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Is there any lesson to be learned from the hack attack that nearly brought Sony Pictures 
Entertainment (SPE) down to its knees just before last Christmas holidays? 
  The ramifications of the malware (malicious software) that nearly tore the Hollywood 
studio apart have been brutal. 
  SPE’s Japanese parent company Sony Corp, a consumer tech giant and brand (as well as 
owner of major music label Sony Music Entertainment and Sony PlayStation video 
games), wants to postpone the filing of its most recent financial results. 
  The figures for the third quarter of the financial year ending 31 March 2015 cover  
earnings during the three months ending 31 December 2014. That should be filed by 16 
February. But Sony has asked the Financial Services Agency of Japan to extend that  
deadline to 31 March.  

Beware malware mayhem! Sony Pictures  
hacked by equally creative attackers 

ews Analysis  
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 NEWS ANALYSIS________ 

Sony’s official reason: “In November 2014, Sony Pictures Entertainment Inc…identified a 
cyberattack on SPE’s network and IT infrastructure.” 
  That month, hackers called the Guardians of Peace (GOP) claimed responsibility for the 
malware that knocked out SPE’s computer network. 
  The breach of corporations and governments’ Internet systems by tech viruses and worms 
is nothing new. Microsoft and US department store giant Target are among several such 
victims. But Sony must have pissed someone whose toxic feelings triggered the latest of 
several malware mayhems at the corporation. 
  And in today’s world of large broadband bandwidth and social media, very few Internet 
connected people did not know about SPE’s humiliation. One alleged fallout appears to be 
the recent resignation of Amy Pascal, SPE’s co-chairman. 
  GOP’s assault saw SPE’s private corporate documents spill out all over the Internet. The 
contents included unsavory email exchanges by the very top executives; the payment  
details of top Hollywood talent like Sylvester Stallone and Angelina Jolie; and copies of 
unreleased movies.  
  Even before the mess had hit the proverbial tech fan, GOP sent out warnings about its  
audacious plans to online forums. Links led to blood-red colored statements such as 
“Hacked By #GOP…Warning…We’ve already warned you, and this is just a beginning.” 
And “We’ve obtained all your internal data including your secrets and top secrets.” 
  Some threats sounded so menacing that cinema theaters throughout the US refused to 
screen The Interview, an SPE spoof movie based on North Korea’s leader Kim Jong-un 
starring James Franco and Seth Rogen. Government F.B.I officials had linked the hackers  
attacks to servers based in known North Korean internet addresses and, in the end, only 
small independent cinemas and online platforms showed the movie. 
  Media observers such as The Hollywood Reporter and The Wrap have concluded that the 
negative ramifications could go on for years. Legal battles are expected to be spurred by 
revelations of private business and artists contracts, staff salaries, and accusations of inept 
responses by SPE bosses and IT departments to the initial attacks. 
  Only time will tell whether irresponsible management had anything to do with the severity 
of the damage SPE suffered. Sony Corp’s CEO Kazuo Hirai himself has not disclosed any 
more than what is public knowledge. 
  But the experience could prove that corporate bosses of creative ventures, which have  
traditionally focused on digital piracy as their only enemy, need to be familiar with not only 
the destructive aspects of digital technology but also the disruptively innovative side of it.   
  There are underground forums and websites where malware can be bought off-the-shelf. 
Systems known as BlackPOS, SQL injection and EldoS RawDisk can be bought by anyone.  

  RawDisk’s website states: “RawDisk library offers software developers direct access to 
files, disks and partitions of the disks (hard drives, flash disks etc.) for user-mode applica-
tions, bypassing the security limitations of Windows® operating systems… Disk sectors 
can be read or written from user-mode processes, thus going around direct access ban im-
posed by the operating systems.” 
  In addition to GOP, hackers with names like Anonymous, its offshoot Lulzsec, Shamoon, 
Dark Seoul, and Destover have been wreaking havoc at nefarious levels. A cohort of data 
security specialists has evolved in response: Kaspersky Lab, McAfee, Symantec, Seculert 
and CloudFlare are among the data security and anti-virus protection companies in positions 
to speculate how SPE’s existing servers were breached.  
  Among the more plausible theories is the one that suggests that a disgruntled former SPE 
employee used stolen Sony “cryptographic certificates” that effectively gave the GOP  
malware permission to do its worst. 
  Computer network protection is inevitably getting a high-level priority at SPE now. But 
the pre-Christmas attack is not the only cyberspace assault inflicted on a Sony Corp  
subsidiary in recent years. 
  Shortly after the SPE incident, the Sony PlayStation Network (PSN) was compromised  
in December when it was hit by an outage perpetrated by Lizard Squad, another hacktivist 
group. PSN subscribers looking forward to some serious gaming over the holidays were  
left fuming.  
  In April 2011, the personal details of 77 million account holders for PSN and Sony’s other 
online entertainment platforms were exposed following another cyberattack. The compensa-
tions to subscribers were finalized last month (January).  
  And according to Forbes magazine, there have been similar security breaches of Sony 
websites in Germany and Brazil.  Sony’s experiences prove media and entertainment opera-
tions need to be as creative about their data protection technology as they are about the con-
tent they produce.  
###  

 Snapchat, the multilingual instant messaging mobile app launched in September 2011, is 
charging advertisers US$750,000 a day. That is the new rate for brands seeking the  
privilege of reaching the service’s estimated 200 million young monthly active users world-
wide.   
  It is a steep media buying rate for a service still categorized as a start-up. To give its au-
dacity some perspective, the more established YouTube, with its 1 billion registered  
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users, charges US$500,000 for a masthead ad, just below the navigation bar, at the top of 
the screen.  
  Disney’s ABC network charges a reported US$217,546 for a commercial around top rated 
US drama series Scandal; but the 30-second TV spot has more than half a century of usage 
in its favor.  
  Snapchat’s steep price could be because co-founder Evan Spiegel has gone down in tech 
folklore as the man who turned down the US$3bn in cash Facebook offered for the  
company in 2013. Its estimated value has since soared to US$10bn. 
  And at the end of January, it launched Snapchat Discover, which enables users to find  
video content in one click. With CNN, National Geographic, VICE Media and Warner  
Music Group licensing their videos, Discover should give Snapchat another piece of real 
estate to flog media to advertisers. 
  However, like several other growing mobile-centric sharing platforms such as Instagram, 
WhatsApp, WeChat, Vine and Pinterest that send photos and videos as part of users’  
messages, Snapchat wants to boost its advertising revenue. But for three-quarters of a  
million daily? 
  There are still no standardized metrics that allow brands to measure the effectiveness of 
using messaging apps. In the constantly evolving digital media business, most of the  
advertising space offered is still experimental. 
  But they cannot be dismissed. WeChat, the messaging app operated by Chinese media and 
tech giant Tencent Holding, and its Chinese-language counterpart Weixin together reach 
468 million-plus active users internationally every month. Because WeChat relies on both  
e-commerce and advertising revenues, quotations for its valuation have been whopping in 
sizes: between US$35bn and US$64bn.  
  Pinterest, the photo sharing platform for content discovery, is also pinning its hopes on 
mobile advertising. Valued at US$5bn, it reaches more than 70 million devoted users  
globally. Obliged to seek revenues via ads by shareholders who have invested more than 
US$760m into the venture, it introduced ‘Promoted Pins’ as an experiment early last year.  
  This invited marketers to create their own Pinterest boards to entice users to share photos 
of their products and services.  US food manufacturing giants Kraft Foods and General 
Mills are among the advertisers that have employed Promoted Pins. This year, the photo 
sharing app and its website have gone fully commercial. 
  During the test phase, Pinterest said: “Brand advertisers achieved about a 30% bump in 
earned media (free impressions!) from their campaigns.” 
  Social media behemoth Facebook has become a major player in the mobile messaging 
arena after acquiring photo sharing app Instagram for almost US$1bn in 2012, followed by  

the jaw-dropping US$19bn it paid for WhatsApp in February last year.   
  The acquisitions were good calls. Instagram has grown to more than 300 million monthly 
users worldwide with a US$35bn valuation, while WhatsApp boasts a US$22bn valuation 
propped up by 700 million monthly active users. 
  Their rapid growth has given CEO Mark Zuckerberg a significant alternative income 
source should the original desktop Facebook, already a mature media platform, start  
slowing down. 
  Video games publishing conglomerate Activision Blizzard, beauty brand Lancome  
and Walt Disney Pictures animation Big Hero 6 are among marketers that have used  
Instagram’s newly launched 15-second autoplay video ads, as well as the still ads  
introduced in 2013. 
  On its website, WhatsApp (which is now also available on desktop Internet) has pledged  
to never sell advertising. Unlimited voice and text instant messaging service is available for 
US$0.99. Given that a billion messages are sent daily, WhatsApp is a hugely attractive 
proposition for advertisers.  
  Considering it lost US$230m during the first half of 2014, it isn’t surprising to hear rumors 
that it might consider sponsored messages in the future.  
  The mobile edition of the original Facebook is also a soaring success. By 2016, eMarketer 
predicts mobile ad revenue will represent 75% (US$13.6bn) of Facebook’s total. Combined 
with the potential of Instagram and possibly WhatsApp, mobile advertising is at the  
forefront of CEO Zuckerberg’s ambitions.  
  eMarketer predicts mobile ads will generate US$158.55bn by 2018, when the format will 
account for 22.3% of all advertising spending worldwide. 
  Going for a share of that marketing pot of gold will be KakaoTalk, the South Korean  
messaging app with an estimated 50 million monthly active users. (It already features  
advertising.) Japan’s Line, which is expected to list on the stock exchange this year with a 
US$10bn valuation, also offers advertisers media space.  
  But snapping at their heels for the attention of young social media users and marketers are 
the new generation of self-destruct anonymous messaging apps.  
  These include US-originated Yik Yak (launched in 2013 and with US$73.5m investment 
to date); the controversial Whisper (launched in 2012 with US$60m investment); Secret 
(launched in 2013 with US$35m investment) and the aptly named Dstrux.  
  Still early days to be considering exorbitant advertising rates, but they have a growing 
audience. 
  The 30-second TV spot is increasingly ineffective for reaching Millennials, the much 
sought-after demographic that love instant messaging. It seems Snapchat is already learning 
the revenue generating strengths of demand exceeding supply.  
### 
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Virtual Reality (VR), long associated with the interactive experiences offered through video 
games, is seeking a starring role on the cinema’s big screen. 
  Oculus Rift, arguably the only tech device with any hope of taking virtual reality (VR) to 
the mass market, is now being used for movie production. 
  The head-mounted goggles developed by Oculus VR, the start-up that social media  
behemoth Facebook bought for US$2bn last year, was originally expected to attract early 
adopters in the gaming sector. 
  When worn by the user, the goggles look like a pair of overweight dark eyeglasses at-
tached to massive headphones. But it can plunge the gamer into a hyperreal 3D world that 
makes him or her feel totally immersed in a game’s computer-simulated environment. It has 
been described as “the birth of a completely new media.” 
  You could be wearing the Oculus Rift in your living room on a sunny day but be made  
to feel fearful as you wander in a cold dark forest at night surrounded by predators ready  
to attack. 
  The reason the tech industry is raving about the Rift is because VR entertainment to date 
has been clunky and delivered via cumbersome hardware. They have been the unwanted 
reminders of the now discredited pioneering online virtual worlds such as Second Life in 
the early 2000s. 
  Oculus Rift’s creator Palmer Luckey says his application of 3-axis rotational and position-
al tracking, sensors, accelerometers, magnetometers and high-resolution visuals is offering 
the most life-like consumer-friendly VR experience in the business.  
  Oculus VR says video gamers should quickly warm to the immersive interactive experi-
ence of multiple narratives it offers and the goal is to go mass market with it this year. The 
company has already announced co-production deals with game publishers like 505 Games, 
Three One Zero and CCP Games.  
  But even before it launches commercially, Oculus VR and its competitors are targeting the 
cinema and other entertainment industries. Oculus VR has appointed former Pixar execu-
tives to set up Story Studio, a movie studio and innovation lab that produces VR movies. Its 
mission is to demonstrate to film studios that their future is no longer dependent on only 
linear storytelling. 
  First off Oculus VR’s interactive drawing board is the animated movie short Lost, which  

 premiered at this year’s Sundance Film Festival. Lost, one of 11 VR films showcased 
during the festival’s New Frontiers session, takes Rift wearers into the panoramic universe 
they are watching on the cinema screen.  
  It will be followed by more shorts such as Dear Angelica, Bullfighter and Henry. Release 
dates have not been announced, but they are designed mostly to educate filmmakers on 
how to conceive 360-degree stories with multiple and broken timelines and still be as 
gripping as traditional box office blockbusters. 
  And while all eyes are focused on Oculus VR, other start-ups and established conglomer-
ates are also entering the VR entertainment fray or something similar: 
*Sony Computer Entertainment has been working on the prototype of an Oculus rival 
called Project Morpheus to play immersive 3D games on its Sony PlayStation 4 console. 

*Microsoft’s HoloLens amounts to a pair of smart glasses that allows the viewer to  
interact with 3D content on PCs through the next Windows 10 operating system scheduled 
for a 2015 release. 

*Samsung has launched the Galaxy Gear VR headset to see “the world beyond your  
peripheral vision.” 

*Google Cardboard is a DIY headset designed to convert Android smartphones into VR 
headsets. 

*ZeroPoint is a 20-minute documentary film specially made to be watched with an  
Oculus Rift by US-based Danfung Dennis, an award-winning filmmaker, Oscar nominee, 
photographer and software developer.  

*US hiking boots brand Merrell has unveiled the Merrell Trailscape, “the first walk 
around commercial VR experience” created by ad agency Hill Holliday and brought to 
virtual life by Oscar-winning creative studio Framestore. As part of a promotion cam-
paign, users are invited to wear the boots and go hiking on a (virtual) treacherously steep 
mountainside. 

*Virtuix Omni is an actual treadmill configured to enable a gamer wearing VR goggles to 
move physically in the virtual world (See Disruption Directory on page 11). 

*Canadian tech company Cordon Media has raised more than US$72,000 on crowdfund-
ing website Indiegogo to develop Pinc (pronounced ‘pinch’), a wearable tech VR headset 
made from a smartphone case. 

*California-based start-up Jaunt, which raised US$27m-plus from investors, has started 
its foray into VR by developing an Android app that permits you to convert your 
smartphone device into a VR headset.  
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 *NextVR, which received US$5m investment last year, develops 360-degree content, 
especially of live concerts, to view via VR headgear. 

*Secretive start-up Magic Leaps has raised US$542m to build what is purported to be a 
mind-blowing alternate world experience; it recently filed the patent application. 

*The constantly innovative Marriott Hotels group has introduced ‘teleporter’ booths in 
New York that invite users to travel to a virtual version of another country to experience 
its surroundings, including feeling the atmosphere (heat, wind, cold or mist); it uses the 
Oculus Rift technology.  

The media and entertainment revolution started with photography, then radio, moving 
pictures, sound, color TV, 3D films, touch screen mobile handsets, and hands-free control-
lers via Kinect games. We could soon have VR in our living rooms. 
  In addition to media, marketing and entertainment, VR applications are being studied for 
the businesses of healthcare, automotive design and military activities. 
  Some reality check, however, remains to be done: most of these VR content, products 
and services are still in the stages of early development. Even those promising to go com-
mercial this year, such as Oculus VR, are being cautious. It does not want to go public 
with the full fanfare behind Google Glass only to find itself facing an underwhelmed pub-
lic. But one way or another, VR will eventually be a reality. 
### 
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ADVERTISING/MARKETING____ 

Product: ad2games, marketing platform for games publishers 
Need to know because the company has secured US$9m in a 
Series A round of investment to expand internationally and boost 
the traffic of visitors at the websites of its publisher partners.  
Ad2games specializes in offering video game publishers a network 
of relevant websites for advertising their titles, and for creating 
ad campaigns for game publishers 
Creative function: advertising; marketing 
Creative target: online publishers; game publishers 
Company: ad2games, based in Berlin, Germany 
Key executive(s): CEO Albert Schwarzmeier; CMO/Managing  
Director Johannes Rolf 
Investors/Owners: 3TS Capital Partners; HitFox Group; ad2games 
management 
Distribution platform: real-time bidding; programmatic  
advertising platform 
Launched: 2007 
URL: www.ad2games.com 
### 
 
Product: Brandwatch Analytics, social media marketing technology  
Need to know because international content analytics agency Brandwatch  
snapped up PeerIndex, the online platform that ranked individuals’ (including  
the famous) influence on social media, for an undisclosed sum. PeerIndex’s 
ability to assess people’s impact on social media, based on the activities of its 
300 million account holders, plus Brandwatch’s data based on finding,  
analyzing and categorizing content equals Brandwatch Analytics 
Creative function: tracing, tracking and analyzing content online and on 
social media  
Creative target: marketers; market research firms; social-media owners 
Company: Brandwatch, based in Brighton, UK 
Key executive(s): Brandwatch CEO Giles Palmer; PeerIndex CEO 
Azeem Azhar  

Investors/Owners: Brandwatch plus investors Highland Capital Partner 
Europe and Nauta Capital 
Distribution platform: Internet 
Launched: 2005 
URL: www.brandwatch.com 
###  

Product: Fiksu, mobile programmatic advertising  platform 
Need to know because the company has just landed US$100m debt 
funding from Silicon Valley Bank to expand internationally and enhance 
the platform’s facilities to buy mobile media for advertisers before tracking  
and optimizing the campaigns’ performances while integrating them with  
other media platforms. It is an expertise that has won Fiksu multinational  
clients, ranging from The Coca-Cola Company to The Walt Disney Company.  
To date, it operates offices in major North American, European and Asian cities,  
has raised US$17.8m in investments, and distributes ads to more than 1.7  
billion mobile devices 
Creative function: mobile advertising; mobile marketing 
Creative target: advertisers; ad agencies  
Company: Fiksu, based in Boston, US 
Key executive(s): President, CEO, Founder Micah Adler; CSO Craig Palli;  
CFO Kenneth Goldman  
Investors/Owners: Qualcomm Ventures; Charles River Ventures 
Distribution platform: mobile apps 
Launched: 2008 as Fluent Media; 2011 as Fiksu 
URL: www.fiksu.com 
###  

Product: Times Square LED billboard, the world’s largest outdoor video  
advertising space 
Need to know because the gigantic digital interactive billboard ad, in New York’s  
Time Square, was grabbed by search engine behemoth Google last November in an  
exclusive, long-term agreement. Measuring 329.65 feet long and 77.69 feet wide, and 
boasting a resolution of about 24 million pixels, the ad space was sold by Clear Channel 
Outdoor for realty group Vornado Realty Trust, which leased the area  
Creative function: advertising; video production 
Creative target: advertisers; ad agencies; video producers 
Company: Vornado Realty Trust, based in New York, US 
Key executive(s): Times Square Alliance executive President Tim Tompkins;  
Google’s Senior Vice President, Global Marketing Lorraine Twohill 
Investors/Owners: Times Square Alliance 
Distribution platform: Outdoor billboard 
Launched: 2014 
URL: www.timessquarenyc.org 
###  
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Product: true[X] Media, digital advertising technology company 
Need to know because 21st Century Fox, the Rupert Murdoch-controlled 
media conglomerate, has paid an estimated US$200m for true[X], which 
offers what it says is “a more engaging form of online advertising but less  
interruptive than existing pre-roll and standard display Internet ads;” the sellers 
were Redpoint Ventures, Jafco Ventures, Norwest Venture Partners and Pinnacle 
Ventures. It will be available to third-party clients as well as Fox’s own media  
and entertainment services 
Creative function: online advertising 
Creative target: online publishers and media companies 
Company: true[X], based in Los Angeles, California, US 
Key executive(s): CEO Joe Marchese; Chief Strategy Officer Sean Finnegan 
Investors/Owners: 21st Century Fox 
Distribution platform: Internet; proprietary technology 
Launched: 2007 
URL: http://www.truex.com/ 
###  
ARCHITECTURE/DESIGN _ 

Product: RoomAlive, a proof-of-concept tech for augmented reality installations 
as well as spatial planning 
Need to know because the research division of software giant Microsoft has  
developed technology that uses mapping projection and the motion sensors in  
its hands-free Kinect video game controller to superimpose augmented reality  
images on real-life surfaces inside enclosed rooms. The rooms can effectively  
become media and entertainment platforms that users can interact with.  
Additionally, the same tech can help architects design interactive installations  
and spaces in art and museum galleries. It is still at the prototype stage. 
Creative function: architectural design; interactive entertainment 
Creative target: architects; designers; entertainment producers 
Company: Microsoft Research, based in Redmond, Seattle, US 
Key executive(s): Senior researchers Hrvoje Benko and Eyal Ofek 
Investors/Owners: Microsoft Corp 
Distribution platform: Augmented reality 
Launched: 2014 
URL: http://research.microsoft.com 
###  

BOOKS/PRINT MEDIA___ 

Product: Fly-Fi, the inflight Wi-Fi system on JetBlue airplanes 
Need to know because the technology is being used by the airline to offer  
its passengers excerpts from best-selling books by HarperCollins and Random  

House titles, plus the option to buy Time Inc magazines and The Wall  
Street Journal  
Creative function: e-book distribution 
Creative target: airline passengers; authors; e-book publishers 
Company: JetBlue Airways Corporation, based in Long Island City,  
New York, US 
Key executive(s): JetBlue’s Director of Production Product Development  
Jamie Perry; HarperCollins Publishers’ Chief Marketing Officer Angela Tribelli 
Investors/Owners: JetBlue Airways Corporation 
Distribution platform: inflight Wi-Fi 
Launched: November 2014 
URL: www.jetblue.com 
###  

Product: Gumroad, mobile e-commerce platform 
Need to know because it is making it possible to purchase books 
published by Hachette Book Group via microblogging giant Twitter. 
Hachette is the first book publisher to use the platform, which until 
now had been adopted mostly by record labels and charity organizations. Its 
authors will send tweets featuring a ‘Buy’ button for fans to buy books 
within the Twitter platform   
Creative function: e-commerce; mobile marketing 
Creative target: book publishers; authors; readers 
Company: Gumroad, based in San Francisco, US 
Key executive(s): Gumroad Founder and CEO Sahil Lavingia; Hachette  
Book Group CEO Michael Pietsch 
Investors/Owners: Kleiner Perkins Caufield & Byers; Raymond Tonsing; 
First Round; CrunchFund 
Distribution platform: Twitter 
Launched: 2011 
URL: http://gumroad.com 
###  

Product: NOOK Media, Barnes & Noble’s e-book venture 
Need to know because parent company B&N has bought back the 5% stake  
that UK publishing and education group Pearson owned for US$27.7m as part  
of future plans to sell Nook Media. The buy-back from Pearson took place a  
few months after B&N also paid US$62.4m for Microsoft’s stake in Nook 
Creative function: digital reading apps: e-reader; online book store; e-book  
publishing; e-textbooks 
Creative target: book publishers; book distributors 
Company: Barnes & Noble, based in New York City, US 
Key executive(s): CEO Michael Huseby 
Investors/Owners: Barnes & Noble 
Distribution platform: Internet; e-reader 
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Launched: 2012 
URL: www.nook.com 
###  
Product: Rakuten UK, international e-commerce platform and  
e-bookseller 
Need to know because Japan’s most successful e-commerce operator has  
launched a UK version of the marketplace it offers to third-party retailers  
for selling physical books and audiobooks online. Rakuten.co.uk. will replace  
British e-tailer Play.com, which it acquired for £25m (US$39.2m) in  
September 2011 
Creative function: e-commerce; bookselling 
Creative target: retailers; bookshops; book publishers 
Company: Rakuten, based in Tokyo, Japan 
Key executive(s): Rakuten Europe CEO Kenji Hirose 
Investors/Owners: Rakuten 
Distribution platform: Internet; marketplace 
Launched: 2014 
URL: www.rakuten.co.uk 
###  

Product: The Washington Post, award-winning iconic US daily newspaper 
Need to know because following its surprise acquisition by Jeff Bezos,  
founder and CEO of e-commerce goliath Amazon.com, last year, the legendary  
newspaper has been enhancing its digital distribution strategies. The latest  
is an app edition for Amazon’s Fire tablets. This will be followed by iOS and 
Android versions for the iPad and other tablets. The move aims to boost readership 
at a time when sales of all print newspapers are dwindling. 
Creative function: digital publishing; digital journalism 
Creative target: digital advertisers; newspaper subscribers; journalists  
Company: The Washington Post, based in Washington DC, US 
Key executive(s): Owner, Amazon.com CEO Jeff Bezos; Editor Martin Baron;  
Publisher Frederick J. Ryan Jr.  
Investors/Owners: Nash Holdings 
Distribution platform: mobile app 
Launched: 1877 (newspaper); 2014 (app) 
URL: www.washingtonpost.com 
### 

FASHION___  
Product: Fits.me, clothes fitting technology 
Need to know because it has taken over rival Clothes Horse Inc, the New  

York-based online clothes measurement start-up, for an undisclosed 
sum. The resulting merger aims to complement their respective strengths. 
Fits.me has extensive partnerships with European retailers and is seeking 
to enter North America. Clothes Horse hopes to expand internationally and  
offer its respected analytics services to a broader client base.  
Creative function: e-commerce; fashion design 
Creative target: fashion retailers 
Company: Fit.me, based in London, UK 
Key executive(s): Fits.me CEO James Gambrell; Co-founder/CTO Paul Pallin 
Investors/Owners: James Gambrell; Entrepreneurs Fund; SmartCap AS 
Distribution platform: Internet 
Launched: March 2010 
URL: http://fits.me 
### 

Product: #InstaKors, Instagram e-commerce 
Need to know because designer label fashion designer Michael Kors 
wants to turn his 3.4 million Instagram followers into shoppers for 
his high-end apparel and accessories. The e-commerce sector is keeping 
a close eye on what is a radical move as the photo sharing app is not  
currently known (or designed) for retail purposes. It has no “buy” 
button or link, and #InstaKors does not enable direct sales. It currently  
requires another registration by the follower who “Likes” a photo before 
he or she receives a link to the online store 
Creative function: e-commerce; marketing 
Creative target: fashionistas 
Company: Michael Kors Holdings, based in New York, US 
Key executive(s): Honorary Chairman and Chief Creative Officer Michael Kors;  
Chairman/CEO John Idol 
Investors/Owners: New York Stock Exchange 
Distribution platform: Internet; brick-and-mortar stores 
Launched: 1981 
URL: www.michaelkors.com 
###  

Product: Luxottica, the global luxury and sports eyewear maker and retailer 
Need to know because it has joined forces with Intel, the global computer 
chip maker, to design and develop wearable tech eyeglasses that will appeal 
to fashionistas while not appearing too gimmicky. The collaboration will exploit 
Intel’s “reference devices” initiative, which develops products designed to 
demonstrate what Intel’s computer processing chips can do for tech devices. 
Luxottica’s deals with the Armani and Ray-Ban eyewear brands could give 
the resulting tech products high visibility  
Creative function: wearable technology 
Creative target: fashion designers 

TechMutiny 



9 

DISRUPTION DIRECTORY________ 
Company: Luxottica Group, based in Milan, Italy 
Key executive(s): Founder/chairman Leonardo Del Vecchio; Product & 
Operations CEO Massimo Vian 
Investors/Owners: Borsa Italiana; New York Stock Exchange 
Distribution platform: chip processor; Internet 
Launched: 1961 
URL: www.luxottica.com 
###  
Product: MICA, intelligent bracelet 
Need to know because the My Intelligent Communication Accessory (MICA) 
is the brainchild of computer chip giant Intel Corp and international fashion  
retailer Opening Ceremony. They have created a sleek wearable tech bracelet 
designed to appeal to fashion-conscious women. It enables the wearer to access 
Facebook, Google and Yelp on the Internet without needing a smartphone,  
thanks to a data plan with US wireless carrier AT&T. And just to prove it isn’t 
just another wearable gimmick, it features gold coating, obsidian glass, lapis  
stones and a screen made from sapphire. There is also input from BASIS Science, 
a wearable tech company Intel bought in March 2014 
Creative function: fashion design; wearable technology  
Creative target: fashion designers; watch designers 
Company: Intel Corporation, based in Santa Clara, California, US 
Key executive(s): Intel Corp CEO Brian Krzanich 
Investors/Owners: Intel Corp 
Distribution platform: wearable technology bracelet; Internet; wireless 
carrier 
Launched: 2014 
URL: www.intel.com 
###  

Product: Shoes of Prey, customized footwear online retailer 
Need to know because it has snapped up A$6.5m (US$6m) 
in a new round of funding as part of its ambitions to expand 
into the US and to start selling in physical stores. The Series A 
round was led by Khosla Ventures with individual investors such 
as entrepreneurs Heidi Zak, David Spector and Andy Dunn 
Creative function: fashion retail; fashion design; e-commerce;  
mass customization 
Creative target: footwear designers 
Company: Shoes of Prey, based in Sydney, Australia 
Key executive(s): Co-founders Jodie Fox, Michael Fox and Mike Knapp 
Investors/Owners: Khosla Ventures; Southern Cross Venture Partners; 

Blackbird Ventures; individual investors 
Distribution platform: Internet 
Launched: 2009 
URL: www.shoesofprey.com 
###  

FILM/VIDEO________ 
Product: Newstag, crowd-curated video news service 
Need to know because the Stockholm-based start-up company has already  
opened its first overseas bureau in Cairo, Egypt, where a multinational team  
of editors, journalists, producers, and post-production experts will manage 
all the incoming video news content before personalized editions are distributed  
to subscribers. The major international news organizations supplying content include 
Reuters, Agence France Presse and Associated Press. Newstag also just snapped up 
the worldwide rights to Bloomberg’s business and features video news pages for 
mobile and web platforms. Subscribers can elect which advertisers they want to be  
associated with and choose which good causes can receive the revenues as donations 
Creative function: crowd-curation; news gathering; video production 
Creative target: news broadcasters; advertisers; charity organizations 
Company: Newstag, based in Stockholm, Sweden 
Key executive(s): CEO and co-founder Henrik Eklund; Chairman and co-founder  
Camilla Dahlin-Andersson 
Investors/Owners: Private investors; institutional investors; founders 
Distribution platform: mobile Internet 
Launched: 2014 
URL: www.newstag.com 
###  

Product: VHX, direct-to-fan online video distribution service  
Need to know because the venture set up to open up distribution and monetization  
opportunities for unknown or independent filmmakers has nabbed almost US$5m  
in new funding. The new round was led by Comcast Ventures, plus additional cash  
from existing investors like Union Square Ventures. The funds will be used to  
make VHX-distributed videos available for multiplatform subscription 
Creative function: video distribution; content marketing 
Creative target: filmmakers; video producers; video distributors  
Company: VHX, based in New York, US 
Key executive(s): CEO/co-founder Jamie Wilkinson 
Investors/Owners: Comcast Ventures; Union Square Ventures; Lerer 
Hippeau Ventures; Lowercase Capital; William Morris Endeavor;  
Breadrocket Media Ventures; individual investors 
Distribution platform: Internet; mobile apps 
Launched: 2011 
URL: www.VHX.tv 
### 
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DISRUPTION DIRECTORY________ 
Product: Vidmaker, real-time video editing software 
Need to know because it shut down its website on 31 January after its 
acquisition by Google via YouTube for an undisclosed sum. Vidmaker’s 
ability to allow people in different places to edit and share video content 
simultaneously should be useful for YouTube, which recently introduced 
360-degree videos to its list of applications. Taken with 360-degree  
cameras (starting with the Kickstarter-funded 360-degree HD camera  
Giroptic), these videos enable viewers to see complete surroundings 
Creative function: video production; video editing 
Creative target: video rights owners; video entertainment platforms 
Company: Vidmaker, Madison, Wisconsin, US 
Key executive(s): Co-founders Dale Emmons, Ryan Bolyard and Yuri 
Zapuchlak 
Investors/Owners: Google’s YouTube 
Distribution platform: Internet; cloud technology 
Launched: 2011 
URL: www.google.com 
###  
Product: Vimeo, video sharing platform 
Need to know because despite lagging behind YouTube in terms of brand 
awareness, it is making a concerted effort to appeal to TV content creators. 
It has nabbed a groundbreaking exclusive deal with Maker Studios, a  
subsidiary of The Walt Disney Company and leading YouTube multi-channel  
network (MCN). Vimeo has agreed to invest in original shows created by rising  
stars among the 55,000 content creators at Maker Studios, and the results will be  
transmitted exclusively on the subscription-funded Vimeo on Demand platform 
Creative function: video entertainment; video production; video sales 
Creative target: video and TV rights owners 
Company: Vimeo, based in New York, US 
Key executive(s): Vimeo CEO Kerry Trainor; Maker Studios Chief 
Content Officer Erin McPherson 
Investors/Owners: IAC/InterActiveCorp 
Distribution platform: Internet; mobile apps 
Launched: 2004 
URL: http://vimeo.com 
### 

GAMES________ 
Product: Diwip, social online and mobile games developer 
Need to know because it has been taken over by Imperus Technologies 
Corporation, the Canadian social and mobile gaming tech group, for a 
reported US$100m. Diwip brings to Imperus its 14 million registered 

users in 22 countries, plus  its mobile and social games on iOS, Android  
and Facebook, including the massive revenue generator Best Casino game 
Creative function: social games development; mobile games development 
Creative target: gamers; game developers 
Company: Diwip Games, based in Tel Aviv, Israel 
Key executive(s): Imperus Chairman/President/CEO Daniel Kajouie; Diwip 
co-CEO Ehud Kantzuker 
Investors/Owners: Imperus Technologies Corporation 
Distribution platform: Internet; mobile apps 
Launched: 2010 
URL: www.diwip.com 
### 

Product: Kamcord, social app for recording and sharing gameplay videos 
Need to know because it has raised US$15m in a Series B round of funding 
led by Japanese game developer GungHo Online Entertainment. The other  
investors include Chinese tech and media conglomerate Tencent Holdings. 
This brings total investment to US$25m to date. Kamcord plans to use the new  
funds to expand internationally, especially in Asia, from its new office in Japan 
Creative function: e-Sport; gameplay video productions 
Creative target: gaming entertainment producers; mobile game developers 
Company: Kamcord, based in San Francisco, US 
Key executive(s): Co-founders Matt Zitzman, Kevin Wang and Aditya 
Rathman 
Investors/Owners: Individual investors; XG Ventures; M&Y Growth 
Partners; Tencent Holdings; Merus Capital; GungHo Online Entertainment 
America 
Distribution platform: iOS and Android mobile apps 
Launched: April 2012 
URL: www.kamcord.com 
###  

Product: Razer, gaming hardware manufacturer 
Need to know because the company has added the investment arm of  
computer chip giant Intel to its growing line of fans, pushing Razer’s  
value to more than US$1bn. The new cash injection comes as Razer  
reportedly expands its repertoire to include the manufacturing of more  
lifestyle tech devices 
Creative function: gaming  
Creative target: game developers; digital tech product manufacturers 
Company: Razer, based in San Diego, California, US 
Key executive(s): CEO/Creative Director Min-Liang Tan; President  
Robert  Krakoff 
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Investors/Owners: Intel Capital; IDG-Accel; Temasek Holdings’ Heliconia Capital  
Management 
Distribution platform: hardware 
Launched: 1998 as karna; 2005 as Razer 
URL: www.razerone.com 
### 

Product: Twitch, live streaming platform for game playing videos 
Need to know because it has launched a music library, starting with 
a curation of 500 songs that can be used legally for video production 
and soundtracks. The move became necessary as the live and pre-recorded 
videos of gamers in action are frequently uploaded with unauthorized  
background music. This prompted Twitch to start its own catalog of  
copyrighted music for video creators and broadcasters using its platform 
Creative function: video soundtrack; music composition 
Creative target: video makers; gamers; video broadcasters 
Company: Twitch Interactive, based in San Francisco, California, US 
Key executive(s): Chief Strategy Officer Colin Carrier 
Investors/Owners: Amazon.com, Inc 
Distribution platform: Internet; iOS and Android apps 
Launched: 2007 
URL: www.twitch.tv 
###  
 
Product: Virtuix Omni, a virtual reality (VR) treadmill 
Need to know because venture capital firms Radical Investments, Scentan 
Ventures and Scout Ventures led a US$2.7m round of funding for the 
Omni, a treadmill-like hardware that enables VR game players to  
physically participate in the 3D virtual world. Basically, every time you  
jump, turn around or physically move on the treadmill, you do the same  
in the virtual world that VR  goggles have immersed you in 
Creative function: virtual reality; gaming; fitness exercises; marketing 
Creative target: gamers; game developers 
Company: Virtuix, based in Houston, Texas, US 
Key executive(s): Founder/CEO Jan Goetgeluk 
Investors/Owners: Radical Investments; Scout Ventures; Scentan Ventures; 
Western Technology Investment; Tekton Ventures; 2020 Ventures 
Distribution platform: Curated web; sensors; treadmills 
Launched: 2013 
URL: www.virtuix.com 
###  
 

LIVE ENTERTAINMENT___ 
Product: Golden State Warriors, US NBA basketball team 
Need to know because a new high-tech sports and entertainment center 
designed by Manica Architecture is being built for the team as its fortune 
on the court and in the bank account soars. The new 18,000 capacity 
arena in San Francisco is scheduled for completion in 2018.  It will offer  
fans a series of new-tech services such as mobile payment systems, virtual  
reality videos for those who could not attend and  floor tiles that use foot  
power to generate electricity, among others. They are being tested in the  
team’s current home venue in Oakland 
Creative function: sport venue; live entertainment 
Creative target: sports fans; sport franchises; sports media 
Company: Golden State Warriors, based in Oakland, California, US  
Key executive(s): Warriors Co-executive Chairman/CEO Joe Lacob 
Investors/Owners: Private investors 
Distribution platform: Internet; 18,000-capacity stadium 
Launched: 2015 
URL: www.nba.com/warriors/ 
### 

MUSIC___ 
Product: Audiam, music streaming royalties payment system  
Need to know because it has just won a jackpot of US$1m in new investment 
from individuals within the music industry, ranging from artists and artist managers 
to concert booking agencies and talent agencies. Audiam offers a much-needed 
solution for anyone who earns a living or generates revenues from the fast- 
growing music streaming sector. While it used to be easier to count the number 
of CDs sold, it has been a challenge to calculate the number of nanoseconds of 
tunes that might have been played on services like Spotify or Deezer. Moreover, 
it is difficult to keep track of all the rights holders entitled to payment from 
streaming. Audiam hopes to have the answer 
Creative function: royalties payment technology 
Creative target: music publishers; publishing administrators; artists; 
songwriters; labels 
Company: Audiam, based in New York, US 
Key executive(s): CEO/co-founder Jeff Price; CTO/co-founder David Willen 
Investors/Owners: Individual investors from the music and entertainment sectors,  
including Tony Brummel (Victory Records); Cliff Burnstein (music management  
firm Q Prime); Marc Geiger (William Morris Endeavor); Tom Windish (The  
Windish Agency); artists Jason Mraz and Jimmy Buffett 
Distribution platform: Internet 
Launched: 2013 
URL: www.audiam.com 
### 
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Product: blinkbox Music, streaming music platform 
Need to know because after being acquired for £12m (US$20m) by struggling  
UK supermarket group Tesco from We7, blinkbox has now been sold for a  
reported £5m (US$8.3m) to Guvera, the Australian online music platform, as 
part of its international expansion plans. The acquisition gives Guvera access 
to more than 12 million songs licensed by the major labels (Universal Music, 
Warner Music, and Sony Music) for the UK and 19 other countries. blinkbox 
subscribers could opt for a subscription-funded edition or an ad-funded one 
Creative function: digital distribution; digital sales 
Creative target: record labels; artists; music publishers 
Company: blinkbox Music, based in London, UK 
Key executive(s): Guvera’s Global COO Michael de Vere; Guvera Chief Content 
Officer Phil Quartararo 
Investors/Owners: Guvera 
Distribution platform: Internet; mobile app 
Launched: April 2007 (as We7); May 2013 (as blinkbox Music) 
URL: www.blinkboxmusic.com 
### 

Product: Deezer, international live music streaming platform 
Need to know because Spotify’s arguably biggest competitor in the music  
streaming business is consolidating its business in the US, the world’s largest  
music market, with the acquisition of Muve Music from Cricket Wireless, the  
US pre-paid mobile telecommunications company. This makes Deezer the US’  
second biggest subscription funded music streaming service. With the purchase  
come 2 million Muve subscribers and a distribution partnership with US telecoms  
giant AT&T, which owned Cricket 
Creative function: streaming music; digital distribution 
Creative target: music rights owners; artists 
Company: Deezer, based in Paris, France 
Key executive(s): Deezer CEO Tyler Goldman 
Investors/Owners: Blogmusik 
Distribution platform: Internet; mobile apps 
Launched: 2007 
URL: www.deezer.com 
### 

Product: The Dharavi Project, charity for developing music talent among 
India’s destitute youth 
Need to know because it is a joint initiative of major label Universal Music  
Group (UMG) and Indian YouTube multi-channel network Qyuki to co-fund a  
music and dance school in Mumbai’s largest slum. The goal is to discover and  

nurture talent among the impoverished and give them the opportunity to shine  
domestically and internationally via digital and legacy media. There will also 
be a chance for the most promising discovery to clinch a recording contract 
Creative function: music; dance; good causes; social responsibility 
Creative target: aspiring musicians and dancers; charity organizations 
Company: Qyuki, based in Mumbai, India 
Key executive/s: Universal Music Group International Chairman and CEO Max 
Hole; Qyuki co-founders AR Rahman, Shekhar Kapur and Samir Bangara 
Investors/Owners: UMG; Qyuki 
Distribution platform: Internet; traditional media; entertainment school 
Launched: 2015 
URL: www.qyuki.com 
### 

Product: Global Music Data Alliance, behavioral analytics platforms 
Need to know because Big Data is becoming as vital to the global music industry 
as to any other sector, prompting multinational record label Universal Music Group 
and ad agency conglomerate Havas Group to create this joint alliance to help artists 
market themselves and their brands more effectively in the overcrowded online 
space. Both will accumulate data from the sales of music, merchandise and videos, 
and the reach via social media and concert ticket sales to mine relevant information  
for artists’ marketing campaigns 
Creative function: music sales; marketing 
Creative target: music acts; record labels; artists managers; music marketers 
Company: Universal Music Group, based in New York, US; Havas Group,  
based in Paris, France; 
Key executive(s): UMG CEO/chairman Lucian Grainge; Havas CEO/chairman 
Yannick Bolloré 
Investors/Owners: Universal Music Group; Havas Group 
Distribution platform: Internet; cloud technology 
Launched: 2015 
URL: www.universalmusic.com 
### 

Product: Interlude Music, interactive music video channel 
Need to know because it was formed after major label Warner Music Group 
(WMG) agreed to become a founding partner of the venture, which is a  
subsidiary of Interlude, an interactive media company. The brainchild of Israeli 
rock star Yoni Bloch, it supplies Treehouse, its suite of video authoring tools for  
creating videos with interactive narratives to professionals and fans.  
Creative function: video production; video distribution; music videos 
Creative target: video producers; music artist 
Company: Interlude, based in New York, US 
Key executive(s): Interlude CEO/co-founder Yoni Bloch; WMG COO/ 
Corporate Rob Wiesenthal 
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Investors/Owners: Innovation Endeavors; Intel Capital; Marker; NEA; 
Sequoia Capital 
Distribution platform: Internet 
Launched: 2015 
URL: www.interlude.fm 
### 

Product: Musicmetric, social music analytics service provider 
Need to know because the London-based tech start-up (featured in  
TechMutiny Issue No.2) has been bought by giant iPhone maker 
Apple Inc for a reported £50m (US$83.5m). Its value is no doubt helped 
by the big clients, from major record labels to global entertainment  
database specialist Gracenote, that Musicmetric managed to hook along the 
ways. It was operated by Semetric Ltd, a company set up to offer  
media and entertainment analytics services, which Apple is expected 
to incorporate into its planned music streaming service 
Creative function: online music analytics; music marketing; music sales 
Creative target: record labels; music publishers; artists; music marketers 
Company: Semetric, based in London, UK 
Key executive(s): Co-founders Greg Mead, Marie-Alicia Chang and Matthew 
Jeffery 
Investors/Owners: Apple Inc 
Distribution platform: Internet; apps 
Launched: 2008 
URL: www.musicmetric.com 
### 

Product: PremiumBeat, digitally distributed royalty-free music library 
music 
Need to know because it has been acquired by stock images pioneer  
Shuttercock, which also wants to license music to users of its growing 
library of video content. PremiumBeat comes with high quality music  
and special sound effects that can be incorporated into videos, TV shows, 
TV commercials, films, video games and apps. PremiumBeats’ services  
will be added to those offered by Shutterstock Music, a music licensing 
division launched in June last year 
Creative function: music licensing 
Creative target: music rights owners; interactive and audio-visual  
content producers 
Company: PremiumBeat, based in Montreal, Canada  
Key executive(s): PremiumBeat CEO/co-founder François Arbour;  
Shutterstock CEO Jon Oringer 

Investors/Owners: Shutterstock Inc. 
Distribution platform: Internet 
Launched: 2005 
URL: www.premiumbeat.com 
### 

Product: Rdio, international music streaming platform 
Need to know because it has officially launched in India after buying local  
streaming service Dhingana last year, making Rdio’s catalog the biggest in  
the country where local rivals include Saavn and Gaana. The Indian launch offers  
opportunities to expand in the burgeoning South-East Asian markets and the  
chance to hit the goal of being in 100 countries by this year’s end 
Creative function: music distribution; digital radio; music marketing 
Creative target: music rights owners 
Company: Rdio, based in San Francisco, California, US 
Key executive(s): CEO/co-founder Anthony Bay; co-founders Niklas Zennstrom 
and Janus Friis 
Investors/Owners: “Private equity” 
Distribution platform: Internet; iOS and Android apps 
Launched: 2008 
URL: www.rdio.com 
### 

Product: Shazam, mobile music recognition service 
Need to know because it has snapped up US$30m in a new round 
of funding, making the tech start-up one of a handful elite to have a  
valuation of US$1bn-plus in the UK. The cash will be used for further 
international growth and for developing the technology that currently 
enables mobile phone customers to use their device to recognize music 
being played in public, on radio, on TV and in commercials. It reports 
more than 100 million active users with ambitions to grow to 500  
million of them in the near future 
Creative function: music distribution; digital radio; music marketing 
Creative target: music rights owners 
Company: Shazam Entertainment, based in London, UK 
Key executive(s): CEO Rich Riley; Executive Chairman Andrew Fisher 
Investors/Owners: Kleiner Perkins Caufield & Byers; America Movil’s Carlos  
Slim; DN Capital; Acacia Capital Partners; Institutional Venture Partners 
Distribution platform: Internet; mobile app 
Launched: 2002 
URL: www.shazam.com 
### 
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Product: Spotify, the world’s largest music streaming platform  
Need to know because instead of launching its long rumored initial 
public offering on the stock market, Spotify has decided to raise another 
US$500m via investment bank Goldman Sachs. The move values  
Spotify at between US$6bn and US$7bn. The subscription and ad-funded 
service now boasts 60 million subscribers, including 15million paying 
customers. It recently clinched a deal with video games publisher Sony  
PlayStation to supply its online music service and it has disclosed that 
it has paid music rights owners more than US$2bn in royalties to date 
Creative function: online music streaming; online radio 
Creative target: music rights owners; advertisers 
Company: Spotify, based in Stockholm, Sweden/London, UK 
Key executive(s): CEO/co-founder Daniel Ek 
Investors/Owners: Universal Music Group; Warner Music Group; Sony  
Music Entertainment; Technology Crossover Ventures; DST Global; 
Kleiner Perkins Caufield & Byers; and more 
Distribution platform: Internet; mobile app 
Launched: 2006 
URL: www.spotify.com 
### 

PHOTOGRAPHY/ART___ 
Product: Amazon Fashion, the e-commerce giant’s clothing and style division  
Need to know because it is scheduled to open what has been described as  
Europe’s largest photography studio. Located in east London, it will be used to  
take photographs of models wearing clothing and apparel being sold online by  
Amazon.com’s fashion division. It will be 46,000 sq. ft. in size to meet the demands 
of fashion which are  amongst the fastest growing units at Amazon.com 
Creative function: e-commerce; digital marketing 
Creative target: photography; fashion design 
Company: Amazon Fashion EU, based in London, UK 
Key executive(s): Amazon Fashion EU Vice President Sergio Bucher 
Investors/Owners: Amazon.com, Inc 
Distribution platform: Internet 
Launched: 2002 
URL: www.amazon.com 
### 

Product: Rex Features, Europe’s largest independent photographic  
press agency 
Need to know because it has been bought by global digital imagery provider 
Shutterstock, which will use the new subsidiary to target editorial media operations 

that need press photographs of celebrities, sports events and the entertainment world,  
plus videos and a priceless collection of iconic images from bygone years  
Creative function: photography; art; images; news coverage 
Creative target: news organizations; media operators 
Company: Rex Features, based in London, UK and Los Angeles, California, US 
Key executive(s): Shutterstock CEO Jon Oringer; Rex Features Managing  
Director Larry Lawson 
Investors/Owners: Shutterstock 
Distribution platform: Internet 
Launched: 1954 
URL: www.rexfeatures.com 
###  

SOCIAL MEDIA___ 
Product: BBC Taster, digital platform for developing new content 
ideas for the UK public broadcaster’s TV, radio and online services 
Need to know because the BBC is among the most influential pioneers 
of digital content distribution worldwide, as seen by the groundbreaking 
iPlayer platform. The BBC Taster is the latest digital invention designed 
to involve the license fee-paying audience in the decision-making process 
of the shows that might get commissioned, and where new ideas are tested 
Creative function: content development; content creation; content marketing 
Creative target: content producers; TV program commissioners 
Company: BBC, based in London, UK 
Key executive(s): BBC Future Media Director Ralph Riviera 
Investors/Owners: BBC  
Distribution platform: Internet 
Launched: January 2015 
URL: www.bbc.co.uk/taster 
### 

Product: Lazada, South-East Asian e-commerce giant 
Need to know because it has raised €200m (US$268m) in cash in a new round led 
by Singapore-based Temasek Holdings plus existing shareholders, a move 
that has given the company (described as Asia’s Amazon.com) a valuation 
of €1bn. It has raised €700m in total to date  
Creative function: e-commerce 
Creative target: online retailers 
Company: Lazada Group, based in Kuala Lumpur, Malaysia 
Key executive(s): CEO Maximilian Brittner; CMO/Managing Director 
South-East Asia Stein Jakob Oeie 
Investors/Owners: Rocket Internet; Investment AB Kinnevik; Verlinvest 
Distribution platform: Internet; mobile apps 
Launched: 2012 
URL: www.lazada.com ### 
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Product: Line Taxi, app-based taxi service 
Need to know because it is an extension of Line, Japan’s largest messaging app, 
which has chosen to compete against Uber, currently the world’s biggest taxi app service. 
Line Taxi will kick off initially only in Tokyo, before rolling out to the rest of  
Japan. The taxi app will be bundled with the messaging app so that passengers are 
able to pay for fares on mobile devices with Line Pay software. Line currently has  
170 million monthly active users in 200-plus countries and recently announced 
plans to offer a groceries delivery app 
Creative function: messaging payment system 
Creative target: marketers 
Company: Line Corporation, based in Tokyo, Japan 
Key executive(s): CEO Takeshi Idezawa 
Investors/Owners: NHN Corporation 
Distribution platform: Android; iOS, Windows Phone;  BlackBerry mobile  
apps; PC; Mac desktop apps 
Launched: 2011 
URL: www.line.me 
### 

Product: SmartEyeglass, wearable tech eyeglasses 
Need to know because Sony has brought out its own version, 
around the same time as the pioneering original, Google Glass,  
has been removed from the market before officially going commercial.  
Described as bulkier than Google Glass, the SmartEyeglass features a  
3-megapixel camera lens, a gyroscope, an accelerometer, a brightness 
sensor, and an ability to offer holographic images via the lenses. Sony  
has created an SDK site inviting developers to create augmented reality  
Android apps that can superimpose images onto the eyewear’s  
transparent lens 
Creative function: wearable technology; mobile device 
Creative target: software developers 
Company: Sony Developer World, based in London, UK 
Key executive(s): Developer Advocate Troed Sangberg 
Investors/Owners: Sony Corporation 
Distribution platform: Eyewear; Android mobile app 
Launched: 2015 
URL: http://developer.sonymobile.com 
### 

Product: Snapchat, ephemeral image messaging app 
Need to know because it has embarked on an acquisition spree to make  
its rapidly growing operation scalable. It has bought Scan.me, a QR scanner  
and iBeacon start-up, for US$50m in cash and stocks and Vergence Labs,  

a Google Glass-like video recorder, for US$15m in stocks and cash.  
Snapchat is also reported to be seeking a partnership that would enable  
users to access copyrighted music via the platform. Experiments have  
started: on 5 February, Madonna premiered a music video for her new  
single Living for Love exclusively via Snapchat 
Creative function: messaging; entertainment; media; content sharing 
Creative target: brand owners; marketers 
Company: Snapchat, based in Los Angeles, California, US 
Key executive(s): CEO/co-founder Evan Spiegel 
Investors/Owners: Kleiner Perkins Caufield & Byers; GIC; Yahoo!; 
August Capital 
Distribution platform: mobile app 
Launched: 2011 
URL: www.snapchat.com 
### 

Product: Twitter’s 30-second videos, a new production and editing  
addition 
Need to know because until now, Twitter users could only issue tweets, 
GIFs, photos, audio files, six-second Vines or links to other people’s online  
videos; now users can also use the same app to shoot a much longer video 
compared to Vines, edit it and upload to add to Twitter conversations with just 
a few taps. The move also comes as Twitter offers group Direct Messages,  
which until now was limited to one-to-one messages to only people you  
“followed”. Now, whether or not you are a follower, you can be added to  
a group that receives the same direct messages 
Creative function: social media 
Creative target: subscribers; marketers; corporations 
Company: Twitter, based in San Francisco, US 
Key executive(s): Twitter Product Director Jinen Kamdar 
Investors/Owners: Listed on the New York Stock Exchange 
Distribution platform: Internet; mobile app 
Launched: March 2006 
URL: www.twitter.com 
### 

TELEVISION 
Product: CuriosityStream, a TV streaming platform dedicated to factual 
content 
Need to know because it is the first major investment in digital TV made 
by John Hendricks, founder and former chairman of Discovery Communications, 
owner of the groundbreaking Discovery Channel TV networks, since he officially  
retired last year. Scheduled to launch in March, the new TV will offer unscripted  
and non-fiction content on science, technology, civilization and humankind’s greatest  
achievements. It is part of Curiosity Project, the Hendricks-owned company devoted  
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to outdoors lifestyle and adventure activities 
Creative function: digital TV production and distribution 
Creative target: factual TV producers; video producers 
Company: Hendricks Investment Holdings, based in Silver Spring, Maryland, US 
Key executive(s): Founder John Hendricks; Vice Chairman Maureen Hendricks; 
Curiosity Project President Elizabeth Hendricks North 
Investors/Owners: Hendricks Investments Holdings 
Distribution platform: Internet; streaming 
Launched: March 2015 
URL: www.hihllc.com 
### 

Product: Nolim Films, the multiplatform film and TV on-demand service 
Need to know because the French supermarket giant Carrefour has made its  
debut in the digital entertainment business with the launch of this multi-platform  
and multi-device service. It offers subscribers a catalog of film and TV shows  
from Hollywood and domestic producers to rent or buy. The distribution platform  
is being supplied by UK/US over-the-top TV operator Saffron Digital via its  
StagePlay technology 
Creative function: digital TV and film distribution 
Creative target: Film and TV producers, distributors and rights owner 
Company: Carrefour, based in Boulogne Billancourt, France 
Key executive(s): Carrefour France Executive Director Noel Prioux; Saffron 
Digital CEO Jason Keane 
Investors/Owners: Euronext 
Distribution platform: Internet 
Launched: January 2015 
URL: www.nolim.fr 
###  
Product: Sling TV, over-the-top web TV service 
Need to know because it is expected to provide a solution to a problem 
that DISH Network and its rival US cable and satellite TV networks are  
facing: Millennial cord cutters. Cord cutters are the young people who do not  
feel inclined toward (or want to subscribe to) expensive cable and satellite TV  
services as they have found a preferred alternative. So DISH, like  
its competitors, has decided launch SlingTV to go to where the Millennials  
are: online. It is less expensive than its standard satellite TV fees but there 
are fewer and more targeted TV channels 
Creative function: TV and film distribution 
Creative target: TV producers; TV distributors; advertisers; rights owners 
Company: DISH Network Corporation, based in Englewood, Colorado, US 
Key executive(s): DISH President/CEO Joseph Clayton 

Investors/Owners: NASDAQ 
Distribution platform: Internet 
Launched: 2015 
URL: www.dish.com 
### 

Product: Talk Talk, quadruple play telecommunications platform 
Need to know because its owner, which offers Internet access, mobile 
communications, telecommunications services and a pay-TV platform, 
has bought blinkbox Movies, the film and TV streaming platform that 
used to belong to Tesco, the struggling UK supermarket chain. Tesco, 
which sold blinkbox Music to Australia’s Guvera (see Music category),  
received £5m (US$8.3m) plus the elimination of £18.5m of debts 
Creative function: movies and TV streaming 
Creative target: movie and TV producers; movie and TV distributors 
Company: Talk Talk Group, based in London, UK 
Key executive(s): CEO Dido Harding; Chairman Charles Dunstone 
Investors/Owners: London Stock Exchange 
Distribution platform: telecommunications; Internet 
Launched: 2003 
URL: www.talktalk.co.uk 
### 

EXTRA___ 
Product: ExoMars, European Space Agency’s next mission to the  
planet Mars 
Need to know because it hopes to learn from the miraculous discovery of the  
UK-led Beagle-2 Mars lander thought lost since 2003. When nothing was heard  
of since its scheduled touchdown in December 2003, the project was presumed to  
have failed. But in January this year, some 11 years later, Beagle-2 was identified 
on Mars in images taken by the high-resolution camera on NASA’s Mars  
Reconnaissance Orbiter. The scientists behind ExoMars hope to learn the  
experiences gained from the Beagle-2 mission 
Creative function: To boldly go where no man has gone before 
Creative target: aspiring space travelers; astronauts; space agencies 
Company: European Space Agency, based in Paris, France 
Key executive(s): ESA Director of Science and Robotics Exploration 
Investors/Owners: Pan-European Government Organization; Russian Federal 
Space Agency 
Distribution platform: Spacecrafts 
Launched: 2015 
URL: www.esa.int 
### 
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D ata  visualization is the new must-have digital storytelling 
platform, if the entries for last November’s Kantar Infor-
mation is Beautiful Awards are anything to go by. 

Organized by IIB Studio, the London-based international data 
visualization studio, the annual awards are dedicated to  

infographics designers, information artists, plus data analysts and analytics 
specialists. These are the people who believe the findings garnered from all 
that Big Data collected from the Internet should be read in the form of eye-
catching graphics.  
  Entries for the awards came from 33 countries, including several aimed  
at the creative industries, some of which are featured in this issue (see  
pages 19-21). The media and entertainment sectors increasingly rely on the  
results that emerge from analyzing mounds and mountains of data amassed 
from their digital services. Top dog TV-streaming platform Netflix can  
testify to that.  
  Sifting through the hoarded data enables them to develop strategies based 
on audience behavior, consumption habits, what’s trending in their markets 
and social media ‘Likes’ and ‘Followers.’ Instead of letting those facts,  
figures, names and numbers sit on a computer for only analytics specialists 
and research analysts to fathom, data visualization converts them into cool, 
attention-grabbing pictures that anyone can read and relate to.  

  IIB Studio co-founder/chief creative partner Duncan Swain feels that, done 
correctly, data visualization graphics can be just as arresting a medium as 
offline and online TV, print media and photos for communicating, inform-
ing, entertaining and educating.  
  “It simplifies a complicated story visually,” declares Swain, explaining the 
demand for IIB Studio’s services. “There are stories, connections and  
patterns hidden in the data and  they will remain so unless they are untan-
gled. You won’t see those patterns unless you join the dots that connect  
different pieces of information. That is what we do. In journalism, data  
visualization is another way of telling the stories.” 
  IIB Studio has created bespoke technology that its team of journalists,  
designers, tech developers and researchers use to service clients. These  
include UK public broadcast giant BBC, search engine behemoth Google, 
credit card conglomerate Visa and environmental organization Friends of 
the Earth.  And for consumers? He says the attractive display of what might 
otherwise seem to be mundane information shortcuts the intended message 
into the brain.  
  Marketers, media owners and survey analysts are able to communicate  
effectively and people are not forced to read abstract digits and unconstruct-
ed statistics linked to issues that are of interest to them. 
  Which brings us to Apocalypse When? IIB Studio’s latest work for BBC 
Future, the BBC department devoted to news on science innovation, health 
and technology.  This data visualization project attempts to answer the ques-
tion: “Which apocalyptic threats are most likely to wipe out Earth’s popula-
tion and when?” 
  For an initial idea, head to page 18 or click on http://www.bbc.com/future/
story/20141230-apocalypse-when 
  “IIB Studio has deftly researched and created a data visualization that tells 
a multi-layered story, mixing fun with education, and giving everyone pause 
for thought,” Swain says about Apocalypse When?  It proves information 
can really be beautiful, even when the news is predicting doomsday. 
 
Note: Set up in 2012 by journalist and data visualizer David McCandles in collaboration with 
Aziz Cami, creative director at international research, data and insight group Kantar, the an-
nual awards are organized by IIB Studio and the next awards event is scheduled for this fall.  
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The statistics illustrating technology’s influence  
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Visualize beautiful and bountiful 
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 Do you remember The End, the 
1967 classic song by The Doors  
as featured in Apocalypse Now,  

Francis Ford Coppola’s doom-laden 
war movie?  

 

Even if you don’t, you  
will get the wit (and possible truth?)  

behind Apocalypse When?:  
data visualization of the most likely 

threats to wipe out the world’s  
population, and the possible timeline, 

as depicted by  
IIB Studio for BBC Future. 
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Philip Seymour Hoffman: A Hollywood actor’s life quite extraordinary 
An Actor’s Life, 

by The Show  
Journalism Company, 
a winning entry in IIB 
Studio’s Information 
is Beautiful Awards 

2014. 
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Matthew Daniels’ Rappers, another winner at IIB Studio’s Information is  
Beautiful Awards, focuses on the strength of vocabulary in hip hop and rap lyrics. 

Based on his research results, DMX (extreme left), who has sold 30 million+  
records, has less than 3,600 unique worlds in the first 35,000 words of his  

published lyrics. Meanwhile, Aesop Rock (extreme right), who is more famous for 
his lyrics than his music, had 6,400-plus words. In-between, you’ll find Dr Dre, 
Nicki Minaj, Tupac Shakur, LL Cool J, and a 16th-century wordsmith by the 

name of William Shakespeare.  
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T he sinister and dark plots in Game of Thrones, 
HBO’s blockbuster fantasy TV drama series, are 
said to be so addictively complex, only fanatics 
might understand the Transit Map version  

visualized by Michael Tyznik for IIB Studio’s Information  
is Beautiful Awards.  

 

  *So, if travelling from Sunspear in the south to Shadow 
Tower makes sense to you, take a look at Tyznik’s helpful 
map.  

 

  *If it doesn’t, just know that Games of Thrones is one of 
the most successful TV dramas of all time; each episode 
costs an average US$6m to produce; the locations of its 
spectacular outdoor shoots are the US, Croatia, Morocco, 
Malta, Iceland, Northern Ireland and Spain.  

 

  *It was also the most pirated TV show in 2014, having 
been illegally downloaded more than 8 million times,  
according to Torrent Freak.  

 

  *A Song of Ice and Fire, the anthology of novels by George 
R. R. Martin that inspired the TV series, have sold 25 million 
copies worldwide. 
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tart-ups’ Standpoint 
The challenges start-ups face the moment they 
go public with their visions 
 

 

Product/Service: Buddybounce 
Developer: Buddy Bounce Ltd (London, UK) 

When launched: April 2013 

Targeted users/sector: Artists’ management companies; record labels;  
PR companies; music fans 

How will your technology change the industry you are in; what gap is it  
filling; what is its unique selling point? These days, with the connectivity and 
the viral process of content sharing you get online and on social media, it is quite 
easy to be catapulted to the high of highs for 15 minutes and never be seen again. 
Andy Warhol predicted this in 1968 and he was spot on. This is, for example,  
what happens with most pop artists, 50% of whom will be one-hit wonders.  
Buddybounce allows celebrities and brands to build stronger relationships with 
their fans, thus allowing them to increase engagement, retention and, ultimately, 
drive music and merchandise sales. What makes Buddybounce unique is the  
ability for celebrities to understand fan behavior across a multitude of social  
networks (for example, Twitter, Facebook, YouTube and Instagram) and be able to 
communicate with them in a personal way using the Buddybounce dashboard. For 
fans, Buddybounce is a niche social network that allows them to be recognized 
and rewarded for supporting their favorite celebrities. It also gives them a space 
where they can share their passion with like-minded people.  
 
How did you, or the founders, overcome your biggest fear when you  
realized the concept was becoming a business reality? Our biggest fear was  
not being able to attract fans to join the platform without getting celebrities on 
board. It was a chicken-and-egg scenario. Fans would join the platform if their  
favorite  celebrities were on board and celebrities would join if their fans were on 
board. We overcame this issue by securing products and tickets to give away to 
fans of celebrities who were not on board, and by managing to work with musicians 
signed to all three multinational major record labels (Universal Music Group,  
Warner Music Group and Sony Music Entertainment). 

Any recent developments to announce? We have recently started offering  
celebrities and brands a white-label version of the Buddybounce consumer product 
to allow them to custom-build their own fan club websites. We have had a lot of 
interest for this offering and are already in advanced discussions with two big 
brands to provide them with this solution. We are also about to launch Version 1.1 
of our iPhone mobile app, which allows fans to share stories about their favorite 
celebrities more easily and we expect this feature will make the app skyrocket. We 
also recently pitched for, and won, the Music TechPitch 4.5’s £190.000 prize (in 
the form of Lego bricks, not real money, unfortunately). 
   
Current Investors: 
Bootstrapped by founders Giulia Piu and Emma Obanye 
Telefónica 
Angel Academe 
Geoff Heath OBE 
Alicia Navarro 

URL: www.buddybounce.com 
Twitter: @buddybounce 
Email: buddy@buddybounce.com 
Artists inquiries: giulia@buddybounce.com; emma@buddybounce.com 
###  
 

  

Product/Service: Jukedeck   
Developer: Jukedeck (London, UK) 

When launched: Private beta, December 2014; Public beta, early 2015 

Targeted users/sector: Video creators; anyone who needs music 

How will your technology change the industry you are in; what gap is it  
filling; what is its unique selling point? Video creation is exploding. Some 300 
hours of video are uploaded to YouTube every minute, a number that has trebled 
in the last two years, and almost all of these videos need music. But sourcing  
music for videos is really difficult. Music is often expensive and under copyright; it 
takes ages to find a track that sounds right; and when you do, it’s not tailored to 
your video. Worst of all, you find yourself using the same tracks as everyone else. 
At Jukedeck, we’ve solved this by building software that writes original music at the 
touch of a button. It can create an unlimited amount of unique music, in a range of 
different styles, that’s generated on the spot, and that’s completely royalty-free. 
The technology will have uses in many industries, but the first application we’ve 
built is a website for video creators. You can come to our site, choose your style,  
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START-UPs’ STANDPOINT________ 
speed and length, and generate as many unique tracks as you want. In this way, 
we want to make a task that’s currently difficult - finding appropriate music for 
your videos - much easier.  

How did you, or the founders, overcome your biggest fear when you  
realized the concept was becoming a business reality? When we started 
working on this problem, it was just an experiment – tinkering around with code, 
seeing what worked – without too much pressure. But as we approached our first 
round of investment, that all changed. All we had at the time was a prototype that 
didn’t sound that great, so our biggest fear was that investors wouldn’t believe we 
could get the music sounding as good as we wanted to. We overcame this by 
working tirelessly on improving the quality of the music, and we’ve now proved 
that our system can create music people like. 

Any recent developments to announce? We recently won the LeWeb Startup  
Competition 2014 in Paris and launched our private beta. So, if you need music  
for your videos, head over to jukedeck.com; it’s free for early users for 12 
months. 

Current Investors: 
Cambridge Innovation Capital 
Cambridge Enterprise 

URL: http://www.jukedeck.com 
Twitter: @Jukedeck 
Email: hello@jukedeck.com 
###  

 

 

  

PROMOTION 
 

 

 

TechMutiny is also online 

Make your way to 
www.techmutiny.net 

 

 

 

 

 
For the online edition of TechMutiny  

For catching up with developing news  
in the tech industry and how it is transforming  

media and entertainment 
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  ABOUT TechMutiny (www.techmutiny.net) 
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.  
 
TechMutiny is a sister publication of  MediaTainment Finance 
(www.mediatainmentfinance.com), the business journal that covers financial  
investments in the international creative, media and entertainment industries.  
TechMutiny and MediaTainment Finance are JayKay Media Inc publications. 

 

TechMutiny readers: 
Media, entertainment and tech decision makers seeking a snapshot of the new  
developments catapulting the creative businesses further into the 21st century.  
 
Contact details for all enquiries: 
Editorial Director/Publisher Juliana Koranteng 
Web: www.techmutiny.net 
Email: jaykaymedia@btinternet.com 
Twitter: @TechMutiny  
LinkedIn: Juliana Koranteng 
 
Advertising/Marketing: info@jaykaymediainc.com 
Opportunities in TechMutiny Newsletter; TechMutiny Online;  
MediaTainment Finance (abridged); MediaTainment Finance Online 
 
 
Reproduction in whole or part without written permission is strictly prohibited. All prices quoted in articles are 
correct at time of going to press, but subject to change. Currency is based on the exchange value the day before 
publication date. Reprints can be used for marketing purposes. Contact editorial for permission. 
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