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You could hear the crack of jaws hitting the floor when Yahoo!, the digital-media  

trailblazer in a bygone Web 1.0 era, agreed to pay US$1.1bn for Tumblr, the social media-

friendly Web 3.0 blogging website, in May. 

  In today’s obligatory tech-friendly media business, Yahoo! hit the right notes with the 

Tumblr purchase. But it was the latest of several tech-focused acquisitions that Yahoo! had 

embarked on in a short space of time.  

  Everyone knows Yahoo! wants to enter the original-content production and entertainment 
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space following agreements with Hollywood stars Tom Hanks and Jack Black, plus CSI 

creator Antony Zuiker. In the past 18 months, however, the group has been snapping up 

one tech start-up after another.  
  With the July 2012 appointment of new CEO Marissa Mayer, who had been poached 

from Google, Yahoo! is determined not to be an also-ran in the tech sector. It started late 

last year with Yahoo! buying Stamped (recommendation and sharing mobile app),  

followed by OnTheAir (live-streaming video chat), Snip.it (news app), Alike 

(recommendation mobile app), and Jybe (social recommendation).  

  Summly (content summaries) was bought in March for a reported US$30m, making its 

teenage founder Nick D’Aloisio a much envied entrepreneur in the start-up world.  

  Snapping up Tumblr caught the global business media’s attention for a specific reason: 

although a start-up, it is already an established global social-media brand. It is loved by 

bloggers, especially those who want to offer audiences content they will rarely find  

anywhere else.  

  Tumblr has garnered more than 119 million blog sites since its launch in February 2007, 

including the 54 billion-plus posts uploaded on to them. And fans spend 24 billion 

minutes a month on the platform. 

  But it reportedly earned only US$13m in 2012 and is ranked 26th (end of June 2013) in 

terms of online visits, according to the Alexa web-traffic measurement web site.  

Facebook, Google, YouTube and Yahoo! were Alexa’s top four sites. 

  So despite a devoted following, who were immediately wary of Yahoo!’s intentions, 

Tumblr needs the potential advertising revenues and broader audience demographics that 

Yahoo! could bring to the table. Also, unlike most of Yahoo!’s other acquisitions, which 

have been shut down while the new-media giant absorbed the most relevant tech and  

human assets, Tumblr is keeping its autonomy – so far. 

  Tumblr’s founder/CEO David Karp recently told Lions Daily News, at the Cannes Lions 

ad-industry’s mega festival in south of France: “There is no way that we would have done 

the deal if I thought there was a risk of Tumblr being compromised.”  

  The Tumblr deal also appears to be part of Yahoo!’s bid to remain relevant as Internet 

users increasingly turn to social media and innovative-tech devices to devour media.  
Maybe Marissa Mayer hopes some of Tumblr’s youthful edginess will rub off on  

Yahoo!, now a veteran by new media standards. Her itch to spend on start-ups continues 

as seen by her adding PlayerScale (gaming platform) to the portfolio and, more recently,  

Yahoo! snapped up  Qwiki (video production and sharing app), as well as Xobni (app for 

managing emails) . 

  An idea of what Yahoo!’s new assets could lead to might probably lie with its recent 

patent application for an advertising format based on social influence. This will enable  

Yahoo! to target brands directly at social online users with the most followers, or friends, 

or  Facebook ‘Like’s.  

  Famous for being the first ever consumer-friendly global search engine when launched in 

1995, Yahoo! has evolved into a sophisticated global web portal with 700 million-plus 

unique monthly users (including 300 million on mobile) in more than 30 countries.  
  But a series of corporate missteps in recent years had seen Yahoo!’s star wane in the 

media, technology and media-technology sectors. Last year, it was ranked by Interbrand 

as the world’s 97th most valuable brand, which had seen its worth drop 13% from 2011 to 

US$3.85bn. The much younger Google had grown 26% in value to US$69.7bn and was 

ranked 4th; the even younger Facebook had entered the brand-value rankings for the first 

time at No. 69 (US$5.4bn).  

  Last December, according to comScore, Yahoo!’s share of the global search-engine  

business had slumped to 4.9% compared to 8.2% at China’s Baidu, and market leader 

Google’s 65.2%. Revenues fell 21% to US$4.98bn in the year ended 31 December 2011 

from 2010 and barely changed in 2012. And operating income slumped 29% to US$566m 

last year. 

  Since Mayer came on board, something must be working because the value of  Yahoo!’s 

share on the US tech-friendly stock exchange NASDAQ has been returning to its 12-

month high of about US$27.68 each after hitting a low point at US$14.59 in the same  

period. But the industry must see something concrete done with the acquisitions - soon. 

### 
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Google Glass, the wearable computer-connected eyewear that the search-engine giant  

predicts will be worn by the masses soon, could be banned from several public places. 

  Still available in only the prototype form, the Google Glass does not go commercial until 

later this year.  

  However, it could be a serious game changer. It looks like the traditional reading glasses. 

But, as a computer, it can be controlled by a miniature touchpad attached to one of the 

glasses’ arm near the ear. It functions like a voice-activated smartphone mounted on the 

head, so users on the move can access websites while looking straight ahead, as opposed 

to looking down at mobile devices.  

  Additionally, it features inconspicuous built-in camera for taking photos and videos and 

microphone. It is voice-activated, so you can ask it to give directions and a map with the 

details appears in front of your eyes. Social networks notifications, from your Facebook 

notices to tweets, and emails are accessible.  
   But before it has even had the commercial launch, several public establishments have 

declared that wearers will be banned from their premises. 

  They include cinema theaters, casinos and adult-entertainment clubs, where the operators 

fear Google Glass wearers could use the photo/video application to make illegal record-

ings of movies, cheat at gambling or get voyeuristic thrills long after they’ve left the  

X-rated clubs.  
  However, responses so far indicate consumers could grow to love this wearable web-

linked accessory for legal reasons. At the London edition of Le Web conference on  

Internet innovation and businesses in 5-6 June, US blogger, author and tech evangelist 

Robert Scoble, who says he wears Google Glass all the time, could not praise it enough.  

  “It is the most controversial product I’ve had in my lifetime,” he told the Le Web 

 audience and Le Web co-founder Loic Le Meur. “This is dramatically changing my  

relationship with the Internet. This is a real threat to Apple. Google is not going to allow 

advertising on this; it will, therefore, shift the business model from ads to e-commerce.” 

  Analysts are predicting wearable technology, Internet-connected apparel and smart  

clothing accessories as the next big trend in tech investments. 

  Thanks to items like the wireless Nike+ Fuelband, which keeps track of the wearer’s 

physical activities, measures calorie burns, and collects that data for sharing on the Nike+ 

community website, the wearable-tech business already generates about US$5bn a year 

globally. 

  International bank Credit Suisse forecasts that this emerging sector could generate 

US$50bn by 2018, while Juniper Research estimates 70 million related items will be sold 

by 2017.  
  Other wearable -tech devices in the market include Fuelband competitors like the fitness 

gadgets Fitbit Inc’s Fitbit Tracker, and Jawbone Up from San Francisco-based Aliph Inc.  

  Smart watches have caught the public’s imagination. Those with operating systems and 

mobile apps are effectively compact smartphones strapped to wrists.  

  Pebble is a start-up firm that wanted to raise US$100,000 via crowd-funding website 

Kickstarter to develop its smart watch. Kickstart donors were impressed, and Pebble 

raised more than US$10m. It then attracted another US$15m in venture capital. The 

watch’s ability to feature video games and receive text messages has made it a hit among 

early adopters. About 1 million units are expected to be shipped this year.  
  Other smart watches on the market are Sony SmartWatch 2. Kickstart helped financed 

the manufacture of the Bluetooth-connected MetaWatch. And Agent is another one, made 

by Secret Labs and New York-based watch designer House of Horology. The much  

anticipated iWatch from iPhone maker Apple is expected to be a mass-market hit.  
  Possibly the most audacious wearable tech so far was, unsurprisingly, an experiment, but 

it showed promise. Sports-goods giant Adidas joined forces with Google, US ad agency 

72andSunny, plus US/Dutch interactive agency YesYesNo to create the ‘talking shoe.’ 

  They produced a computerized athletics shoe, which featured an accelerometer, pressure 

sensors, a gyroscope and a speaker embedded in the shoe’s tongue. The shoe ‘uttered’  
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 instructions, from a catalog of phrases stored inside, depending on how active or  

inactive, fast or slow, the wearer had become. The idea is to wear sports footwear that 

encourages you to be more active. Whether this particular concept has legs remains debat-

able. But, as a business, the mobile and portable computer could soon be moving at a very 

rapid wearable pace. 

###  

 

 

 

You know the world of media is shifting at cataclysmic rates when Intel, a colossal  

corporation perennially known as a computer-chip manufacturer, wants its own TV  

network. 

  The multinational maker of microprocessors inside computers of all sizes has launched a 

new division called Intel Media to examine the possibilities of operating its own subscrip-

tion-funded Internet-delivered live and on-demand TV platform later this year. 

  New CEO Brian Krzanich is reportedly having doubts about the strategy, but the  

appointment of ex-BBC digital-media guru Erik Huggers to the company shows the origi-

nal consideration still has legs, even if it takes a little longer than originally envisaged.  
  The increasingly fragmented global computer-chip sector and the slump in PC sales have 

been hurting market leader Intel’s bottom line. Its revenues fell 1.2% to US$53.3bn in 

2012, while net income slumped 15% to US$11bn.  
  A solution to future growth appears to be the “US$500bn” global TV sector and Intel has 

appointed Huggers to coordinate Intel Media’s entry into that world. His credentials  

include setting up and managing the mobile, online and interactive Red Button services at 

UK public broadcaster BBC, as well as the ground-breaking catch-TV platform BBC 

iPlayer.  

  Media reports indicate Huggers is going after the new generation of TV operators that 

include the over-the-top (OTT) broadband-distributed platforms like Hulu, Netflix, Apple 

TV, Amazon’s LoveFilm and Quikflix in Australia. 

  They have been offering live-streaming TV entertainment as viable stand-alone business-

es without requiring terrestrial, cable or satellite operators as middle men. 

  Intel Media wants a share of their action and promises to go one step better: to offer live 

TV shows in addition to the on-demand content stored in cloud servers and a film/TV 

rental service. Furthermore, Intel Media says, it will use its experience in offering speedy 

computer performances in its set-top boxes to ensure a smooth but fast navigation of the 

TV channels on its planned platform.  
  The set-top box will feature a camera designed to recognize each viewer and personalize 

the programming. It will be mobile-compatible from the very start. 

  Intel Media has started approaching content owners, such as the US TV networks’  

owners like Viacom, NBCUniversal, News Corp and CBS, and reportedly offered  

between 50%-75% more than their competitors for access to their shows. 

  The proposal’s viability remains to be seen as actual deals have yet to be signed. The 

road towards launching a TV service is fraught with many potential mishaps, most notably 

the failure to negotiate successfully for the content required; Intel Media needs the TV 

networks to take it seriously.  

  But Intel, which is starting with a programming budget of US$2bn, according to media 

reports, is wealthy. Whatever its existing problems, it generated nearly US$19bn in cash 

from last year’s operating activities. 

  This gives it the financial clout to disrupt the still emerging OTT TV business. Addition-

ally, it faces even more radical potential rivals like Aereo, the new US streaming-TV  

platform frightening not only rival operators but also the country’s terrestrial broadcasters 

and leading TV-content owners ranging from the Walt Disney Company to NBC-network 

owner Comcast.  
  Financially backed by Barry Diller, arguably the sharpest TV-industry entrepreneur in  

the US, start-up Aereo was launched by Chet Kanojia in February last year. 

  Aereo’s infrastructure comprises thousands upon thousands of miniature-sized  
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over-the-air broadcast antennae. Each mini antenna is assigned to an individual subscriber 

who pays as little as US$1.00 a day for access to near-live TV transmission on Internet-

connected devices (as opposed to the traditional large mast or aerial that covers a wider 

area of several TV homes). Also, the shows can be stored for later viewing and commer-

cials can be skipped. 

  Currently available in only New York City and Boston, Aereo is scheduled to roll out to 

20-plus major US cities this year. This has angered the major TV networks as Aereo’s 

content is picked up from signals transmitted via the networks’ local affiliate stations.  

  The networks sued Aereo for infringement under the US’ 1976 Copyright Act because, 

they argued, Aereo functioned like a cable-TV network that retransmitted  

terrestrial-TV shows and, therefore, needed a public-performance license first. 

  But they were dealt a blow in April when the Second Circuit Court of Appeals ruled that 

Aereo is not breaking copyright laws. As each antenna was directed to individual viewers, 

it argued, Aereo was functioning more like a digital video recorder, not a cable network.  
  The networks and program rights owners are expected to appeal against the decision, but 

the story illustrates how copyright laws and the decades’ old TV practices continue to lag 

behind technological developments.  

### 

 

 

 

British venture-capital entrepreneur John Moulton, of Better Capital, is backing Invest-

ingZone, which has been described as the UK’s first venture-capital financed equity-

funding platform. 

  It is an online operation that invites private investors to buy shares in unlisted new start-

up companies, especially early-stage enterprises with growth and expansion potential but  

 need equity to develop. 

  Key to InvestingZone’s potential, Moulton noted during a media interview, is that fact 

that the investors can tap into the UK’s “lucrative” tax incentives, such as the EIS 

(Enterprise Investment Scheme) and SEIS (Seed Enterprise Investment Scheme). 

  But is InvestingZone needed because the UK is a start-up’s haven for investment, or  

because the UK needs to become one? 

  At The InnoTech Summit in April, Boris Johnson, the Mayor of London, took part in the 

debate questioning whether London could learn from the Silicon Valley and California, in 

terms of commitment to tech start-up investments. 

  InnoTech, which featured policy makers, entrepreneurs and investors, asked what could 

be done to build on the still growing UK Internet sector, which accounts for an estimated 

8.4% of the country’s economy. 

  The ever effusive Mayor acknowledged the UK had much to do to catch up with the US. 

“We’ve got a long way to go but we’re streets ahead of the rest of Europe,” he said. “We 

need to be expanding; we need conditions for small companies to reach escape velocity.”  
  He then pointed out the US’ lead in tech investment might not have been achieved had 

government bodies not stepped in sometimes. “In the US, a lot of these tech innovations 

started at the Pentagon. Why don’t we use public bodies to drive the tech sector? Why are 

the (UK public broadcaster) BBC not paying to invest in some of these (developments)?” 

  The BBC and other traditional media organizations, including The Guardian, do support 

innovative technology by hosting Hack Days. BBC Labs was launched last year to support 

tech start-ups that might become business partners with BBC Worldwide, the broadcast-

er’s commercial unit. 

  But it is Tech City, or Silicon Roundabout in East London, that has turned into a hub 

where investors can go seeking start-up opportunities in the UK.  
  Since former and existing successful start-ups like TweetDeck, Last.fm, and SongKick 

established a foothold in the nearby Shoreditch district, thanks to relative cheap rent, Sili-

con Roundabout has turned into the closest thing Europe has to Silicon Valley.  

 Facebook and Google are among the US tech giants that have set up regional offices there 

to be near the best minds of this generation’s tech entrepreneurs. Pitching contests for  
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investors’ attention take place at events like Le Web London and TechPitch 4.5. By last 

year, an article by Wired magazine’s David Rowan estimated, 5,000 tech-centric ventures 

were doing business in the Shoreditch area alone. 

  The investment stakes in London shot up in May this year during the digital-tech festival 

Digital Shoreditch with the launch of the global competition called The Million Pound 

Startup. 

  Supported by the Mayor of London, City University London, the Tech City Investment 

Organization, crowd-funding platform Seedrs, international law firm Taylor Wessing and 

accountancy giant KPMG, The Million Pound Startup is the biggest competition of its 

kind in Europe. 

  The winning start-up will snap up a cool £1m in prize equity plus the legal, marketing 

and investment support of the participating organizations. Contestants, from any part of 

the world, must prove they can use the £1m to build a £100m enterprise based in London. 

  The deadline for entries is 29 August and the winner unveiled on 30 December. The cash 

prize will be sourced from angel investors, institutional capital and equity crowd-funding. 

  Even the losers are expected to benefit from what they learn by participating in the com-

petition. 

  There is a good chance that some of London’s already thriving start-ups, including  

creative industries-focused Musicmetric, Yplan, BusinessOfFashion, SongKick, and Rise 

Art will consider taking part. 

  Whether the Million Pound Startup will help fuel London’s prospects to be a global  

capital for start-up tech investment is another matter. 

  What the Innotech speakers pointed out was this: There is still a funding gap between 

London and Silicon Valley, especially for ventures requiring £2m-£3m or more to scale 

their businesses. That has always made fast-growing UK tech start-ups vulnerable to being 

bought out by foreign companies willing to commit more funds.    

  However, the optimist speakers predicted improvements in the next five to six years. But 

it will be up to the UK start-ups to be bold and turn down the big foreign money offers 

as well. Specialist crowd funding via projects like InvestingZone can help with the initial 

investment before the venture-capital firms step in. 

  In the end, however, there needs to be stronger connections between the tech business 

and academic institutions, because tax breaks alone (such as the EIS, the SEIS and the 

Start-up Loans Scheme) won’t work, they said. 

### 
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ADVERTISING/MARKETING________ 

Product: Adjust.io, international mobile analytics and  
tracking tool; and Apptrace, software for measuring App Store 
apps’ performances in mobile ads  
Need to know because German mobile analytics start-up Adeven has  
raised US$4.3 million to expand its products, especially to understand 
the fate of an app after it has been downloaded; international expansion  
is also in the pipeline, including a new US office  
Creative function: tracking and measuring the performance of  
advertising in mobile apps; understanding how consumers interact 
with mobile advertising 
Creative target: advertisers; ad agencies 
Company:  Adeven, based in Berlin, Germany; with European 
headquarters in London 
Key executive/s: CEO Christian Henschel; CTO Paul H Muller; 
senior developer Manuel Kniep  
Investors/Owners: Capnamic Ventures; Iris Capital;  
Target Partners 
Distribution platform: mobile networks; Internet 
Launched: 2012 
URL: www.adeven.com 
### 
 
Product: Canoe Stewardship Platform, a clearing house for 
inserting ads in video-on-demand (VOD) programming 
Need to know because the technology is said to be the 
first able to insert new ads dynamically, within 24 hours, into  
VOD TV content; it is being rolled out by its founders of major 
US cable-TV networks and operators; US network Travel  
Channel has started using it; currently, it takes several weeks  
for cable networks to replace TV spots within a program  
with more appropriate ones when that same program  
becomes available on VOD  

Creative function: improve the relevance of ads in TV  
shows in on-demand or catch-up TV settings  
Creative target: advertisers; ad agencies; VOD/catch-up TV operators 
Company:  Canoe Ventures LLC, based in Denver, 
Colorado; with a second office in New York City 
Key executive/s: “Ring Leader” Joel Hassell   
Investors/Owners: US cable-TV networks and operators, including  
Comcast/NBC Universal; A+E Networks; News Corp; Scripps 
Networks Interactive; and AMC Networks 
Distribution platform: Cable TV 
Launched: 2008 
URL: www.canoe-ventures.com 
### 

Product: Neev, next-generation digital-advertising technology  
service provider 
Need to know because it has joined the growing portfolio of digital 
advertising-related agencies acquired by Publicis Groupe, one of  
the world’s five leading global advertising groups; Neev, which  
specializes in cloud-based online and mobile e-commerce, video  
streaming, data visualization, mobile games and apps development,  
will be part of Publicis’ portfolio of digital-marketing agencies in  
India, which include iStrat, Resultrix and Indigo Consulting  
Creative function: to meet the growing demand for interactive- 
marketing campaign by advertisers 
Creative target: advertisers  
Company: Neev, based in Bangalore, India; with offices in the US, 
Singapore, and Sweden   
Key executive/s: CEO/co-founder Saurabh Chandra; COO Sanjeev 
Goel; chief architect Khurshidali Shaikh  
Investors/Owners: Publicis Groupe 
Distribution platform:  multi-platform 
Launched: 2005 
URL: www.neevtech.com 
### 
 
Product: Sticky (formerly EyeTrackShop), eye-tracking  
technology for measuring consumers’ eye movements to  
verify the ads they have seen 
Need to know because the developer has clinched a significant 
deal with the Nordic division of Procter & Gamble, the world’s 
largest advertiser by budget; the move aims to come up with a more  
efficient use of P&G’s spend on online display ads so that it pays  
for only ads that have been seen; Sticky’s global sample panel 
comprises 14 million Internet users, whose eye movements are 
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recorded by a webcam attached to their computer devices 
Creative function: to ensure advertisers do not pay more than 
they need to for digital ad campaigns 
Creative target: advertisers; ad agencies 
Company: Sticky, based in Stockholm, with offices in New York, 
London, San Francisco, Shanghai 
Key executive/s: Founder/CEO Mathias Plank; president Jeff 
Bander; UK managing director Darren Hamer  
Investors/Owners: Conor Venture Partners; Northzone; Tobii 
Technology 
Distribution platform: Internet 
Launched: 2009 
URL: www.sticky.ad 
###  
 
ARCHITECTURE/DESIGN ________ 

Product: Intelligent Composite Seismic Wallpaper, an 
earthquake-resistant textile  
Need to know because it is being developed to give the 1.3 
billion people living in regions vulnerable to earthquakes  
the extra time needed to escape the very buildings likely to 
kill them when made unstable by earthquakes 
Creative function: using glass-fiber fabric that features the 
patent-pending EQ-Top technology for reinforcing the 
strength of walls while still be aesthetically pleasing as a 
wallpaper 
Creative target: architects; property developers 
Company:  Karlsruhe Institute of Technology (KIT), based in  
Karlsruhe, Germany 
Key executive/s: KIT’s professor Lothar Stempniewski 
Investors/Owners: Karlsruhe Institute of Technology; KAST; 
Bayer MaterialScience. 
Distribution platform: Buildings 
Launched: Date yet to be determined 
URL: www.kit.edu 
### 
 
Product: Strawscraper, an urban wind-powered power plant  
covered in thousands of straw-like electricity conductors 
Need to know because: Swedish architecture firm Belatchew 
has proposed to use the technology to supply eco-friendly 

electricity at Soder Torn, Stockholm’s landmark skyscraper and  
one of the city’s two tallest residential buildings; Soder Torn 
was originally designed by Danish architect Henning Larsen; Belatchew 
would like to extend the 26-story building’s height with a shell that adds  
another 14 stories to the tower; the combined 40-story structure will then  
be covered in thousands of the straw-like thin fibers (looking like 
white fur), each strand of which is made up of piezoelectric  
technology; whenever the wind blows, it triggers the very thin  
straws to generate enough electricity to serve the Soder Torn’s 
residential section below 
Creative function: environment-friendly electricity  
Creative target: Architecture firms; property developers 
Company: Belatchew Labs, based in Stockholm, Sweden  
Key executive/s: Founder Rahel Belatchew Lerdell 
Investors/Owners: Beltachew Arkitekter 
Distribution platform: Eco-friendly structures 
Launched: 2030 (if taken seriously) 
URL: www.belatchew.com 
###  
 
FASHION________ 
 
Product: Fab.com, online fashion and design retailer  
Need to know because the e-retailer recently raised US$150m  
towards the planned US$250m sought in a D Series round of funds  
from new investors; the move has valued the venture at US$1bn; 
the new round of investors was led by US venture-capital firm  
Andreessen Horowitz, Niklas Zennstrom’s Atomico, and  
China-based Tencent Holdings; Fab.com plans to double revenue 
to up to US$300 this year and expand into Asia from the existing  
US and European regions. 
Creative function: to sell a wide range of items, from fashion, 
jewelry to household goods and furniture, with unique designs 
Creative target: lifestyle sector 
Company:  Fab.com, based in New York, US 
Key executive/s: CEO Jason Goldberg; chief design officer Bradford Shellhammer  
Investors/Owners: include Andreessen Horowitz; Niklas Zennstrom’s  
Atomico; China-based Tencent Holdings; Japan-based Itochu; Troy  
Carter; Ashton Kutcher; Washington Post Company; Menlo Ventures  
and CEO Jason Goldberg 
Distribution platform: Internet 
Launched: 2012 
URL: www.fab.com 
### 
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Product: Rad, the private-sales and discovery website for  
indie fashion, art and design products 
Need to know because the flash-sales website raised €2.5m 
in a Series A round of finance led by the ubiquitous Index 
Ventures; the funds will help the French e-tailer expand into the 
UK and Germany and boost revenues to €40m next year by 
bolstering the number of employees, plus the marketing and  
logistics divisions 
Creative function: to distinguish itself from Europe’s leading 
flash-sales site Vente-Privee.com by focusing on radical design  
items not to be found anywhere else – daily  
Creative target: for 18 to 24-year-olds fashionistas 
Company:  Rad, based in Paris, France  
Key executive/s: CEO Anthony Serero; CVO/CMO David Smadja 
Investors/Owners: Index Ventures 
Distribution platform:  Internet 
Launched: 2012 
URL: www.raaad.fr 
###  
 
FILM/VIDEO________ 
 
Product: Instagram Video, mobile-app for producing, distributing  
and sharing micro video clips online 
Need to know because the ability to shoot and share 15-second 
videos is a major extension of Instagram’s  original service as a  
still-photo sharing platform, a move no doubt helped by the US$1bn  
social-network giant Facebook paid for Instagram in 2012; Instagram 
users have shared more than 16 billion photos so far 
Creative function: to compete against Twitter’s video- 
sharing mobile app Vine 
Creative target: video producers, distributors and marketers 
Company: Instagram, based in Menlo Park, California 
Key executive/s: CEO Kevin Systrom 
Investors/Owners: Facebook 
Distribution platform: mobile app 
Launched: 2013 
URL: www.instagram.com 
###  

Product: Magnify, the cloud-based video-publishing, discovery,  

curation and monetization start-up firm 
Need to know because it picked up US$1m in a new round of  
funding led by entrepreneur and TED curator Chris Anderson  
and former Facebook general counsel Chris Kelly 
Creative function: to become the Google for searching billions of  
online video content, ranging from licensed TV shows to micro-clips  
on Instagram and Twitter’s Vine, seeking to be discovered easily  
by viewers 
Creative target: video producers and distributors 
Company:  Magnify, based in New York, US  
Key executive/s: CEO Steve Rosenbaum; director of technology 
Larry Boyer 
Investors/Owners: Mostly angel investors 
Distribution platform: Internet; mobile 
Launched: 2006 
URL: www.magnify.net 
###  

Product: Shazam, the content-identification mobile app for  
second-screen use 
Need to know because the technology, famous for helping  
consumers use their mobile devices to identify a song (being  
played in public before clicking to make a purchase), a TV  
show or ad, is being applied to the cinema screen; the  
first cinema exhibitor using the tech is US-based Screenvision 
Creative function: cinema audiences can use smartphones  
or tablets to interact with cinema commercials to play games,  
receive ticket discounts or purchase an item seen in the  
cinema commercial 
Creative target: advertisers, ad agencies 
Company:  Shazam Entertainment, based in London, UK 
Key executive/s: CEO Rich Riley; executive chairman Andrew Fisher  
Investors/Owners: including Kleiner Perkins Caulfield & Byers; Institutional 
Venture Partners; DN Capital 
Distribution platform: mobile app  
Launched: 2002 
URL: www.shazam.com 
###  

Product: Vue Entertainment, UK-based international cinema chain 
Need to know because recent owner private-equity firm  Doughty Hanson  
& Co has sold the operation to Canadian investment groups OMERS  
Private Equity and Alberta Investment Management Corporation  
for £935m; Doughty Hanson paid £450m for Vue in 2010; analysts  
conclude the increased value has been boosted by Vue’s installation  
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of digital-cinema and 3D-cinema projectors, plus  
luxury VIP seats; Vue has 116 multiplex cinemas with 1,100 screens,  
and records 55 million attendances a year; it is now an international  
company with offices in Germany, Denmark, Portugal, Ireland and Taiwan 
Creative function: offers state-of-the-art digital and 3D cinema 
viewing  
Creative target: movie and live-events producers, distributors, and fans 
Company: Vue Entertainment, based in London, UK 
Key executive/s:  CEO Tim Richards; Deputy CEO/CFO Alan McNair 
Investors/Owners: OMERS Private Equity; Alberta Investment  
Management Corporation 
Distribution platform: Cinema theaters 
Launched: 2003 
URL: www.myvue.com 
###  
 
Product: Weemo, a cloud-based API for integrating video chat  
into any online application 
Need to know because Existing investor European private-equity firm  
Idinvest Partners led a new round of funding valued at US$3m; it brings 
the total investment in Weemo to US$5m; the cash will be used to  
expand into the US, boost staff numbers and develop more tools to enable  
real-time live-video chat or business conference calls or communications;  
the API allows developers to embed Weemo’s live video-chat system into  
any business app on a computer or mobile device; it is a one-click  
process that allows people to make video calls without leaving the web  
page they are working on 
Creative function: to offer an alternative to the ubiquitous Skype 
Creative target: international businesses and organizations 
Company: Weemo, based in Paris, France with offices in San Francisco, US 
Key executive/s: CEO Thomas Cottereau; CTO Antoine Vervoort   
Investors/Owners: includes Idinvest Partners 
Distribution platform: multi-platform 
Launched: 2007 
URL: www.weemo.com 
###  
 
GAMES________ 
Product: DraftKings, the daily cash prize-winning fantasy sports games 
Need to know because it has raised US$7m in a Series A round 
funding led by sports-technology specialist Atlas Venture; players can  

take part in fantasy American football, hockey, baseball  
and basketball; there are millions of dollars of cash in prizes to win  
on a daily and weekly basis; the new funds will be used to refine 
the games’ experience for players and marketing campaigns for the  
brand; it has more than 1million registered users 
Creative function: second-screen viewing experience with sport events 
Creative target: games developers; sport-brands owners; sports 
events organizers 
Company:  DraftKings Inc, based in Boston, US 
Key executive/s: Vice president Femi Wasserman  
Investors/Owners: Atlas Venture 
Distribution platform: Internet; mobile app 
Launched: 2012 
URL: www.draftkings.com 
###  

Product: Xbox One, the successor to Microsoft’s Xbox 360  
games console 
Need to know because dedicated gamers had been waiting to learn  
about the specifications for the next generation in Xbox console’s series 
before its launch in November this year; it will feature unique Microsoft  
technology, such as the Kinect sensor, and audio-and-video chat tool Skype;  
you can, therefore, play games while chatting to friends via Skype video;  
there will be extra cloud space for storing games and other large-file  
content such as music and TV shows; this will include original drama  
based on the Halo game, which is being produced by Hollywood  
director Steven Spielberg exclusively; leading console-games titles  
are coming from developers like Activision Blizzard, Turn 10 Studios,  
Remedy Entertainment and EA Sports 
Creative function: Xbox One is being positioned as an all-in-one  
home-entertainment center competing against smart-TV platforms  
Google TV and Apple TV 
Creative target: games developers; multi-platform content developers 
Company:  Microsoft, based in Redmond, Washington   
Key executive/s: president of Microsoft’s interactive entertainment  
business Don Mattrick 
Investors/Owners: Microsoft 
Distribution platform:  Games console; Internet  
Launched: 2013 
URL: www.xbox.com 
###  
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LIVE ENTERTAINMENT_______ 
 
Product: Eventbrite, online-ticketing and events-organization platform 
Need to know because investors stepped in and offered another US$60m 
in funds earlier this year; this boosts total investment in the venture to 
US$140m; the funds will be used to grow and scale the operation; by 
June, it had processed more than 116 million tickets worth US$1.5bn-plus 
in 179 territories 
Creative function: to centralize the registration, ticketing for and  
organization of live events, shows, festivals and conferences taking 
place in any part of the world 
Creative target: Events organizers 
Company:  Eventbrite, based in San Francisco, California 
Key executive/s: CEO Kevin Hartz; president Julia Hartz 
Investors/Owners: including Tiger Global Management; T Rowe Price; 
management 
Distribution platform: Internet; mobile app 
Launched: 2006 
URL: www.eventbrite.com 
###  
 
MUSIC________ 

Product: All Access, Google’s music-streaming platform 
Need to know because Google Play Music All Access, which is the  
full name, is the search-engine giant’s entry into  the subscription- 
funded streaming music service; it is accessible to any connected digital  
device featuring Google’s Android operating system; Google has signed 
licensing deals with the three major labels Universal/EMI, Warner Music 
Group, and Sony Music Entertainment; it is currently only in the US 
Creative function: to compete against such streaming-music giants as 
Spotify, Rdio and Deezer  
Creative target: Record labels; artists; music publishers; fans 
Company:  Google, based in Mountain View, California, US  
Key executive/s: Google engineering director Chris Yerga   
Investors/Owners: Google 
Distribution platform: Google Play store; Internet; mobile networks  
Launched: 2013 
URL: http://play.google.com 
###  
 

Product: Amazon’s AutoRip, digital-music service 
Need to know because since starting in only January, the service has 
been rolled out from the US into Italy, Germany, France and  
the UK; it enables purchasers of CD or vinyl albums via Amazon’s  
online store to receive automatically the digital versions for free inside  
their online locker via the Amazon Cloud Player; they can then listen  
to the songs on any digital device; it applies mostly to recordings released  
since 1999, and tracks that the labels have specifically licensed for AutoRip; 
depending on the country, there are between 350,000 and 500,000 
albums licensed 
Creative function: value-added service for Amazon customers 
Creative target: record labels; music publishers; music fans   
Company:  Amazon.com, based in Seattle, Washington, US    
Key executive/s: Amazon CEO Jeff Besos; vice president, digital  
music Steve Boom 
Investors/Owners: Amazon.com   
Distribution platform: cloud-based Internet server  
Launched: 2013 
URL: www.amazon.com 
###  
 
Product: Ampya, a streaming-music service 
Need to know because German TV giant ProSiebenSat.1 Media 
has entered the still growing music-streaming business with Ampya;  
it has a freemium business model, which means users can subscribe  
to the ad-funded free version or pay monthly subscriptions for  
the ad-free format 
Creative function: to compete against the likes of Spotify, Simfy, 
Deezer, Napster, Wimp and possibly Apple’s new iRadio in the  
overcrowded German market; part of the traditional TV group’s  
ambitions to diversify into the digital space 
Creative target: record labels; music publishers; music fans 
Company:  Magic Internet Musik GmbH, based in Berlin, Germany 
Key executive/s: Joint managing directors Manuel Uhlitzsch;  
Michael Krause 
Investors/Owners: ProSiebenSat.1 Media 
Distribution platform: Internet  
Launched: 2013 
URL: www.ampya.com 
### 
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Product: Open Labs, a start-up technology service for labels 
and artists 
Need to know because US rapper/producer Timbaland has led 
the US$500,000 first round of funding for the start-up; it develops  
apps designed to create, produce and compose music on digital 
devices; combined, the StageLight and SongBuilder software 
products enable musicians to compose songs, produce them,  
and select the most appropriate instruments to play digitally 
Creative function: getting prepared for the next generation 
of songwriters 
Creative target: musicians, songwriters; recording studios; producers 
Company:  Open Labs, based in Austin, Texas  
Key executive/s: CEO Cliff Mountain 
Investors/Owners: includes Timbaland 
Distribution platform: mobile apps  
Launched: 2003 
URL: www.openlabs.com 
###  
 
Product: Songza, the free streaming-music radio platform 
Need to know because the venture, created by the team that 
invented the Amie Street music store acquired by Amazon.com, 
has raised more than US$3.8m in new finance; the funds will be 
used to strengthen the infrastructure and marketing activities; 
the service, which helps music fans select the most apt songs to 
listen to depending on time of day, mood, activity, is currently  
available in only North America 
Creative function: curating music and challenging the efficiency  
of helping music fans discover the sounds they really want to listen to 
Creative target: music fans; record labels; music publishers  
Company:  Songza, based in Long Island City, New York 
Key executive/s: CEO Elias Roman  
Investors/Owners: includes Deep Fork Capital; angels 
Distribution platform: Internet  
Launched: 2007 
URL: www.songza.com 
###  

Product: Tunigo, the music-discovery and recommendation service 
Need to know because Spotify, the world’s biggest music- 
streaming platform, has bought Tunigo for an undisclosed sum; 

reports indicate the deal brings total investment in Tunigo 
to about US$3m; the service features a comprehensive catalog of  
pre-built and themed playlists that music fans can select from to  
play based on their moods, the occasion, the activity they’re taking 
part in; the two companies have a history as the Tunigo app 
was already being used on Spotify; it helped fans find the music 
they liked among the 20 million songs available 
Creative function: ownership is expected to provide Spotify  
the platform to develop an online radio service 
Creative target: music fans; artists; labels 
Company:  Snowfish AB (Tunigo’s holding company), based  
in Stockholm, Sweden 
Key executive/s: CEO Nick Holmsten  
Investors/Owners: Spotify 
Distribution platform: mobile app; Internet 
Launched: (Snowfish) 2006 
URL: www.tunigo.com 
###  
 
PRINT MEDIA/PUBLISHING ________ 
 
Product: Crocodoc, the tech that converts Microsoft Office and PDF  
files into HTML5 files to read on any web or mobile browser 
Need to know because it was recently acquired by The Box, the US 
cloud-storage specialist; Crocodoc says it is used by 15 million 
individuals, 150,000 businesses and 92% of the Fortune 500 
companies; TechCrunch says Crocodoc had raised US$1m-plus 
from investors like XG Ventures, Y Combinator, SV Angel plus 
individuals funders before it was sold for an undisclosed sum 
Creative function: converting traditional print media into readable 
files via web browsers 
Creative target: any media owner 
Company:  The Box, based in Los Altos, California  
Key executive/s: Crocodoc CEO Ryan Damico; The Box CEO 
Aaron Levie 
Investors/Owners: The Box  
Distribution platform:  Internet 
Launched: 2007 
URL: www.crocodoc.com 
###  
 
Product: Kobo Aura HD, an E-ink e-book reader 
Need to know because Kobo, one of Amazon.com’s most  
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aggressive rivals in the international e-book space, claims this 
new edition of its device, with a 6.8-inch display screen, offers  
readers the highest resolution available in the business in terms  
of image quality; Kobo, an anagram of the word ‘book,’ has  
more than 3.5 million titles of e-books, magazines and newspapers  
read on its devices in 190 countries 
Creative function: to make e-book reading as consumer-friendly  
as traditional quality print books 
Creative target: book publishers; book-loving consumers 
Company:  Kobo, based in Toronto, Canada 
Key executive/s: CEO Mike Serbinis; CTO Dan Leibu; 
general manager, devices Wayne White 
Investors/Owners: Japanese e-commerce giant Rakuten 
Distribution platform:  e-book device; Internet 
Launched: 2009 
URL: www.kobo.com 
###  
 
Product: Pulse, start-up mobile news-aggregation service 
Need to know because professional-networking  platform LinkedIn 
has spent US$90m in cash and stocks buying Pulse; experts say the move  
proves LinkedIn believes giving its members access to content is key  
to its growth and sustainability strategy; Pulse has 30 million-plus registered users  
Creative function: personalizing news and information gathering 
on mobile devices  
Creative target: Publishers; brand owners 
Company:  Pulse, based in Mountain View, California 
Key executive/s: CEO Akshay Kothari; CTO Ankit Gupta 
Investors/Owners: LinkedIn 
Distribution platform: mobile app 
Launched: 2010 
URL: www.pulse.me 
###  
 
Product: Mendeley, a digital platform enabling academics and 
researchers to exchange and share information  
Need to know because the venture has been acquired for £45m 
by Reed Elsevier, the Anglo-Dutch international niche subjects and  
text-book publisher; more than 380 million documents have been  
shared for research via Mendeley since it started  
Creative function: high-level education academics can manage, 

organize and share the reams and reams of documents and 
articles gathered during research 
Creative target: a community of the 2.3 million academics that  
subscribe to the cloud-based Mendeley 
Company:  Mendeley, based in London with a New York office 
Key executive/s: Mendeley CEO Victor Henning; Elsevier CEO 
Ron Mobed 
Investors/Owners: Reed Elsevier 
Distribution platform: Internet; downloadable proprietary software  
Launched: 2009 
URL: www.mendeley.com 
###  
 
Product: Wavii, a mobile-delivered streaming news feed  
Need to know because it has become a subsidiary of search- 
engine giant Google, which bought it for a reported US$30m-plus 
in cash; it uses “natural-language” technology to summarize large  
articles accompanied by other related information from the social- 
media networks; they are converted  into digestible short texts 
Creative function: it is expected to compete against Summly, 
the text-summary mobile app acquired by Yahoo! earlier 
this year 
Creative target: any company or individual managing  
mountains of data 
Company: Wavii, based in Seattle, US, but has shut down,  
is expected to move to Google’s California headquarters  
Key executive/s: Founder Adrian Aoun 
Investors/Owners: Google 
Distribution platform: Internet; proprietary software 
Launched: 2009 
URL: www.google.com 
###  
 
SOCIAL MEDIA/INTERNET_______ 
 
Product: Beatquake, a visualization of the music played on Facebook 
Need to know because Facebook hired San Francisco data-visualization 
agency Stamen to create a 3D map that illustrates, in the form of sound  
waves that represent the volume of each song, the three most popular  
songs played each day over a period of 90 days in different regions in the  
US; in all, more than 110 million songs, album and music radio stations  
were played via apps that were part of the Facebook Open Graph; the  
multi-colored graphics of the waves, with each color representing a  
different song, rise and fall depending on the number of plays a song 
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got in a region, and the density of the visuals were affected by beats per  
minute in a song 
Creative function: to illustrate Facebook’s potential as an edgy digital 
marketing platform for the music industry 
Creative target: the music industry 
Company:  Facebook, based in Menlo Park, California 
Key executive/s:  CEO Mark Zuckerberg 
Investors/Owners: Facebook Inc 
Distribution platform:  Facebook.com 
Launched: 2013 
URL: www.facebookstories.com 
###  
 
Product: Bebo, the former darling of the social-media networking set 
Need to know because although it filed for Chapter 11 bankruptcy 
protection in the US in May, it has been bought back by  
its original owners for US$1m even though they had sold it to web-portal  
giant AOL for US$850m in 2008; who knew it still existed? When AOL 
had problems making a profit from Bebo, which was very popular among 
teenagers in Europe and had 40 million users globally, they sold it to  
Internet investment firm Criterion Capital Partners for a reported US$10m;  
now its original founders hope to use their ideas-incubator firm The  
Monkey Inferno to revive Bebo to its former glory 
Creative function: take on the challenge of competing against 
Facebook, Twitter, Pinterest and the other social networks that 
have emerged since Bebo’s fall from grace 
Creative target: yet to be determined 
Company:  Bebo, based in San Francisco, California  
Key executive/s: Co-founders/new owners Michael and Xochi Burch 
Investors/Owners: Michael and Xochi Burch, The Monkey Inferno 
Distribution platform: Internet; mobile 
Launched: 2005 
URL: www.bebo.com 
###  
 
Product: PPS, the online video business of Chinese Internet service  
provider and peer-to-peer platform PPStream  
Need to know because Chinese search-engine giant Baidu has agreed 
to pay US$370m for PPS; the sellers include private-investment firms 
LB Investment, Ceyuan Ventures, Qiming Ventures and PCCW, the  
Hong Kong-based telecommunications group; by merging PPS with  

its own smaller video platform iQiyi, Nasdaq-listed Baidu 
hopes to  operate China’s biggest video-sharing website. The  
combined operation will still be known as iQiyi, while PPS will  
be operated as a sub-brand. But with its software installed in more  
than 500 million PCs, 100 million of which are active daily, PPS’  
influence will be significant. 
Creative function: to be China’s localized answer to YouTube; 
compete against larger local rivals Youku Tudou and Sohu.com; 
and to start the consolidation of  the country’s online-video sector 
Creative target: video-content producers and distributors 
Company:  PPS, based in Shanghai, China 
Key executive/s:  CEO Gong Yu; co-presidents Zhang Hongyu; 
Xu Weifeng 
Investors/Owners: Baidu 
Distribution platform: Internet  
Launched: 2005 
URL: www.pps.tv 
### 
 
Product: TopicWatch, a software engine designed to mine data 
and seek, summarize and analyze patterns gathered from any  
given text and express them as informative visuals and graphics 
Need to know because TopicWatch’s owner Lucky Sort has 
been acquired by micro-blogging giant Twitter for an undisclosed 
sum; the sellers include Invite Investments, and Neu Venture Capital 
Creative function: data visualization 
Creative target: companies with large databases of information 
Company:  Lucky Sort, based in Portland, Oregon, but now moving 
to Twitter headquarters in San Francisco 
Key executive/s: Lucky Sort CEO Noah Pepper 
Investors/Owners: Twitter 
Distribution platform: Internet; proprietary software  
Launched: 2011 
URL: www.Twitter.com 
### 
 
Product: Urturn, an international social-expression platform 
for spreading memes virally 
Need to know because although launched only last year, the  
start-up has already raised US$13.4m in a Series A round of  
funding; Urturn’s unique selling point is that, instead of just  
sharing the things you love on social networks, it allows the  
users to express their individuality with photos, audio or video  
content, to share  the end result on other social-media platforms;  
to take part in a viral meme using their own expressions 
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Creative function: for expressing interests in music, art, design, fashion  
Creative target: young social-media users; brand owners; artists  
Company:  Urturn, based in London, UK 
Key executive/s: CEO Stelio Tzonis   
Investors/Owners: include Balderton Capital; Depiopharm Group; 
angel investors 
Distribution platform: Internet; mobile app  
Launched: 2012 
URL: www.urturn.com 
###  
 
Product: Waze, the crowd-sourced GPS-centered traffic-navigation  
mobile app 
Need to know because the Israeli start-up was bought by  
search-engine behemoth Google for a reported US$1bn-plus  
in June; mobile mapping requires heavy investment but  
Waze is considered cost-efficient; the mapping details are  
mostly crowd-sourced by encouraging its 47 million users  
of motorists worldwide to inform the system of the most up-to-date  
efficient routes to use and traffic congestions to avoid; the acquisition 
is being investigated by the US Federal Trade Commission as Waze is  
considered to be the nearest rival to Google Maps; Facebook and Apple 
had reportedly also planned to buy Waze 
Creative function: to rival Google Maps, Nokia Maps and Dutch 
auto-navigation pioneer Tom Tom 
Creative target: Motorists 
Company:  Waze, based in Tel Aviv, Israel 
Key executive/s: CEO Naom Bardin 
Investors/Owners: Google 
Distribution platform: mobile app  
Launched: 2008 
URL: www.waze.com 
###  
 
TELEVISION________ 

Product: Boxee, the cloud-based social digital streaming service with  
a video recorder (DVR) offering unlimited storage space 
Need to know because the start-up company behind Boxee has been 
acquired by electronics and mobile-devices manufacturing giant  
Samsung for a reported US$30m; Boxee was famous for its  

online-streaming set-top box Boxee TV, which has also 
been described by experts as the ideal DVR for casual cable-TV viewers  
or those who have stopped their cable subscriptions; with the Boxee TV  
set-top box and, later, the Boxee Cloud DVR, subscribers could still  
record TV programs broadcast over the air and share comments with 
other viewers; with the Samsung deal, existing paying subscribers will  
lose some of the functions as Samsung is really after the technology 
behind Boxee 
Creative function: to give Samsung a competitive edge in the 
burgeoning Internet-connected Smart TV space 
Creative target: Cord cutters and lapsed cable-TV subscribers 
Company:  Boxee, based in Tel Aviv, Israel   
Key executive/s: CEO Avner Ronen  
Investors/Owners: Samsung Electronics 
Distribution platform:  the cloud servers; broadcast signals 
Launched: 2004 
URL: www.boxee.tv 
### 
 
Product: BroadbandTV, Internet-delivered online-TV network 
Need to know because Europe’s biggest TV broadcaster, the  
Germany-based RTL Group, has agreed to pay US$36m towards 
a series of investments that gives RTL a 51% stake in BroadbandTV, 
one of the largest online-TV networks on YouTube; its unique 
selling point is the technology that helps rights owners detect 
when consumers have uploaded their videos on to YouTube; it  
also operates two online-video brands on YouTube: TGN for  
games-themed content, and VISO, a network of online channels 
centered on music, games, tech, and comedy, among others themes; 
content owners working with BroadbandTV range from indie 
video producers and media giants; in all, the venture oversees 
the content in 135 YouTube Channels that receive 400 million- 
plus views a month 
Creative function: to boost RTL Group and its content 
division FremantleMedia’s presence in the digital space  
Creative target: video content and TV show producers;  
advertisers 
Company:  BroadbandTV, based in Vancouver, Canada 
Key executive/s: BroadbandTV CEO Shahrzad Rafati; RTL Group 
co-CEO Guillaume de Posch  
Investors/Owners: RTL Group,  
Distribution platform:  Internet; YouTube 
Launched: 2005 
URL: www.broadbandtvcorp.com 
###   
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Product: Immersive TV, a 4D interactive-entertainment platform 
Need to know because a group of universities and companies in Spain are 
collaborating on a €2.7m experiment to develop the technology that enables  
TV viewers to interact seamlessly with the on-screen content; they will also  
be able to become part of the scenes as lookalike avatars of themselves are 
integrated into the storyline on-screen, or, from their living room, they will 
be able to feel as if the on-screen scenes have entered their homes; the software,  
which will be installed in the TV’s set-top boxes, will control sensors,  
surround-sound audio systems, simulated scents, atmospheres and textures, 
and moving furniture to reenact experiences associated with 4D theater; 
the technology could become a commercial reality in three years’ time 
Creative function: interactive entertainment; interactive advertising;  
product placement; e-commerce; augmented-reality experiences 
Creative target: digital content producers and distributors; brand owners 
Company: Indra, based in Madrid, Spain, but operates in 128 countries     
Key executive/s: chairman Javier Monzon 
Investors/Owners: including Spain’s Ministry of Industry  
Distribution platform: digital set-top boxes; interactive-TV sets; 
content-delivery networks 
Launched: 2013 
URL: www.indracompany.com 
###  

Product: Kabel Deutschland, Germany’s largest cable-TV platform 
Need to know because Vodafone, the UK multinational telecoms 
giant, has snapped up KD in a deal valued at €7.7bn; Liberty Global, 
the US-originated international cable operator, had been the rival 
suitor for KD’s attentions; the stock exchange-listed KD is in 8.5  
million German homes  
Creative function: the move continues the growing trend of  
telecoms groups offering their customers high-quality TV and  
high-speed broadband services as part of their Triple-Play offerings,  
and this represents Vodafone’s biggest step into the TV market 
Creative target: TV networks; online TV content producers  
Company:  Kabel Deutschland, based in 13 of Germany’s 16 
Lander (states), with headquarters in Unterfoehring, near Munich  
Key executive/s: KD CEO Adrian von Hammerstein  
Investors/Owners: Vodafone 
Distribution platform: analog and digital cable networks 
Launched: 2003 
URL: www.kabeldeutschland.com 
###  

Product: Magine, the cloud-based portable cable-TV plat-
form 
Need to know because the over-the-top platform serving linear-TV 
channels to users has clinched US$19m in a Series A round of  
investment; the money comes from a group of “Swedish and  
international investors”; the platform’s simplicity lies in the fact  
that all the viewer needs to do is download the app to the connected  
device and can start subscribing immediately; the new funds will be  
used to expand from Sweden into Germany and Spain next 
Creative function: to offer connected TV without investing 
in any hardware, and live-TV programming, not just on-demand 
Creative target: TV networks; content producers 
Company:  Magine, based in Stockholm, Sweden   
Key executive/s: chairman Michael Werner; CEO Erik Wikstrom  
Investors/Owners: Angels 
Distribution platform: Internet; mobile carriers  
Launched: 2011 
URL: www.magine.com 
###  

Product: TelkomVision, Indonesia’s second biggest pay-TV platform 
Need to know because privately owned conglomerate CT Corp  
controversially agreed to buy 80% of the 98.75% that state-owned  
Telekomunikasi Indonesia controlled in its cable and satellite- 
delivered pay-TV business for a reported US$100m; Telkom accounts  
for 14.5% of the country’s pay-TV sector by revenue; the sector is  
dominated by rival MNC (65% share); however, with a mere 7%  
penetration (compared with India’s 83%, Singapore’s 81% and  
China’s 54%), Indonesia’s pay-TV  industry sector has plenty of room  
to grow and critics fear CT Corp is gaining an unfair advantage  
Creative function: a new player enters the competitive local TV sector 
Creative target: TV networks; TV content producers; advertisers 
Company:  CT Corp, based in Jakarta, Indonesia   
Key executive/s: CT Corp chairman Chairul Tanjung 
Investors/Owners: CT Corp/ Telekomunikasi Indonesia 
Distribution platform: cable network; satellite; IPTV 
Launched: 1997 
URL: www.telkomvision.com 
### 

Product: YouTube Original Channels, the online-TV networks 
offered by the video-sharing network giant  
Need to know because YouTube the company offered US$100m in 2011  
to amateur, enthusiastic, and professional video producers to help fund  
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Need to know because YouTube the company offered US$100m in 2011  
to amateur, enthusiastic, and professional video producers to help fund  
original content for their own online TV channels on YouTube the platform; 
those networks have been advertising funded; YouTube is now experimenting 
to see if it can generate a secondary revenue source by offering 53 of those  
channels as monthly subscription-funded services; the fee rates range from  
US$0.99 to US$6.99  
Creative function: to challenge the premium editions of new over-the-top  
broadband-delivered TV services like Netflix and Hulu, and even 
established cable-TV services 
Creative target: online consumers and advertisers 
Company:  YouTube Original Channels are in the US (for a global 
audience, plus local channels in the UK, Germany, France and Japan 
Key executive/s: director of content partnerships Ben McOwen Wilson  
Investors/Owners: Google 
Distribution platform: Internet  
Launched: 2011 
URL: www.youtube.com 
###  
 
Product: TV Guide Digital, the mobile and online edition of the US’ 
biggest TV-programming guide 
Need to know because US TV broadcast network CBS has become the 
whole owner of TV Guide Digital after buying out the 50% share that it did 
not own from Lionsgate Entertainment; the TV Guide Digital’s assets 
include the TVGuide.com website and the related mobile apps; they 
will be operated via the CBS Interactive division; CBS and Lionsgate 
remain joint-venture partners in TVGN, a general-entertainment TV 
network 
Creative function: marketing tool for promoting CBS’ premium- 
content brands 
Creative target: TV viewers; online-video viewers; advertisers 
Company:  CBS Interactive, based in San Francisco, California 
Key executive/s: CBS Interactive president Jim Lanzone  
Investors/Owners: CBS Corp 
Distribution platform: Internet; mobile apps 
Launched: 2007 
URL: www.tvguide.com 
###  

EXTRA________ 
Product: Google’s driverless car, the self-driving motor vehicle 
Need to know because three US states (Nevada, Florida and California)  
have legalized the testing of these controversial robotic autonomous cars; 
now, the US’ national Transport Department published a policy in May  
that effectively encourages more tests of driverless cars and it technologies ; 
the tech is being tested on the Toyota Prius, the Lexus RX450h, and the Audi TT; 
Google is said to want billionaire entrepreneur Elon Musk to use his electric-cars  
company Tesla Motors to manufacture its driverless cars; Google’s advances have 
prompted auto giants like General Motors to start considering investments in  
self-driving cars 
Creative function: to reduce the accidents and fatalities  
Creative target: automotive designers 
Company:  Google X, the secret laboratory where Google tests its 
futuristic technologies 
Key executive/s: Google’s Sergey Brin; Google X co-founder Sebastian Thrun 
Investors/Owners: Google 
Distribution platform: roads  
Launched: still experimental 
URL: www.google.com 
### 
 
Product: Terrafugia TF-X, the flying car 
Need to know because rumors indicate that the manufacturer 
Terrafugia is keen to move on from the prototype phase to  
commercial manufacturing; the company first built the Transition, 
a gas-powered road-worthy car that can also fly as an airplane; the new  
TF-X is an electrical version but it is still a concept; it takes off vertically  
the way a helicopter does at airports but can be driven home from the  
airport and stored in the garage; the Transition’s first successful ‘flight’  
took place that year; the firm has since raised several millions of dollars  
in investments; sales of the TF-X are expected by 2016, pending the  
permission of the US Federal Aviation Administration; and should it  
become a commercial reality, the TF-X could help dodge congested traffic 
Creative function: personal transportation; hybrid electric flying car  
Creative target: car designers; pilots 
Company:  Terrafugia, based in Woburn, Massachusetts, US   
Key executive/s: CEO/CTO Carl Dietrich; COO Anna Mracek Dietrich 
Investors/Owners: venture capital 
Distribution platform: automobile aircraft  
Launched: 2006 
URL: www.terrafugia.com 
###  
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umbers that count 
The statistics illustrating technology’s 
influence on media and entertainment’ s evolution  

TechMutiny 

Gangnam Style is the atypical hit single that turned Psy, the South Korean K-pop 
singer who had hitherto been unknown in the West, into a global superstar. Released 
in Korea in July 2012, it started going viral in August. By December, it had become the 
first YouTube video to hit the 1 billion-views mark.  
  By the middle of this year, Gangnam Style had been watched 1.5 billion times. As a 
meme, Gangnam Style also became an online phenomenon. However, it met its match 
in Harlem Shake. Originally, the name of the debut single (released May 2012) by US 
DJ Bauuer, it became a meme phenom when a 30-second video set to the music was 
parodied online thousands of time.  
  Billboard magazine went on to describe Harlem Shake as “the biggest viral sensation” 
since Gangnam Style. This raises the question: is it possible to control the fate of a 
popular meme? Face, the UK strategic creative-research agency, has been dissecting 
the meme trend and, below, reveals its diagnosis on “How Stuff Spreads” online. 
 
Gangnam Style vs Harlem Shake: anatomy of two memes 
By Francesco D’Orazio and Jessica Owens 
 
At the London creative research agency FACE, we’ve just launched a new social media  
intelligence tool Pulsar TRAC and, along with it, a new series of data studies called How 
Stuff Spreads. 

  The first edition of How Stuff Spreads looks at how digital content (videos, articles, websites, 
and images) travels the social web. This looks at how two memes spread online: Gang-
nam Style vs Harlem Shake.  
  Gangnam Style and Harlem Shake were viral phenomena, generating thousands of spin-off 
versions and billions of views. By using Pulsar TRAC’s Content Tracking technology, we are 
able to track any social media conversation containing a specific URL and analyze who is  

The battle of the musical memes: 
Gangnam Style vs. Harlem Shake 
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talking about it, gateways and hubs, topics of discussion, geography of the discussion and 
key channels.  

  We wanted to understand how Gangnam and Harlem became global memes. So we set 
out to compare how the top five versions of each video were shared on Twitter, by looking 
at eight dimensions of each meme:  
Shape: Number of shares per video, over the lifetime of the meme 

Lifespan: Number of consecutive days where people shared the meme 500+ times 

Popularity: Number of unique users sharing the meme over its lifetime 

Shareability: Total Twitter shares per each million of YouTube views 

Globality: How international was the meme?  

Amplification: How influential were the people who shared the meme? 

Variation: How much did attention to the meme vary day-by-day? 

Diffusion Network: Hubs and nationalities who drove the spread of the meme 

So what did we find out? 

Memes have different shapes: Gangnam Style showed a top down or ‘vertical’ pattern, 
with the original video generating 10 times as many YouTube views and shares as any of 
its variations. Conversely Harlem Shake was more bottom up or ‘horizontal’ in its  
dynamic, with the original seed sparking thousands of variations, some of which did better 
than the original in terms of views and shares.  

The shape of a meme affects its lifetime: We defined a meme as ‘live’ (popular and  
actively shared) at the time when it was getting at least 500-plus URL shares on Twitter 
per day. Whereas Gangnam Style lived for 172 consecutive days, Harlem Shake only sur-
vived for 29.  

Conclusions 

Eight things we learnt about how stuff spreads in social media 
Based on studying the spread of the Gangnam Style and Harlem Shakes memes on  
Twitter, we see eight common things to watch out to make things go viral: 

Bursts and Rises: Two models of virality. The Burst model is bottom-up: the variations 
are more powerful than the original seed and there’s no clear leadership or narrative. The 
meme relies on community relevance to spread. The Rise model is top-down: the original 
seed is always stronger than its variations and has a clear leader dictating the narrative. 
Bursts spread widely more quickly but don’t endure. Rises spread more slowly and less 
widely but they tend to endure because the meme has a focal point. Choose your model of 
virality and plan accordingly. 

Triggers: Whatever the model, virality is triggered by surprise, cultural relevance to a 
community, and endorsement by a leader or the media.  

Waves: Whatever the trigger, virality is not a steady affair; it spreads in waves and spikes. 

Communities drive viral spread way more than influencers. 

Glocality: Memes transcend geography but a successful meme needs a balance of both local 
relevance and global appeal. 

Leadership: A meme needs a focal point to live longer. Virality is only sustained through a 
strong narrative and leadership. 

Slow and spikey wins the race: Weak ties and communities sustain for weeks but they 
don’t give you scale in the short term. Top-down media and celebrity endorsement gives you 
instant scale but burns out within a couple of days by decreasing the shareability of the 
meme. 

Memes are like currency: you need to balance supply (or accessibility) and inflation. In 
order to achieve high shareability and high popularity, the meme supply has to be expansion-
ary but strategically controlled so that it doesn’t negatively affect its shareability. This at the 
same time gives the meme the scale that can trigger and sustain exponential growth. 

### 

UK-based Omnifone, arguably the world’s largest B2B white-label online-music service, 
recently announced it had gained another 1.2 million new subscribers in the six months  
ending 7 June. Its pioneering cloud-based multi-platform all-you-can-eat operation powers 
several online-music services. They include Sony Music Unlimited in 19 countries, MySXM 
for US Internet radio service SiriusXM, and its own direct-to-consumer platform rara.com.  
 
  It has also formed partnerships with major brands that want to offer digital music to their 
customers. Among them are auto maker BMW (for Europe’s first in-car streaming service) 
via rara.com, PC manufacturer HP, and smartphone brand BlackBerry. In total, subscribers 
to Omnifone-powered digital-music services have access to 25 million songs in 34 countries.    
 
  The 10-year-old company has come a long way since launching MusicStation, the first 
cloud-based music service (before Apple’s iPhone and Spotify), in February 2007 with only 
1.2 million tracks.  
 
  To celebrate its 10th anniversary, Omnifone produced an infograph of its milestones; an 
infograph that also happens to offer a snapshot of major developments in the history of  
digital music. 

10 years of digital sounds via 
Omnifone’s eyes and ears 
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Along with an increase in social networkers, there has been 
growth in their willingness to engage with brands in a social-
network setting. The average social network now ‘likes’ 11 
brands on their Facebook profile, an increase from eight in 
2012.This is potentially a great outcome for commercial  
organizations using Facebook to promote their products, but 
more interestingly, Facebook is also used by consumers when 
investigating products or services online, and a significant 
34% have bought a product or service after seeing it on a 
brand’s Facebook page. People are sharing more of their  
personal information (72% now have a Facebook profile, a 
31% uplift compared to 2008). 

Source: Wiggin 

 

In the sixth qualitative and quantitative Digital Entertainment Survey (2013)  
commissioned by UK entertainment law firm Wiggin, ComRes studied more than 
2,500 British Internet-connected consumers’ use of and attitude towards digital media.  

Social media in the UK: on Facebook, Smart TV 

Brits on Facebook 
Commercial and consumer users  

TechMutiny homes in on two of the survey’s key findings:  1. People and 
business’ use of Facebook ; Consumers attitude towards the emerging Internet
-connected smart-TV sets 
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Smart TVs, which offer apps and media content via an Internet-
connected portal, are increasingly arriving in consumer homes. 
  Currently, 23% claim to own a smart TV, up from 21% in 2012, and 
a further 37% expressed interest in purchasing one in the near future. 
Motivations cited for purchasing a smart TV were the ability to con-
solidate both TV and online activities on a single screen, and the novelty 
of exploring the web on a very large screen. 
  Despite curiosity about web-browsing, it is access to rich media ser-
vices, such as catch-up TV apps, that emerges as the most popular use 
for a smart TV. This is followed by watching user-generated content; 
many smart TVs include a YouTube app. 
  An early issue with smart TVs was low connection rates, as initial 
models were ‘wired only.’  More recent models include Wi-Fi con-
nectivity, and an increasing array of content-rich apps, including 
the BBC iPlayer, the ITV player and online movie-and-TV subscrib-
er services such as LoveFilm and Netflix. With all major manufac-
turers now producing smart TVs, increased penetration is inevitable.  
  However, their impact on more established UK content platforms, 
such as Sky and Virgin Media, remains to be seen. In reality, smart 
TVs replicate much of the same offerings, and are often sitting along-
side a Sky or Virgin Media set-top box in the household. 

Source: Wiggin 

 

Brits on smart TV  
Who is connecting and why?  
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tart-ups’ Standpoint 
The challenges start-ups face the moment they 
go public with their visions 
 

 

Product/service: Bugscore.com 
Developer: Bugscore Ltd (London, UK)  

When launched: March 2013 

Targeted users/sector: 2.3 billion Internet users, 63 industry sectors, 141 million 
products, 46,000 listed companies, 121 million SMEs (small-medium enterprises) 

How will your technology change the industry you are in; what gap is it fill-
ing; what is the unique selling point? Our technology quantifies consumer  
opinion on everything in the form of real-time scores. This is an industry first and 
will allow an unprecedented level of targeting for advertisers, recruiters, market 
researchers, investors and over 63 industry sectors. Our product fills a large gap-
ing hole in the market; Google allows you to search information, Wikipedia allows 
you to learn from it, Facebook/Twitter allow you to share it, but nothing allows you 
to express your opinion on information quickly and accurately. Bugscore allows 
you to score it! Our website, Bugscore.com, unifies the global review process 
which is very fragmented at the moment (most review sites operate a rating system 
out of 5 stars that tells little and is not comparable). If you go back to the 1990s, 
people carried phones, CD players, PDAs (personal digital assistants) and had a 
sat nav in their cars. Today, all of these technologies have converged into an  
iPhone. We believe harmonization and aggregation are innate to mankind’s  
technological progress – eventually, the global review sector will undergo heavy 
consolidation and Bugscore plans to be at the forefront. 
 
How did you overcome your biggest fear when you realized the concept was 
becoming a business reality? The biggest fear for any startup is the prospect of 
not gaining traction. Entrepreneurs want to see the product they have created is 
adding genuine utility to people’s lives. Although we have just commenced our 
marketing activities and our user base is small, yet growing, we see solid  
engagement with the product and this is where we can see our business becoming 
a reality. 

Any recent developments to announce? Yes, we have taken two new investors 
and board advisors and have reached 83% completion of our seed-round. On the 
technology side, we are introducing in 2013, for the first time, the ‘Score’ button to 
the web. This will hopefully find a home on all major digital content sites (near oth-
er social buttons such as Facebook’s ‘Share’ and Twitter’s ‘Tweet’) where some-
one or something can be rated. 
 
Current Investors: 
CEO, Karan Khemani 
COO, Zissis Skouloudis 
Rosetree Advisors, LLC 
Berresch Capital GmbH 
Neuchatel Ltd. 
HP Angels Club Eric Wong 
 
URL: www.bugscore.com 
Email: management@bugscore.com 
Twitter: www.twitter.com/bugscore 
### 

 

Product/service: Get Lunched 
Developer: Get Down To Business Ltd (London, UK) 

When launched: April 2012 (Beta) 

Targeted users/sector: Everyone in the UK with a lunch hour; there are 30 million 
lunch hours in the UK every day; soon to be expanded to the US.  

How will your technology change the industry you are in; what gap is it  
filling; what is the unique selling point? Get Lunched is the first location-based 
social network focused on people making the most of their lunch hour. The ability 
to sign in with Linkedin, Facebook and Twitter adds to its business networking cre-
dentials.  Get Lunched can be used in two ways: firstly, to connect with people 
nearby to meet for lunch, and secondly, as long as you know who you are lunching 
with, it is the home of location-based restaurant deals for the lunchtime. Get 
Lunched has been created on a platform that drives location-based connections 
with people and location-based deals. The real purpose of the platforms is to con-
nect people with similar interests and needs to those around them, based on their 
location and interests. Get Lunched was created because the founders needed to 
meet other people in life beyond their partners for business and leisure and the 
only existing technology that applies is for dating purposes. The fact we all have 
LinkedIn connections we’ve rarely met and sometimes never meet was a key driv-
er in people being able to make the most of their lunch hour.  

TechMutiny 
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START-UPs’ STANDPOINT________ 
Our tag line is: “It’s your lunch hour; use it.” The gaming element of the platform is 
driven by the “I’m Buying, You’re Buying and 50/50” functionality.  There is some-
thing poetical about a free lunch based on a value exchange of your knowledge. 
For example, a mortgage expert or tax advisor may find new popularity among Get 
Lunched users. This gamification aspect is not new; we’ve all bought people lunch 
before or had a free consultation from a business professional that wants our busi-
ness. Get Lunched also incorporates a celebrity and brand element with its spe-
cially created ‘Dream Teams.’ The Dream Teams are a panel of industry celebrities 
that Get Lunched members can competitively pitch to have lunch with. Check out 
http://www.getlunched.com/dream-team. 

How did you overcome your biggest fear when you realized the concept was 
becoming a business reality? On the business front, Lyndon and Matt realized 
early on they would need to make a real commitment to the business. This meant 
Matt working full-time on the business from November 2011, and Lyndon funding 
the early stage development from his savings. As nothing exists with similar func-
tionality, we have APIs with Google Maps, LinkedIn, Facebook, Twitter, Open Ta-
ble (online real-time restaurant-reservation platform) and various deals with mer-
chants. The initial and ongoing development is complex and therefore expensive.  
But Get Lunched has been designed as a platform that will allow re-skinning as 
Get Lunched activates future Get brands. 

Any recent developments to announce? We continue to take part in pitching 
contests, such as 2Pears’ TechPitch 4.5 in London.  

Current Investors: Family and Friends; Get Lunched is also actively seeking the 
next stage of investment. The next stage will mean the establishment of a board, 
and the further development of the platform to drive initial revenues. 

URL: www.getlunched.com 
Facebook: https://www.facebook.com/getlunched 
Twitter: https://twitter.com/GetLunched 
### 
 

 Product/service: MusicFlow 
Developer: Musemantik (Edinburgh, UK) 

When launched: The Company started in 2009. The Beta version of MusicFlow 
has continuously been developed since 2012 and we are adding new features eve-
ry month. It is already being used by some company customers, but the version for 
individual users is expected to launch later this year.  

Targeted users/sector: 1. Video, film, trailer, animation and photo slideshow pro-
ducers and corporates that create or manage large files of such media. 2. Compa-
nies that have online or mobile apps or video editors/services for managing, pro-
cessing and selling photos, videos or any type of visual stories online. They can 
use our API and increase their revenue by selling our music in their app and share 
the revenues with us. 3. Ad agencies, brands or music labels interested in interac-
tive music campaigns, where fans customize the music to share their experience 
with other fans. 4. We also have some art and film schools that use our software, 
including Edinburgh College of Art and The Royal Conservatoire of Scotland). 

How will your technology change the industry you are in; what gap is it  
filling; what is the unique selling point? MusicFlow is Musemantik’s online mu-
sic production service. It serves independent creatives, including media and video 
producers, filmmakers, game developers, businesses, individual creatives and oth-
er music consumers. MusicFlow will help you to create more engaging media con-
tents, unleash your creativity and make you more productive. Suppose you have a 
video and you need a music soundtrack for it. Without MusicFlow, you will go to a 
stock-music library and search for a track that matches the video in length and 
emotional arc. But that can be challenging and time-consuming. With MusicFlow, 
it’s like working with your own composer to create a customized music track that 
matches your video. In addition, MusicFlow also offers a range of soundscapes 
(sounds without the melody) to add atmospheric audio to a video, movie or any 
moving pictures. 
Consequently, MusicFlow customers can: 

 Create customized compositions for their video production and download the 
music – it comes with a royalty-free sync license. 

 Add the functionality to customize music tracks to their video apps, photo 
apps or user generated content. 

The service is monetized via monthly subscriptions or a pay-as-you-go model to 
download tracks. The pay-as-you-go rates start from £0.50 for 4 minutes of music 
for personal use; for a subscription rate, contact Musemantik). 

How did you overcome your biggest fear when you realized the concept was 
becoming a business reality? It has been a bumpy ride and we had a major 
“pivot” when the company changed direction completely from game technology to 
a cloud service. But through persistence and encouragement from others (the 
community, prospects, customers), we decided to continue on this journey of con-
stant innovation and discovery.  

Any recent developments to announce? We are just about to launch our  
composer tools in the composer section of our website (it will be announced).  
Then any composer, artist, producer or sound designer in the world will be able to 
create content in our dynamic music format, either to get a new revenue stream  
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START-UPs’ STANDPOINT________ 
(by getting royalties every time somebody downloads their music) or for creating 
interactive experiences (with major artists). Our product will be constantly evolving 
over the next months, so we encourage people to follow us on Twitter or to sign up 
to our newsletter. 

Current Investors:  
Grants from the Scottish governments 
Friends and Family 
Business angels 

URL: www.musemantik.com 
Twitter: @musemantik 
### 

 

Product/service: Stevie  
 

Developer: Stevie (Tel Aviv, Israel)  

When launched: May 2012 

Targeted users/sector: TV viewers and social network users worldwide 
 
How will your technology change the industry you are in; what gap is it  
filling; what is the unique selling point? Stevie is there to make TV relevant 
again. As viewers are immersed in social-network activity and websites that know 
who they are, who their friends are and what they like - TV has to go that way, and 
Stevie is taking it there. By mixing content from friends, content viewers have 
‘Liked’ and shared on social networks and other relevant content from the open 
web, Stevie is automatically creating a large set of engaging lean-back TV  
channels. Stevie’s Friends TV Channel is composed from everything your friends 
share. The Comedy Strip and Music Non Stop channels are created using your 
friends’ comedy/music posts, mixed with your own preferences as manifested by 
your ‘Likes’ on Facebook. Your own channel is composed of everything you shared 
on Facebook and Twitter – and it can be easily shared with your friends. Stevie 
was a finalist at TechCrunch Disrupt competition in May 2012, and recently won 
the MIPCube Lab competition in Cannes for most innovative TV-related startup.  
 
How did you overcome your biggest fear when you realized the concept was 
becoming a business reality? As the connected-TV market was very fragmented 
when we started Stevie and stayed that way to this day, we gradually understood 
that we would have to be flexible and maybe pivot as time goes by.  During the first 
six months or so of our activity, it came to mind that the connected-TV consumer  

market is not mature enough for us, although we were sure that’s where we’re  
going and that we have to seek business opportunities with partners. As the  
industry embraced our idea of the future of TV at many industry conventions,  
competitions and other events we participated in, our fear diminished and we  
understood we can do it. 
 
Any recent developments to announce? We recently launched the Stevie 
Guide, with hundreds of channels with themes based on popular Facebook pages, 
with Twitter and YouTube official content that supply hours of broadcast. So every 
major band, star, TV series, magazine, sports team, among others, can now have 
their own Stevie channel. Right now, the content channels are picked and set up 
by the Stevie crew, but we’re soon launching an option allowing you to search for 
friends or pages and watch their channels immediately. In the future, we will let 
users create their own channels and publish them on the web and their Facebook 
pages. We are now introducing a Twitter login and enabling you to watch Stevie 
without using Facebook accounts too. The next steps for us will be to get into 
IPTV, satellite and cable set-top boxes so that Stevie channels will become ‘real 
channels’ and get their own channel numbers on your remote controls – because 
we believe Stevie is not a ‘TV app’ but really a set of channels. 
 
Current Investors: 
Seed: Jeff Pulver, Gigi Levy, IMG Group 
A Round: Horizons Ventures 
 
URL: www.stevie.com 
Twitter: @myStevieTV 
Email: gil@stevie.com 
### 
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  ABOUT TechMutiny (www.jaykaymediainc.com) 
The quality quarterly newsletter that keeps track of technology breaking the boundaries 
surrounding traditional media and content platforms, and the technologists making a  
difference. Our News Analysis covers tech activities in the international media,  
entertainment and creative businesses. Our Disruption Directory lists technology 
products that have been announced or developed for specific creative sectors. Our 
Numbers That Count page features statistics illustrating technology’s influence on  
media and entertainment’ s evolution. Our Start-ups’ Standpoint section gives emerging 
technology-service providers a platform to state the  differences they hope to make and 
the challenge of fulfilling those ambitions.  
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investments in the international creative, media and entertainment industries.  
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