all the bits that 
can be automated to leave staff to focus on the 
creativity that will sell a brand’s message. 
“Albert quietly developed an agency model that 
would allow large agencies to offer its solution to 
the brands they serve,” the company says.  
“Albert liberates businesses from the data and 
technology complexities of digital marketing, not 
just by replicating their existing efforts, but by 
executing them at a pace and scale not possible 
by human teams.” In April, Albert Technologies 
announced that it had appointed Rob Norman, 
(pictured, right) formerly the chief digital officer 
at WPP’s GroupM, to join its board of directors. 
Whatever the technological needs, the advertising 
industry still needs human expertise. 
We are also waiting to see what Mark Read, Sor-
rell’s recently appointed replacement as WPP’s 
CEO, will be getting up to. One thing is for cer-
tain, tech will be high on his own agenda.

Interactive Advertisement
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Based on corrosive comments exchanged on 
social media and reported in the traditional press 
recently, why would any tech start-up aspire to an 
Initial Public Offering (IPO) and file for a stock 
exchange listing? 
Elon Musk, the tech start-ups’ ultimate icon, 
bitterly threatened to pull his still loss-making 
electric-vehicles empire Tesla, Inc. from the US’ 
NASDAQ stock exchange and take it private.  
He issued the warning on Twitter on 7 August, ac-
cusing investors of deliberately short selling Tesla 
stocks, bringing down the company’s market val-
ue and thereby sabotaging its long-term bonanza. 
Shares in Tesla, arguably the US’ most valuable 
automaker, quickly shot up 9% in value. 
A few days later, Musk faced two federal lawsuits 
in the US alleging he had intentionally gone pub-
lic with his plan in order to boost the stock’s price.  
The lawsuits claimed his pronouncement was 
misleading and fraudulent as, at that time, there 
was still no evidence he had the funds to pay for 
taking Tesla private. Before the end of August, he 
had abandoned his idea. 
The incident appeared to prove a recent comment 
made by The Economist that “the burdens of 
being listed remain heavy. These include onerous 
filing requirements and the knowledge that rou-
tine business decisions may become the subject 
of caustic public debate.” 
TechMutiny has noted how launching on a stock 
exchange has not turned out to be the panacea for 
the current mega tech corporations serving the 
media, entertainment and creative (MEC) sectors 
with their innovative and disruptive inventions. 

The tech IPO players 
Listing on any stock exchange is the dream of 
many start-up entrepreneurs. It might look like a 
far-away pipe dream, a laborious long-distance 
journey interspersed with venture-capital and 
private-equity stops along the way. But it is an 
expedition that several business ventures would 
love to go on, if only for the treasure trove of 
capital and the long-term security that it offers.  
Yet, here are some examples of high-profile MEC 
tech conglomerates whose stock-exchange valua-
tions were hurt by bitter public debates, including  
those questioning their integrity and proficiency.

At one point in March 2018, Facebook Inc. lost 
about US$134bn of its value when it emerged 
that the personal data of about 80 million of its 
registered users had been illegally mined by UK 
consulting firm Cambridge Analytica, which had 
acquired the data from a third party. Although 
most of the losses have since been recovered and 
Facebook continues to be very profitable, the 
public trouncing devastated CEO Mark Zucker-
berg’s relationship with shareholders and regu-
lators. Faith was soon restored and the group’s 
value reached an all-time high of US$590bn in 
July. But it is still recuperating from the financial 
hurt to its reputation, and the legal ramifications 
saw the share price dip again. On 25 July, it made 
history by losing more value in one day than any 
other US-listed company
 
Do you recall how only one negative tweet from 
supermodel and Kardashian clan member Kylie 

THE IPO WOES: WHAT TECH START-
UPS CAN LEARN FROM THOSE WHO 
MADE IT TO THE STOCK EXCHANGE
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Jenner in February 2018 [“sooo does anyone else 
not open Snapchat anymore? Or is it just me... 
ugh this is so sad”] wiped out US$1.3bn in Snap 
Inc.’s value? It may have been only one tweet, 
but it was significant to her 24 million-plus fol-
lowers, who devour her every word. This is the 
same Snap Inc., a start-up firm that turned down a 
US$3bn takeover offer from Facebook in 2013. It 
later emerged that Google, search-engine behe-
moth and YouTube’s owner, had also offered a 
reported US$30bn. Instead, Snap targeted a New 
York Stock Exchange (NYSE) IPO, which took 
place in February 2017 and valued the company 
at about US$24bn. In August this year, Snap re-
ported its first ever decline in the number of daily 
users (to 188 million from 191 million). Its mar-
ket value dropped to US$16bn the same month.

Music-tech darling Spotify, listed on the 
NYSE as Spotify Technology S.A., has not had 
it easy either since its listing started in April. 
The world’s biggest music-streaming platform, 
currently with 35 million tracks, 180 million 
monthly active users, including 83 million paying 
subscribers, and yet still unprofitable, clocked a 
US$26.5bn valuation on its first day of trading. 
No sooner had trading begun than some of its key 
shareholders, two of the three major record labels 
(Warner Music Group and Sony Music Entertain-
ment) Spotify licenses music from, cashed in all 
or a significant portion of their respective equity 
shares. And the extent to which artists, song-
writers and creators, the labels’ core assets, will 
benefit directly remains unclear. But a frequently 
observed but rarely explored quirk is the relation-
ship with the labels, which provide a service to 
Spotify. Post-IPO, they are benefiting financially 
at a time when Spotify is nowhere near making 
a profit. That ambivalent association with labels 
became stark when plans to enter the coveted 

Indian market in July hit a snag. The domestic 
record companies delayed giving permission for 
Spotify to use their songs – because they could. 
Meanwhile, a forward-thinking Spotify has 
reportedly irked the major labels by signing less 
costly licensing deals directly with artists and 
creators who own their own catalog of songs. 
Although this does not mean Spotify is compet-
ing directly against the labels, its shareholders, 
it could mean it will be less dependent on them 
sometime in the future. Or the labels could im-
pose more stringent terms and conditions for their 
recorded music.

IPO snafus are not recent phenomena as tes-
tified by Apple, which started trading on NAS-
DAQ in 1980 to raise a comparatively tiny 
US$82m-US$90m for a company that is today 
worth a historic US$1 trillion. In 1985, it fired its 
iconic founder, Steve Jobs. In 1996, he was asked 
back to take over the reins of the company, which 
had begun to struggle. He went on to invent the 
iPhone and iTunes, two of the biggest music-in-
dustry disrupters, and the rest is indeed history.

Even the games sector is not impervious to 
IPO missteps. In the year after launching on 
NASDAQ in 2011 to raise US$1bn, social-games 
pioneer Zynga (famous for its now iconic Farm-
Ville on Facebook) suffered a continuous decline 
in value, fall in user numbers and had to face 
questions about its business model, culminating 
in accusations of insider trading that ended in an 
out-of-court settlement. A lot of uncertainty fol-
lowed. Founder Marcus Pincus stepped down as 
CEO in 2013, returned in 2015, and quit that po-
sition again in 2016. As with Apple, resilience is 
paying off for Zynga, which reported its first full-
year profits in seven years this February. Analysts 
remain wary as the company has had to spend an 
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estimated US$400m on acquisitions, including 
US$250m on Gram Games, the Turkish games 
developer, this year just to stay in the game.

Why go the IPO way? 
There are many types of administrative and 
fiduciary headaches that can be triggered after 
launching on a stock exchange 
Yet, an IPO is still considered a worthwhile goal 
for a fast-growing tech start-up to aim for. 
The potential to turn its young founders into 
multi-millionaires or even billionaires is testified 
by the extraordinary wealth of Facebook’s Mark 
Zuckerberg, Zynga’s Pincus, Spotify’s Daniel Ek, 
plus the estate of the late Steve Jobs (who used 
his money to support and invest in the highly suc-
cessful Hollywood animation studio Pixar, now a 
Disney subsidiary). 
For all hard-working start-ups, what’s not to like 
about such rewards? 
Apart from the personal benefits, the moneys 
paid by stock owners provide the dream cash 
flow needed for scalability and growth, at home 
and abroad.  
If the tech is serving the MEC sectors, the list-
ed company can also influence how consumers 
access and creators make music, films, games, 
fashion and more.  
Keith Rabois, a US entrepreneur and investment 
partner at California-based Khosla Ventures, has 
experience that includes being involved in the 
start-up-to-IPO cycle of PayPal, Square, Yelp and 
LinkedIn. He argues that IPOs can help solve a 
multitude of investment-related problems.  
In an interview with author Elad Gil published on 
LinkedIn in July 2018, Rabois offered some very 
positive pro-IPO advice: “Companies should go 
public as soon as they can. Increased transparen-
cy and accountability is always a good thing,” he 
said.  

“Being prepared to go public creates a disci-
pline, a focus, that most other processes don’t. 
It unlocks a lot of potential that you may not 
otherwise be able to take advantage of or avail 
yourself of. With the right leadership, you can 
innovate on the public stage better actually than 
on the private stage.” 
Again, what’s not to like?   
But the more pertinent question is whether there 
is anything today’s start-ups can learn from the 
Top-Gun tech goliaths, which have been the 
subjects of jaw-dropping headlines that merely 
confirm they are run by humans after all.

Tencent Music joins valuation ranks 
Tencent Holdings, the Hong Kong Stock Ex-
change-listed Chinese Internet multinational with 
significant interests in media and entertainment, 
is spinning off Tencent Music Entertainment 
Group, its majority-owned cluster of stream-
ing-music services, with a US IPO that would 
value the company at about US$30bn. 
It has a head start because of the strategic part-
nership it formed with Spotify after the two com-
panies swapped shares. Spotify hopes the rela-
tionship will rapidly increase its presence on the 
massive mainland China market. Tencent Music, 
in turn, wants to benefit from Spotify’s extensive 
experience in the West.  
Will Tencent learn from similar previous IPOs? 
This is not so much to avoid making mistakes 
(they are inevitable at such colossal operations, 
which appoint an army of lawyers to sort things 
out). It is about understanding what your venture 
is getting into and being as prepared as possible, 
should some big-time messes hit the fan. 

Tech risks on the trading floor 
TechMutiny’s staff have delved into the “Risk 
Factors” sections of the IPOs filed at the US Se-
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curities and Exchange Commission (SEC) by five 
former start-ups from 1980 to 2018:-

**Dropbox, Inc., described on its IPO applica-
tion as the “global collaboration platform where 
content is created, accessed and shared anytime 
from any device;” on NASDAQ since 2018; 
founded in 2004.

**Spotify Technology S.A., described on its IPO 
application as having a mission to “unlock the 
potential of human creativity by giving a million 
creative artists the opportunity to live off their 
art and billions of fans the opportunity to enjoy 
and be inspired by these creators;” on the NYSE 
since 2018; founded in 2006.

**Snap Inc., described on its IPO application 
as “reinventing the camera…improves the way 
people live and communicate and…empowers 
people to express themselves;” on the NYSE 
since 2017; founded in 2011.

**Facebook, Inc., described itself on its IPO 
application as helping people “stay connected 
with their friends and family, to discover what is 
going on in the world around them, and to share 
and express what matters to them with the peo-
ple they care about;” on NASDAQ since 2012; 
founded in 2004.

**Apple Computer, Inc. (the grandparent of 
them all and now known as Apple Inc.), de-
scribed on its IPO application as a company 
that “designs, develops, produces, markets and 
services microprocessor-based personal computer 
systems for individual use in solving computing 
problems commonly encountered in business, 
education, science, engineering and in the home;” 
on NASDAQ since 1980; founded in 1976. How 
times have changed in terms of its valuation. It 

might have been worth only US$1.78bn then, but 
the IPO created about 300 millionaires immedi-
ately, more than any other company in US corpo-
rate history. 
Today, these tech goliaths bestride the MEC 
industries like Colossus, influencing how we 
(the not so petty communicators, consumers 
and creators) embrace media, entertainment and 
creativity.  
So, what can we learn from the “Risk Factors” 
they listed in their IPO applications, including the 
pitfalls that could see the value of shares plum-
met? 

Risk Factors: management 
Going public means your company is under con-
stant scrutiny by, among others, consumer-pro-
tection organizations, regulators, the media and 
competitors, and the demand for transparency 
would mean exposing your strengths and weak-
nesses to rivals.  
The cult of the founder’s personality could 
impact the growth rate of a tech start-up after an 
IPO, especially if that founder is also the CEO 
with significant voting rights. 
After an IPO, there is usually a cooling off period 
when the new shareholders are not permitted to 
trade their stocks; after that “lock-up” or “mar-
ket-standoff” period ends, significant sales could 
harm the company. 
Being a public company comes with its own 
bureaucratic problems, such as the appointment 
of the executive and non-executive boards of 
directors and the formation of specialist commit-
tees to oversee the corporation’s various legal 
obligations.  
Shareholders should know that financial results 
fluctuate from quarter to quarter. 
Do not forget to put money aside to cover taxes 
and other financial responsibilities. 
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Credit will be needed to pay for costly but essen-
tial acquisitions, to avoid defaulting on credit ob-
ligations, and to cover interest incurred on loans.
Successful acquisitions could mean creating 
more managerial posts, disrupting the existing 
business, and diluting the value of the company’s 
shares, which in turn could impact profit. 

Risk Factors: consumers and customers 
To succeed, you must prioritize innovation and 
user-engagement over short-term financial gain.

You need to grow the user base to monetize the 
business. 

The growth rate for the service’s number of ac-
tive users will decline.

The levels of engagement with the consumer 
need to keep increasing to retain users’ attention.

Even when user growth is exploding and scalabil-
ity looks assured, there is no guarantee the com-
pany will have the financial and tech resources to 
manage and maintain that expansion.

Platform operators’ international metrics about 
the number of users, their behavior and habits are 
very likely to be inaccurate because of individ-
uals’ multiple accounts, false user profiles, and 
a number of miscalculations due to flaws in the 
technology.

Risk Factors: the platform  
Dependence on third parties’ popular online and 
mobile operating systems, including Google’s 
Android and Apple’s iOS, could hurt user growth 
and engagement whenever those companies make 
changes to their technologies.

In today’s mobile-driven world, your business 
will be highly dependent on mobile networks 
over which you have no control. 

It is expected that your product or service is in-
teroperable and accessible across multiple digital 
devices, apps and app stores, over which you 
have no control either.

Your technology is invariably hosted on 
third-party cloud-storage systems belonging to 
tech behemoths like Amazon.com, Inc., Micro-
soft Corporation, or Google’s owner Alphabet 
Inc.

Unforeseen bugs and errors in your company’s 
own software and hardware systems could hurt 
the business and its reputation.

Government regulation of the Internet is evolv-
ing, making it unpredictable and leading to 
unfavorable developments that could scupper the 
company’s original ambitions.

Risk Factors: the competition 
Failure to develop successful new products con-
stantly while improving existing ones could hurt 
the business and the company’s reputation.

Your tech product or service is in danger of 
becoming obsolete if your competitors’ new, or 
even similar, ventures are more appealing to con-
sumers, including your customers.

It is essential to attract and retain highly qualified 
personnel and employees.

Risk Factors: data protection + privacy 
Tech platforms and networks are constantly 
vulnerable to hacking and unauthorized access 
to data, thereby breaching your users’ privacy, 
safety and security.

Increasingly stringent domestic and international 
data-protection and privacy laws will impact how 
you store, process and use your customers’ data, 
and that is costly.
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How those data-protection/privacy legislations 
are interpreted could also make the difference 
between profit and loss.

Risk Factors: IP, patents and copyrights 
Not all your innovative concepts will be patent-
able and even if the patent application is filed, 
you might need to disclose the invention to the 
public as part of being transparent.

Failure to protect your company’s intellectual 
properties (IP), copyrights, patents and trade-
marks could irreparably damage the business.

Be ready to spend excessive amounts of time and 
money fighting potential lawsuits alleging patent 
and other IP violations, especially as the compa-
ny’s valuation and revenues grow.

Another expensive but necessary activity is 
R&D (research and development), which would 
mean employing an army of engineers and tech 
designers to develop and implement innovative 
concepts that will advance the company’s tech 
services and products. 

Maintaining your custom-built infrastructure in 
third-party co-location facilities and data centers 
means your business is at their mercy.

Risk Factors: international laws + growth 
Complying with unforeseen new laws and regula-
tory investigations in the domestic market is cost-
ly, and this could in turn impact cash availability.   

Restrictive laws in overseas markets could jeop-
ardize international growth.

Expanding into unknown or significant emerging 
economies, like China, can trigger new unman-
ageable headaches.

In today’s global economy, the monetary curren-
cy in your domestic market could be adversely 
affected by events and developments, including 
export and import laws, taking place in other 
countries.

Just as the company needs additional capital to 
grow, the state of the world economy could mean 
the moneys are not available on favorable terms.

Interactive Advertisement

http://www.tigerheartlondon.com
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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? 
A problem with video is that it requires specialist 
skills, time and money to produce. Imagine how 
much quicker, cost-efficient and easier it would 
be if software did all the editing? This is exactly 
what VEED does - automated editing for com-
merce. Video is the best medium to communicate 
your ideas. Increasingly, companies are starting 
to showcase their product catalogs in the video 
format. Product videos increase user engagement, 
page views and, more importantly, sales as users 
gain more trust in the products they buy. 

How did you or the founders overcome your 
biggest fear when you realized the concept 
was becoming a business reality?  
When we started our venture, we were excited 
and optimistic about the future, but as you know, 
every road has its bumps. Every now and then we 
have an off day when we questioned what were 
we doing and why were we doing this. Luckily, 
we are a great team and have a strong network 
ready to support us. Now that things are getting 
serious, we feel a responsibility to perform for 
our employees, sponsors and clients. 

How do you plan to scale your business? 
There are two factors that affect our  growth. The 
first is us, the founders. We work 14-plus-hour 
days, weekends, nights, and constantly take every 
single possible opportunity to let the world know 
about our product. We hustle and are determined 
to make it a success. Second, our product was de-
signed for scale. It lives in the cloud, can be used 
globally as it has no language limitations and can 
process any volume of traffic thrown at it.

Any recent developments to announce? 
We are releasing the first version of our product 
to the general public. In April, we won the Tech-
Pitch 4.5 Fashion, Luxe & Retail competition. 

Current Investors 
At the moment we are completely self-funded 
and were able to sustain ourselves for the past six 
months completely from our own pocket, plus 
we managed to win two grant funds both totaling 
£30,000 (US$39,487), which helped us hire a 
brilliant AI engineer, who previously worked on 
vision tech for self-driving cars, and two interns. 
 
Contact details: 
Twitter: @veedstudio IG: @veedstudio 
Email: s@veed.io 
URL: https://www.veed.io

Product/Service: VEED  
Studio

Developer: VEED (London, UK)
Founders: Sabba Keynejad; Timur Mamedov
When launched: September 2017
Targeted users/sectors: E-commerce compa-
nies selling products.
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ADVERTISING/MARKETING

Product: Luminate, Disney’s new advanced-advertising division
Need to know because it has been launched by media-and-entertainment powerhouse The Walt 
Disney Company to improve the quality of advanced-ad services (the application of programmatic 
tech and other digital-advertising tools to TV networks) available to its US broadcast-TV advertisers. 
TV commercials remain a major revenue source for Disney and its networks, ABC, ESPN and 
Freeform. Disney hopes Luminate will help retain its TV advertisers’ loyalty.  
Creative function: TV advertising; digital advertising; programmatic ads
Creative target: advertisers; marketers; ad agencies
Company: The Walt Disney Company, headquartered in Burbank, California, US
Key executive(s): Rita Ferro, President Disney ABC Sales at Disney ABC Television Group; Laura 
Kuhn Nelson, Senior Vice President, Audience Solutions
Investors/Owners: The Walt Disney Company
Distribution platform: broadcast signals; Internet; proprietary platform
Launched: 2018
URL: https://www.thewaltdisneycompany.com/walt-disney-company-announces-strategic-
reorganization/

Product: AdsWizz, global programmatic audio-advertising platform
Need to know because it has been acquired by Pandora, the US streaming-music and online music-
radio service, for a reported US$145m in cash and stock. While international rivals like Spotify 
and Apple Music rely on both advertising and subscription fees, advertising has provided the US-
only Pandora with the bulk of its revenue. The acquisition gives Pandora more ammunition for the 
automated radio advertising it offers marketers but, this time, internationally too. It will generate 
more income from third-party users, including other online music services, the fast-growing podcast 
sector and the online editions of traditional radio broadcasters. Digital-audio advertising is one area 
with plenty of room for growth.
Creative function: advertising; audio advertising; automated ads
Creative target: advertisers; marketers; ad agencies
Company: AdsWizz, headquartered in San Mateo, California, US
Key executive(s): Pandora CEO Roger Lynch; AdsWizz CEO Alexis van de Wyer
Investors/Owners: Pandora Media Inc.
Distribution platform: Internet; iOS, Android, Windows Mobile and BlackBerry apps
Launched: 2010
URL: www.adswizz.com

https://www.thewaltdisneycompany.com/walt-disney-company-announces-strategic-reorganization/
https://www.thewaltdisneycompany.com/walt-disney-company-announces-strategic-reorganization/
www.adswizz.com
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Product: Quartz, high-brow digital news outlet
Need to know because after swearing to never adopt automated programmatic advertising and what 
many perceive to be the format’s excessive banner ads on websites, Quartz has pivoted and agreed 
to make programmatic available to its clients. It will do so via Concert, a now highly experienced 
platform co-owned by the privately owned digital group Vox Media and media conglomerate NBC 
Universal. Until now, Quartz had manually inserted display ads on its website in a bid to provide a 
more controlled-quality service to its advertisers. But digital publishers are not generating the amount 
of revenues they need. Quartz believes the addition of programmatic, albeit in a bespoke way for 
clients, will help boost income.
Creative function: advertising sales; marketing campaigns; programmatic ads
Creative target: advertisers; marketers; ad agencies
Company: Quartz, based in New York City, New York, US
Key executive(s): Chief Revenue Officer Joy Robbins 
Investors/Owners: Atlantic Media
Distribution platform: Internet; iOS and Android mobile app
Launched: 2012
URL: https://qz.com/

Product: Programmatic Services, Accenture Interactive’s automated media planning/buying division
Need to know because Accenture, the international conglomerate previously known as Andersen 
Consulting and originally famous for its management-consulting services, is confounding the 
advertising sector by launching a programmatic-ad division. Accenture had already surprised the 
sector following its acquisitions of creative ad agencies in recent years to launch its own marketing-
agency network Accenture Interactive. The latter has been offering clients tech-related services, 
including the much-demanded programmatic advertising. But this is the first move to enable clients to 
take control and bring programmatic expertise in-house.
Creative function: advertising; marketing; digital ads
Creative target: advertisers; marketers
Company: Accenture, headquartered in Dublin, Ireland
Key executive(s): Accenture CEO Pierre Nanterme; Accenture Interactive CEO Brian Whipple
Investors/Owners: New York Stock Exchange-listed
Distribution platform: proprietary platform; Internet
Launched: 2018
URL: www.accentureinteractive.com

https://qz.com/
www.accentureinteractive.com
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Product: Tailor Brands, automated marketing and brand design platform
Need to know because it has raised US$15.5m in a Series B round of funding led by Israel-based 
Pitango Venture Capital and Luxembourg-based Armat Group. It is popular among small enterprises 
worldwide that want to create their own affordable but effective logos and other brand-related 
designs. The new cash will be used to grow Tailor Brands globally and develop more tech tools for 
the automated elements.
Creative function: design; marketing; branding
Creative target: marketers; advertisers; small businesses
Company: Tailor Brands, based in Brooklyn, New York City, New York, US
Key executive(s): CEO/Co-Founder Yali Saar; CTO/Co-Founder Nadav Shatz
Investors/Owners: Pitango Venture Capital; Armat Group; Disruptive Technologies Venture 
Capital; Mangrove Capital Partners
Distribution platform: proprietary platform
Launched: 2014
URL: https://www.tailorbrands.com/

Product: Blue Vision Labs, collaborative-Augmented Reality (AR) cloud platform
Need to know because it has raised US$14.5m in a Series A round of funding shortly after coming 
out of stealth mode. The funding was led by GV, the investment arm of Google’s owner Alphabet. 
Blue Vision’s founders, including academics at the UK’s Oxford University and Imperial College 
London, claim to have produced a platform that enables several people to interact with each other 
in the same AR space. Currently, an AR game like the famous Pokémon Go is a solitary experience. 
How one person sees an AR object via a smartphone is totally different from somebody else’s vision. 
So, although both see the same virtual object in the smartphone, they would be unable to share the 
experience. Blue Vision Labs claims to have solved that problem, which could radically change the 
way we use the AR medium. 
Creative function: multi-player online games; location-based game apps; teaching tools
Creative target: game developers; AR content makers
Company: Blue Vision Labs, based in London, UK
Key executive(s): CEO/Co-Founder Peter Ondruska
Investors/Owners: GV; Accel; Horizons Ventures; SV Angel; and more
Distribution platform: proprietary platform
Launched: 2018
URL: https://www.bluevisionlabs.com/

ALTERNATE REALITY

https://www.tailorbrands.com/
https://www.bluevisionlabs.com/
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Product: Dream, working title for the world’s first smart-city Virtual Reality (VR) theme park
Need to know because US-based smart-city architect firm The Digit Group has clinched US$1.5bn 
worth of contracts to design and build the first phase of this 82-acre venture in Qingdao, a coastal 
city in China’s Shandong Province. It is part of a US-China pact to turn Qingdao, a favorite among 
Chinese tourists, into a smart city of the future. Smart cities are built with new-tech needs, including 
automated cars and lighting, from the ground up. In addition to offering immersive entertainment (to 
complement the traditional seaside resort), the park will have facilities for VR and Augmented Reality 
(AR) content-production companies. Moreover, the district’s utilities, including water, electricity and 
broadband networks, will be stored beneath the park. 
Creative function: VR; AR; immersive media and entertainment
Creative target: VR and AR content creators; VR and AR service providers
Company: The Digit Group (TDG), based in New York City, New York, US
Key executive(s): CEO Paul Doherty
Investors/Owners: HeDa Group (representing the Chengyang District of Qingdao)
Distribution platform: real estate
Launched: Announced in November 2017
URL: https://www.thedigitgroupinc.com/

Product: LiveLike, Virtual Reality-streaming start-up
Need to know because the venture has collected US$9.6m in new funds to develop a business that 
creates Virtual Reality (VR) experiences for sports and esports TV broadcasters. Basically, friends can 
watch a live or recorded sports event from specially created immersive VR worlds. Depending on the 
experience, it can be with or without headsets. Additionally, you can choose to be seen by the other 
viewers as an avatar of your choice. You can communicate with each other directly and via social 
media. You can interact with the content by selecting different camera angles or accessing statistics. 
The new funds will be used to grow the company and ensure the experience is scalable.
Creative function: VR sports and esports; VR entertainment; VR TV; social VR
Creative target: sports broadcasters; sports and esports leagues and organizers
Company: LiveLike, based in New York City, New York, US 
Key executive(s): Co-Founder/Chief Business Officer Miheer Walavalkar
Investors/Owners: Greycroft Partners; Lepe Partners
Distribution platform: iOS and Android apps; Samsung Gear VR
Launched: 2015 
URL: http://www.livelikevr.com/

https://www.thedigitgroupinc.com/
http://www.livelikevr.com/
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Product: Lushan Primary School, robot-built building
Need to know because Zaha Hadid Architects, one of the UK’s preeminent architecture firms, has 
been commissioned to design the school based in China’s Jiangxi Province. The school, serving a 
network of 12 local small villages, will feature designs based on barrels and parabolic vaults to be 
built by robots on the site. The creative arts will be core to the school’s curriculum, which will also 
offer science, technology, engineering and mathematics among the lessons.
Creative function: building design and construction
Creative target: property developers; academic institutions
Company: Zaha Hadid Architects, based in London, UK; College of the Arts, Lushan, Jiangxi 
Province, China
Key executive(s): Jinggan Yu, president of the College of the Arts, Lushan, Jiangxi Province
Investors/Owners: Jinggan Yu 
Distribution platform: real estate; robotics
Launched: To be confirmed
URL: http://www.zaha-hadid.com/architecture/lushan-primary-school/

Product: Birchbox, monthly subscription online beauty retailer
Need to know because it is now majority-owned by US hedge fund Viking Global Investors, 
which has added US$15m in new investment as growth equity. Viking Global was already a minority 
investor, having contributed to the US$60m Series B round of finance that Birchbox raised in 2014. 
It was not among the Series C investors in 2016, when the start-up collected another US$15m. But 
the venture is said to be in debt. Viking Global’s majority-share commitment could help streamline 
Birchbox’s ambitions and strategy, now that it has fewer investors to report to.
Creative function: beauty e-commerce
Creative target: makers of cosmetics, skincare and other beauty products
Company: Birchbox, based in New York City, New York, US
Key executive(s): Co-Founder/CEO Katia Beauchamp
Investors/Owners: Viking Global Investors
Distribution platform: Internet; iOS and Android mobile apps
Launched: 2010
URL: https://www.birchbox.com

ARCHITECTURE

FASHION/LUXURY

http://www.zaha-hadid.com/architecture/lushan-primary-school/
https://www.birchbox.com
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Product: Daraz Group, South Asian fashion e-commerce platform
Need to know because it has been bought by Alibaba Group Holding, one of China’s most 
ambitious e-commerce and media conglomerates, from Rocket Internet, the Berlin-based investor 
in online start-ups, for an undisclosed sum. Daraz Group will remain an autonomous operation with 
offices in Pakistan, Bangladesh, Myanmar, Nepal and Sri Lanka. Alibaba’s long-term goal for Daraz 
remains unclear but it is known to have plans to boost its e-commerce interests in Pakistan, which has 
a reported 30 million Internet subscribers. 
Creative function: fashion e-commerce; online sales; digital retail 
Creative target: fashion designers
Company: Daraz Group, headquartered in Karachi, Pakistan
Key executive(s): Alibaba Executive Chairman Jack Ma
Investors/Owners: New York Stock Exchange-listed Alibaba Group Holding
Distribution platform: Internet
Launched: 2012
URL: https://www.daraz.pk/

Product: Meili Inc., Chinese female-fashion e-commerce platform
Need to know because it has asked investment-bank heavyweights Morgan Stanley and Credit 
Suisse, among others, to help raise US$500m via an IPO on an as yet unidentified US stock exchange 
later this year. Meili, a Chinese digital fashion store powerhouse formed following the merger of 
rivals Meilishuo and Mogujie in 2016, is said to command about US$4bn in value. Meilishuo and 
Mogujie still operate as two separate brands under a single Meili umbrella. The planned IPO has 
triggered interest as Meili’s shareholders include Tencent Holdings, the still growing Chinese tech-
and-media behemoth. 
Creative function: fashion retail
Creative target: fashion designers; cloth manufacturers; fashion brands
Company: Meili Inc., based in Beijing, China
Key executive(s): CEO Chen Qi
Investors/Owners: Tencent Holdings; GGV Capital; Sequoia Capital China; BlueRun Ventures
Distribution platform: Internet; QR codes
Launched: 2016 (from merger of 2009-launched Meilishuo and 2011-launched Mogujie)
URL: http://www.meili-inc.com

https://www.daraz.pk/
http://www.meili-inc.com
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Product: TrustChain, jewelry industry blockchain initiative
Need to know because it is the joint venture of US-based Richline Group, a jewelry maker/
distributor owned by Warren Buffett’s Berkshire Hathaway, and computing goliath IBM that is 
going to build a blockchain platform designed to track and confirm the authentic sourcing of a piece 
of jewelry. Jewelry owners and retailers who care about the origins of their gold/diamond earrings, 
bracelets, necklaces, charms and other precious trinkets, will be able to use TrustChain to ensure that 
every step in the supply chain is ethical. 
Creative function: jewelry design and manufacturing 
Creative target: jewelry designers, makers, marketers, owners
Company: Richline Group, based in New York City, New York, US
Key executive(s): CMO Mark Hanna 
Investors/Owners: Richline Group Inc.; IBM Corporation
Distribution platform: blockchain-powered system 
Launched: 2018
URL: https://www.trustchainjewelry.com

Product: Take a Break, YouTube app for controlling viewing hours
Need to know because Google’s video-sharing goliath wants to help viewers manage the number 
of minutes and hours they spend in front of YouTube videos with this viewing equivalent of an alarm 
clock. Located on the app’s screen settings, the Take a Break function enables you to set a limit on 
how long you watch a video before it reminds you to pause to do what you were planning to do next. 
Creative function: video entertainment; content management
Creative target: video, film and TV producers and distributors; viewers
Company: YouTube, based in San Bruno, California, US
Key executive(s): N/A
Investors/Owners: Google LLC
Distribution platform: Internet; iOS and Android mobile apps; HTML5; Roku; TiVo; set-top-boxes; 
gaming consoles Sony’s PlayStation 3 and PlayStation4, Nintendo’s Wii, Wii U, and 3DS; Microsoft’s 
Xbox Live
Launched: 2005
URL: https://support.google.com/youtube/answer/9012523
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Product: Esports One, analytics platform for live esports
Need to know because it has raised US$3m in a seed funding round led by XSeed Capital. 
Designed to support live esports broadcasting by offering in-depth analysis of the competitions and 
related statistics, it gives enthusiastic fans unique insights in real-time (as opposed to delays). It does 
this with machine learning, a dedicated dashboard and information stored on a bespoke analytics 
database. 
Creative function: esports; competitive gaming; esports broadcasting and streaming
Creative target: players; gamers
Company: Esports One, based in Santa Monica, California, US
Key executive(s): CEO/Founder Matthew Gunnin
Investors/Owners: XSeed Capital; Eniac Ventures; Crest Capital
Distribution platform: proprietary platform
Launched: 2016
URL: https://www.esports.one/

Product: TaTaTu, blockchain-based streaming platform
Need to know because it is an “earn-as-you-watch” streaming-video operation launched by 
Italian-Canadian film producer Andrea Iervolino, who wants to use digital cryptocurrency (similar to 
Bitcoins) to reward viewers according to the number of films they watch and share on the platform. 
Movie producers and rights owners can also generate revenue via the digital currency with each film 
they upload. Additionally, advertisers can benefit from incentivizing viewers to watch for tokens. 
It remains unclear how realistic this vision is, but TaTaTu is expected to benefit from Iervolino’s 
extensive Hollywood connections in order to get seriously started.
Creative function: monetizing movies
Creative target: film, TV and video producers and distributors
Company: AMBI Group, headquartered in Beverly Hills, California, US
Key executive(s): Founder Andrea Iervolino
Investors/Owners: ABMI Group
Distribution platform: blockchain; streaming technology
Launched: 2018
URL: https://tatatu.com/

GAMES
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Product: Huya, live-streaming gaming platform
Need to know because the venture, which is backed by Asia’s biggest investor in gaming Tencent 
Holdings, raised US$180m after launching on the New York Stock Exchange (NYSE) in May 
2018. It is the gaming offshoot of the NASDAQ-listed YY.com, a Chinese social-media network 
that remains the majority shareholder in voting terms. The still loss-making Huya will use the new 
funding resources to compete globally against rivals like Amazon’s Twitch. It is also a strategic asset 
for Tencent, which is aiming to become a global gaming powerhouse. The NYSE listing comes after 
Huya raised more than US$461m in a Tencent-led Series B round of funding. 
Creative function: gaming; live video 
Creative target: gamers; game developers and publishers
Company: Huya, based in Guangzhou, Guangdong, China
Key executive(s): YY Chairman/Co-Founder David Xueling Li
Investors/Owners: New York Stock Exchange-listed; David Xueling Li; Linen Investment 
 (a Tencent Holdings subsidiary)
Distribution platform: Internet; streaming platform
Launched: 2012
URL: https://www.huya.com

Product: Gosu.ai, Artificial Intelligence-powered gaming virtual assistant
Need to know because it has nabbed US$1.9m in a new funding round led by Runa Capital. 
Gosu.ai teaches and guides its ambitious players to improve their competitive-gaming skills. It 
also offers tips at a detailed granular level on what devices and equipment to take up when playing 
against different challengers. It is currently compatible with Dota 2, Valve Corporation’s free-to-play 
multiplayer online battle arena game, with future plans for Counter-Strike: Global Offensive, the 
multiplayer first-person shooter published and co-developed by Valve; and the Bluehole Studio hit 
PlayerUnknown’s Battlegrounds (PUBG), a multiplayer online battle-royale game.
Creative function: esports; competitive gaming; gaming-skills development
Creative target: players; game developers and publishers
Company: GOSU Data Lab, based in Vilnius, Vilnius County, Lithuania
Key executive(s): Co-Founder/CEO Alisa Chumachenko
Investors/Owners: Runa Capital; Ventech; Sistema Venture Capital
Distribution platform: proprietary platform
Launched: 2017
URL: http://gosudatalab.ai/
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Product: Mixer, streaming-esports platform
Need to know because Microsoft’s contribution to the fast-growing esports space is raising its 
own game by enabling Mixer’s users to superimpose fun special effects, images, overlays and text 
onto their streamed videos. Rivals like Amazon’s Twitch platform already allow users to personalize  
content with this type of DIY add-on, which adds some professionalism to how their performances 
look. The add-on tech is supplied by live-streaming service provider Lightstream Studio.
Creative function: esports streaming; content streaming
Creative target: esports players; gamers; esports-event organizers
Company: Mixer, based in Seattle, Washington, US
Key executive(s): Microsoft’s Senior Program Manager Frank Ciaramello
Investors/Owners: Microsoft Corporation 
Distribution platform: Xbox One; Windows 10 PC; iOS and Android mobile apps
Launched: 2014 (as the start-up Beam) 
URL: https://mixer.com/

Product: Quarterback, esports fan-engagement platform
Need to know because it has nabbed US$2.5m in seed funds from venture-capital stalwarts like 
BITKRAFT Esports Ventures, UpWest Labs plus angel investors. The money will be used to develop 
its tech and global growth. The service provides a digital dashboard via which individual amateur and 
professional esports players can set up their own personal leagues, analyze their performances, and 
interact with fans.
Creative function: esports; competitive gaming; fan clubs
Creative target: esports players; esports content creators; esports channel operators
Company: Quarterback, based in Los Angeles, California, US
Key executive(s): CEO/Co-Founder Jonathan Weinberg; CTO/Co-Founder Alexander Mazyarik
Investors/Owners: BITKRAFT Esports Ventures; Crest Capital Ventures; Deep Space Ventures; 
UpWest Labs
Distribution platform: proprietary platform
Launched: 2017
URL: http://quarterback.gg/

https://mixer.com/
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Product: Snappables, Snapchat’s Augmented Reality (AR) selfie game
Need to know because the recently redesigned pioneer of ephemeral photo and video-messaging 
apps needs new unique selling points. It hopes Snappables might be one of them. The 3D objects, 
special effects and virtual stickers already in the Snapchat Lens are normally superimposed on selfie 
photos to create fun visuals. Depending on the game selected, Snappables’ players can use the same 
virtual items to compete against each other. Effectively, your screen touch, facial gestures or the wave 
of your device acts as a controller that maneuvers the virtual objects around the smartphone’s screen. 
Friends can join in to create a multi-player game. As rivals like Facebook and its subsidiary Instagram 
are copying its original ideas, Snappables is among Snapchat’s fight-back moves.
Creative function: casual gaming
Creative target: social media users
Company: Snap Inc., based in Los Angeles, California, US
Key executive(s): Co-Founder/CEO Evan Spiegel; Co-Founder/CTO Bobby Murphy
Investors/Owners: Snap Inc.
Distribution platform: mobile app
Launched: 2018
URL: https://www.snap.com/en-GB/news/post/introducing-snappables/

Product: Twitch, streaming esports platform
Need to know because in response to developers who want their games played competitively on 
both desktop and mobile, Twitch has introduced an app that adapts its extensions (tools that enable 
players to customize their screens) to handset devices. Extensions also allow players to engage and 
interact with their fans as well as create interactive content like scoreboards and marketing tools. 
The ability to include extensions in their games has made Twitch the most popular gaming platform 
among developers. 
Creative function: game productions; competitive gaming
Creative target: game developers and players
Company: Twitch, based in San Francisco, California, US
Key executive(s): Co-Founder/CEO Emmett Shear
Investors/Owners: Amazon.com, Inc.
Distribution platform: Internet; proprietary platform; Amazon, iOS and Android apps
Launched: 2011
URL: https://www.twitch.tv/
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Product: Blink Identity, facial-recognition ticketing
Need to know because Live Nation Entertainment (LNE), the world’s biggest concert promoter, 
and its ticketing-giant subsidiary Ticketmaster have invested in this innovative paper-free ticketing 
concept. Biometric identification using military-grade tech is combined with scanning techniques that 
identify people in motion, such as fans entering a concert venue. Once inside the venue, your face 
becomes your ticket for purchasing food, beverages and merchandise. Still in testing mode, the idea 
is to link the facial-recognition possibilities with each customer’s digital ticket number. Among the 
questions raised are what will venues have to invest in to support the concept. A similar system called 
Rival has been launched by Nathan Hubbard, a former Ticketmaster CEO.
Creative function: facial-recognition system; crowd management; biometric ID system; venue 
security; smart buildings
Creative target: live-entertainment organizers; sports-events organizers; theme-park operators
Company: Blink Identity, based in Austin, Texas, US
Key executive(s): Co-Founder/CEO Mary Haskett; Co-Founder/CTO Alex Kilpatrick; LNE CEO 
Michael Rapino
Investors/Owners: include LNE; Ticketmaster
Distribution platform: biometric sensors; physical venues
Launched: 2018 
URL: www.blinkidentity.com

Product: Paylogic, ticketing sales-and-management platform
Need to know because the well-established Dutch venture, previously owned by US music festivals 
promoter LiveStyle (formerly known as SFX Entertainment before it filed for bankruptcy), has been 
taken over by French media-and-entertainment conglomerate Vivendi for an undisclosed sum. It is 
expected to merge with See Tickets, Vivendi’s international ticketing subsidiary. With the resources 
to sell more than 5 million tickets in 10 countries annually, Paylogic will boost Vivendi’s robust 
ticketing business to 20 million-plus tickets in 30 markets. 
Creative function: live-music ticketing; music-festival ticketing
Creative target: concert promoters; live-music organizers
Company: Paylogic, based in Groningen, The Netherlands
Key executive(s): Vivendi Ticketing and See Tickets CEO Rob Wilmshurst 
Investors/Owners: Vivendi
Distribution platform: Internet; mobile apps
Launched: 2005
URL: https://www.paylogic.com/

LIVE ENTERTAINMENT
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Product: Alexa Blueprints, DIY voice-activation app developer
Need to know because it has been launched by Amazon, inventor of the Artificial Intelligence-
powered Alexa virtual assistant, to enable ordinary users to personalize how they interact with it and 
even create their own voice-activated content. 
Creative function: voice-activation; smart speaker 
Creative target: users of smart-speakers
Company: Amazon.com, Inc., headquartered in Seattle, Washington, US
Key executive(s): Amazon Alexa Vice President Steve Rabuchin
Investors/Owners: Amazon.com, Inc.
Distribution platform: Internet; smart speakers
Launched: 2018
URL: https://blueprints.amazon.com/

Product: Choon, blockchain-based streaming-music platform
Need to know because launched in Beta mode in May 2018 with 1,000 songs by 500 strictly 
independent artists not signed up to labels, Choon aims to recompense the acts and rights owners 
daily with a customized cryptocurrency called NOTES (similar to Bitcoins) every time the track is 
streamed. The artists collect 80% of the revenues directly. Using the Ethereum blockchain, which 
is popular for its smart-contract function, Choon will sell NOTES to fans, who will use this new 
currency to pay for what they stream. Like foreign currency, the value of each NOTE will depend 
on demand and supply. Fans can earn extra NOTES via other activities, such as compiling popular 
playlists, to pay for more Choon music. 
Creative function: digital music; streamed content; recorded music
Creative target: independent artists; rights owners
Company: Choon, based in Devizes, Wiltshire, UK
Key executive(s): include Co-Founders Gareth Emery, Bjorn Niclas, John Watkinson and Matt Hall
Investors/Owners: include Co-Founder Gareth Emery
Distribution platform: blockchain
Launched: 2018
URL: https://www.choon.co/browse/genre-playlists
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Product: Gracenote, music content-recognition and data analytics technology
Need to know because one of the early digital music-discovery pioneers has joined the Artificial 
Intelligence (AI) club with the launch of Sonic Style Wednesday. It is using AI and machine learning 
to add a more granular level of classification to 90 million tracks based on each recording’s actual 
style, as opposed to the style the performing artists are known for. The goal is to decipher more 
accurately the differences between the millions of tracks available. It will help users bring more 
authenticity to genre-based playlists and avoid confusion for listeners. 
Creative function: digital music; music discovery; playlist compilation; music marketing
Creative target: music marketers; record labels; music publishers; rights owners; artists
Company: Gracenote, based in Emeryville, California, US
Key executive(s): Senior Vice President and GM of Music & Auto Brian Hamilton; Vice President of 
Applied Research Markus Cremer
Investors/Owners: Nielsen
Distribution platform: automatic content-recognition tech; Internet
Launched: 1998
URL: http://www.gracenote.com/

Product: Loudr, music-licensing start-up
Need to know because it is now a subsidiary of Spotify, the world’s largest streaming-music 
platform. At a time when the massively grown Spotify is having to deal with accusations of copyright 
infringement, it needs a vehicle like Loudr to seek and acquire the necessary mechanical-rights 
licenses for streaming music. It identifies, tracks and finds the rights owners, including music 
publishers, and automates the royalty payments.
Creative function: music licensing
Creative target: rights owners; artists; record labels; music publishers
Company: Loudr, based in San Francisco, California, US
Key executive(s): Co-Founder/CEO Chris Crawford; Co-Founder Ryland Hale; CTO Josh Whelchel
Investors/Owners: Spotify
Distribution platform: proprietary platform
Launched: 2013
URL: https://loudr.fm/
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Product: Mixcloud, music-radio streaming platform
Need to know because it nabbed US$11.5m from WndrCo, the investment vehicle famous for 
being the first project announced by Hollywood animation dynamo Jeffrey Katzenberg after he left 
DreamWorks Animation as CEO/Co-Founder. WndrCo has positioned itself as an investor in only 
next-generation media-and-technology ventures. Its funding represents the first non-UK investment 
for Mixcloud, which is a veteran by most start-up standards, having been around since 2008. The 
money will be used to expand globally and offer new forms of audio content, as Mixcloud has so far 
focused mainly on offering long-form music-radio shows.
Creative function: online radio; digital music; audio entertainment
Creative target: music-radio show producers; record labels; music publishers; artists
Company: Mixcloud, based in London, UK
Key executive(s): Co-Founder Sam Cooke; Co-Founder/Commercial Director Nikhil Shah; Co-
Founder/CTO Mat Clayton; Co-Founder/Director of Content Nico Perez
Investors/Owners: include WndrCo
Distribution platform: Internet; iOS and Android mobile apps
Launched: 2008
URL: https://www.mixcloud.com/

Product: MQA Live, high-resolution audio streaming platform
Need to know because the company specializing in offering ultra high-resolution recorded music, 
MQA Ltd, is now offering music fans the ability to listen to the same high-fidelity audio sound from a 
live-concert performance. The company is able to connect a live encoder box at the location to record 
the live gig, which is then streamed to listeners in other locations, such as their homes overseas, in 
real time. They can listen to the show on any digital device and feel as if they were at the venue. The 
performance could also be taking place inside a recording studio.
Creative function: live music; live entertainment
Creative target: concert promoters; artists; venue owners
Company: MQA Ltd., based in London, UK
Key executive(s): CEO Mike Jbara
Investors/Owners: Reinet Investments (Richemont Group)
Distribution platform: live venue; encoder box; Internet
Launched: 2015
URL: http://www.mqa.co.uk/professional/mqalive
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Product: Saavn and JioMusic, leading Indian streaming-music platforms
Need to know because they have joined forces to form a US$1bn-plus corporation operating one 
of the world’s biggest streaming-music platforms, albeit one dedicated to India-originated repertoire. 
JioMusic’s parent company, Indian conglomerate Reliance Industries, will inject US$100m for a 
majority stake in Saavn, whose existing shareholders will retain the remainder. The new enlarged 
venture will have a reported 1 billion-plus users in India and worldwide. Reliance will add another 
US$104m for developing the merged companies’ future strategy. Saavn brings 36 million songs in 
15 languages to the deal. JioMusic brings 16 million songs in 20 languages from a host of Indian and 
international music labels. How the merged companies will be branded has not been announced.
Creative function: digital music; streamed content; recorded music
Creative target: artists; record labels; music publishers; rights owners
Company: Reliance Industries, based in Mumbai, India; Saavn, based in Mumbai, India
Key executive(s): Saavn Co-Founder/CEO Rishi Malhotra; Co-Founder/Executive Vice Chairman 
Paramdeep Singh; Co-Founder and President Vinodh Bhat 
Investors/Owners: include Reliance Industries; Tiger Global Management; Liberty Media; 
Bertelsmann
Distribution platform: streaming platform
Launched: 2007
URL: http://apps.jio.ril.com/jiomusic/ https://www.saavn.com/

Product: Sayspring, voice-activation tech developer
Need to know because the Adobe-owned company has found a way to enable software developers 
to build voice-activated interfaces for their inventions. To date, Adobe’s tech products, including 
Photoshop, InDesign and Premiere Pro, are employed via keyboards or touch screens, but the 
company believes that use of voice activation in the future is inevitable. 
Creative function: voice activation; audio interface
Creative target: content creators; designers 
Company: Sayspring, based in New York City, New York, US
Key executive(s): Sayspring CEO/Founder Mark Webster; Adobe Executive Vice President/CTO 
Abhay Parasnis
Investors/Owners: Adobe Systems
Distribution platform: proprietary software and platform; Internet
Launched: 2016
URL: https://www.sayspring.com/
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Product: Sodatone, music-talent analytics platform
Need to know because it has been snapped up by Warner Music Group (WMG), one of the major 
multinational record labels, for an undisclosed sum. WMG is expected to try and exploit Sodatone’s 
algorithmic analytics platform to combine data amassed from streaming platforms, social media and 
touring dates to pinpoint emerging acts and songs that have great future potential. In some ways, 
Sodatone will complement WMG subsidiary labels’ A&R (artists and repertoire) departments, which 
focus on discovering new talent to create the hit makers of tomorrow.
Creative function: artist discovery; A&R
Creative target: record labels; artists
Company: Sodatone, based in Toronto, Canada 
Key executive(s): Founders Arjun Bali and Jerry Zhang
Investors/Owners: Warner Music Group
Distribution platform: proprietary platform
Launched: 2016
URL: http://sodatone.com/

Product: TheWaveVR, social-Virtual Reality (VR) content platform
Need to know because it has raised US$6m in a Series A round of funding led by RRE Ventures 
for creating a variety of virtual worlds where artists can perform their music to headset-wearing fans. 
With about US$12m raised to date, the start-up plans to use the new cash to develop its immersive 
tech, a sector that is still evolving and needs to establish a lucrative business model.
Creative function: Virtual Reality
Creative target: artists; rights owners 
Company: TheWaveVR, based in Austin, Texas, US
Key executive(s): CEO/Co-Founder Adam Arrigo
Investors/Owners: include RRE Ventures; The VR Fund; KPCB Edge; Upfront Ventures; Greycroft 
VR Gaming Tracker Fund
Distribution platform: VR platform
Launched: 2016
URL: http://thewavevr.com/
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Product: Volley, voice-controlled entertainment developer
Need to know because the venture set up to produce voice-controlled entertainment for users of 
Amazon Echo, Google Home and other smart speakers has recorded more than 500,000 monthly 
active users in the past year alone. While that news on its own is not exactly groundbreaking, the fact 
that a start-up venture based on voice-activated interfaces is rapidly growing points to a brand new 
way of consuming media and entertainment socially. The company has raised a reported US$1m in 
seed funding.
Creative function: audio entertainment; voice activation; speech recognition
Creative target: audio entertainment producers and distributors
Company: Volley, based in San Francisco, California, US
Key executive(s): Co-founders Max Child and James Wilsterman
Investors/Owners: Max Child; James Wilsterman; private investors
Distribution platform: smart speakers; iOS and Android mobile apps
Launched: 2016
URL: https://volleythat.com/

PHOTOGRAPHY/ART

Product: Codex, decentralized blockchain-powered arts-and-collectibles registry
Need to know because it raised US$5m from US hedge fund Pantera Capital to develop a 
blockchain platform to register and trace the origins and sales history of any work of art to establish 
its authenticity, copyright and, consequently,  its value. Since launching last year and going 
commercial in January, it has already signed up 5,000 online auction houses specializing in selling 
works of fine art and other valuable collectibles. Codex uses BidDex, its own encrypted digital 
currency. This enables buyers to make purchases via Biddabble, a Codex app that will include each 
artwork’s details. Codex estimates the global arts and collectibles market is worth US$2 trillion. 
Creative function: blockchain registration and verification of an artwork  
Creative target: art collectors; auction houses; art dealers
Company: Codex Protocol, based in London, UK
Key executive(s): Co-Founder/CEO Mark Lurie; Co-Founder COO Jess Houlgrave; Co-Founder/
CTO John Forrest
Investors/Owners: include Bessemer Venture Partners; FJ Labs; Kenetic Capital; AmaZix; Pantera 
Capital 
Distribution platform: blockchain registration database 
Launched: 2017
URL: https://codexprotocol.com
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Product: SmugMug, photo-sharing and storage platform operator
Need to know because it has just gone and bought Flickr, the pioneering global photo-sharing 
community, from the beleaguered social-media network and digital-media owner Yahoo, for an 
undisclosed amount. SmugMug, a much-respected Silicon Valley-based enterprise famous for keeping 
a low profile, bought Flickr from US tech corporation Oath Inc. and has pledged to keep it as a 
separate brand. Yahoo had taken over Flickr and its Canadian parent company Ludicorp in 2005 for a 
reported US$22m-plus, a considerable sum in those days. But beset by financial and tech woes, Yahoo 
(including Flickr) was purchased by US telecoms giant Verizon Communications for US$4.48bn a 
year ago in 2017. Yahoo then merged with AOL to create a new umbrella entity called Oath Inc. 
Creative function: photo-sharing; social media 
Creative target: photographers; photography marketers; photography dealers
Company: SmugMug, Inc., based in Mountain View, California, US
Key executive(s): CEO/Co-Founder/Chief Geek Don MacAskill; COO Ben MacAskill
Investors/Owners: SmugMug
Distribution platform: Internet; iOS and Android mobile apps
Launched: 2002
URL: https://www.smugmug.com

Product: Serial Box, online serialized text and audio fiction
Need to know because it has raised US$1.65m in seed funding led by North American content-
production group Boat Rocker Media. Serial Box has created a business model that melds the 
serialization associated with episodic TV drama with well-crafted original literary writing. The 
episodes (in the form of text and audio) of each 10 to 16-week series are accessible via a dedicated 
app on e-books, Apple’s iOS app, or as an audio file. Each episode lasts for about 40 minutes. 
Subscribers can pay for one episode at a time or binge access each series in one go. 
Creative function: book publishing; print media; audio media
Creative target: authors; book lovers
Company: Serial Box Publishing, based in New York City, New York, US
Key executive(s): CEO/Co-Founder Molly Barton; Co-Founder Julian Yap; CTO Eric Rosenfeld
Investors/Owners: Boat Rocker Media; Swedish entrepreneur Mattias Lundgren
Distribution platform: iOS mobile app; Audible app; downloadable e-book file formats  
ePub, Mobi, PDF; MP3 
Launched: 2015
URL: https://www.serialbox.com/

PRINT MEDIA/BOOKS
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Product: ESPN+, newly launched subscription-funded streamed TV-sports platform
Need to know because it was launched in April 2018 by ESPN Inc., the global sports-TV network 
majority-owned by entertainment goliath The Walt Disney Company, which is determined to use 
over-the-top (OTT) streaming to challenge streaming-entertainment leaders like Netflix and Amazon.
com. ESPN+ is currently available only in the US.
Creative function: sports entertainment; sports TV
Creative target: sports rights owners
Company: ESPN Inc., based in Bristol, Connecticut, US
Key executive(s): ESPN Inc. President Jimmy Pitaro
Investors/Owners: Disney; Hearst Communications
Distribution platform: OTT streaming platform; iOS and Android mobile apps; Internet
Launched: 2018
URL: https://plus.espn.com

Product: Texture, subscription-funded magazines e-store app
Need to know because tech behemoth and iPhone owner Apple Inc. has agreed to take over the 
start-up, which specializes in offering monthly subscribers access to a limitless number of magazines, 
including Conde Nast’s high-profile glossy titles like the US fashion bible Vogue, Vanity Fair and The 
New Yorker. Referred to as the “Netflix for magazines,” Texture and its catalog of 220-plus magazine 
titles are available in the US and Canada only at present. Its acquisition is said to be part of Apple’s 
ambitions to become a major owner of original copyrighted content. 
Creative function: print media; magazines
Creative target: print-media publishers; digital publishers
Company: Texture (by Next Issue), based in Menlo Park, California, US
Key executive(s): Next Issue Media (Texture’s parent company) CEO John Loughlin; Eddy Cue, 
Apple Senior Vice President of Internet Software and Services
Investors/Owners: Condé Nast; Hearst Magazines; News Corporation; Time Inc. and its parent 
company Meredith Corporation; Rogers Media; KKR
Distribution platform: iOS, Android and Amazon mobile apps
Launched: 2009
URL: https://www.texture.com/
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Product: fuboTV, subscription-financed streaming TV-sports platform
Need to know because this rapidly growing sports-streaming platform has snapped up US$75m 
in a Series D round of funding led by US TV giant AMC Networks. The US-only venture offers fans 
access to live events from US organizations like the National Basketball Association, the National 
Hockey League, the Ultimate Fighting Championship, Major League Soccer, plus a healthy quantity 
of European soccer from the English Premier League and Germany’s Bundesliga, among others. 
Creative function: sports entertainment; sports video
Creative target: sports rights owners; sports TV broadcasters
Company: fuboTV, based in New York City, New York, US
Key executive(s): CEO/Co-Founder David Gandler; Co-Founder Sung Ho Choi; Co-Founder/CMO 
Alberto Horihuela
Investors/Owners: AMC Networks; 21st Century Fox; Northzone; Luminari Capital; Sky; 
Discovery Communications (via new acquisition Scripps Networks Interactive)
Distribution platform: OTT streaming platform; iOS and Android mobile apps; Apple TV; 
Roku; Internet
Launched: 2014
URL: https://support.fubo.tv/hc/en-us

Product: Fantastec, sports-media and fan-engagement tech start-up
Need to know because less than a year after its launch, it is already boasting its first acquisition: 
global video-on-demand streaming platform We Are Colony. Bought for an undisclosed sum, Colony 
will be added to Fantastec’s repertoire of new-tech and immersive media like Virtual and Augmented 
Reality, blockchain and Artificial Intelligence, which is used to offer new ways for fans to engage 
with sports content. The Colony website has since been shut down.
Creative function: sports entertainment; sports-fan engagement; social sports
Creative target: sports rights owners
Company: Fantastec Sports Technology, based in Guildford, Surrey and London, UK 
Key executive(s): Founder/Managing Partner Steve Madincea; COO Sarah Tierney  
(formerly founder and CEO of We Are Colony)
Investors/Owners: Steve Madincea
Distribution platform: include streaming video; VR; AR
Launched: 2017
URL: http://www.fantastec.io

https://support.fubo.tv/hc/en-us
http://www.fantastec.io
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Product: iQiyi Inc., Chinese streaming-TV giant
Need to know because it raised US$2.25bn on the US NASDAQ stock exchange in March 2018 
following an initial public offering (IPO). With 421 million mobile subscribers and an estimated 126 
million daily active users, iQiyi is China’s biggest on-demand streaming platform. The new funds are 
part of the US$16bn needed to expand in the populous market, invest in more original content and 
develop the required technologies. This comes at a time when parent company Baidu Inc.’s rivals, 
including Tencent Holdings and Alibaba Group Holding, operate streaming services that are rapidly 
catching up in terms of subscription numbers. Baidu remains iQiyi’s largest single shareholder.
Creative function: video entertainment; TV entertainment; TV streaming 
Creative target: video content producers; TV entertainment rights owners
Company: iQiyi Inc., based in Beijing, China
Key executive(s): CEO Yu Gong 
Investors/Owners: NASDAQ-listed; Baidu Inc.
Distribution platform: streaming platform; Internet; mobile apps
Launched: 2010
URL: http://www.iqiyi.com

Product: Parable, Virtual Reality (VR) and TV studio
Need to know because the start-up that initially focused on VR content aimed at TV viewers 
has joined forces with all3media international, one of the UK’s biggest TV-content sellers and 
distributors, to produce traditional linear-TV shows as well as branded content for advertisers and 
marketers. With co-founders whose background includes some of the UK’s most successful TV 
productions, the expansion is not that radical. But it might hint at fears that VR entertainment on its 
own remains difficult to monetize.
Creative function: VR entertainment; immersive entertainment; broadcast TV; TV production
Creative target: video, film and TV streaming platforms and broadcast networks 
Company: Parable, based in London, UK 
Key executive(s): Chairperson Steve Lambert; Co-Founder/joint CEO David Wise; Co-Founder/joint 
CEO Nicholas Minter-Green; Creative Director Jonathan Rudd  
Investors/Owners: Channel 4 Growth Fund; The Economist Group; Stephen Lambert
Distribution platform: Virtual Reality; broadcast TV; streaming video platforms 
Launched: 2017
URL: http://parableworks.com

TELEVISION
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