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It’s a long way from supplying dongas  
in outback Queensland to building world-
class customer engagement technology.  
From The MAC to Mobecom.
By Peter Klinger

Mobecom, 
a business intelligence and 
customer engagement tech-
nology provider that is well 
down the path of  an expo-
nential global growth curve, 

is slated to hit the ASX boards in early 2017.
This is not about providing an exit strategy for what has 

been a successful investment by his family’s Tulla Group, says 
Mr Maloney, but rather, a strategy driven by the need to ac-
cess the capital markets in order to help Mobecom achieve its 
ambitions.

“We don’t look at the ASX listing as a liquidity event, we 
look at the ASX as giving the company access to the capital 
required to continue to expand globally,’ Mr Maloney says.

“Mobecom has so many deals that they have won interna-
tionally this year, they need a minimum of  $9 million just to 
fulfill existing contracts and to execute their business plan. This 
is truly a company that is seeking expansion capital, not just 
product development and marketing capital.”

Mr. Maloney, best known as a resources sector entrepre-
neur who struck it super rich when he sold The MAC Services 
Group to US rival Oil States International for $689 million in 
2010, has been investing in technology for almost a decade.

Why is this resources 
heavyweight turning  
to tech?

TECH INVESTOR INSIGHT

$350  
million  

invested across  
Tulla Group’s 

portfolio

Neil Joseph  
(Mobecom) and  
Kevin Maloney  

(Tulla Group) 
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We really like to  
see good business  

and financial  
management as 

well as great  
technology
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A regularly changing portfolio of  seven to eight 
tech investments is dwarfed in dollar terms by 
the rest of  the $350 million invested across Tulla 
Group’s portfolio, which covers the resources sec-
tor, the Segenhoe thoroughbred stud in the Hunter 
Valley, the company behind the Australian Hunger 
Games Exhibition, Property, Entertainment, Sumo 
Salad, and New Zealand accommodation business 
Urbanz to name a few.

But there is passion in Mr. Maloney’s tech and 
industry knowledge to successfully 
marry new technologies, as well as 
devise new applications for exist-
ing products, Mobecom marks a 
Tulla Group shift on two fronts – 
hitherto its main focus had been 

on business-to-business technology, particularly in 
the asset management space, and the traditional 
focus being on growing and sustaining profitable 
private companies as opposed to listed Public com-
panies. 

Having already invested $1 million into Mobe-
com over the past eight months, Mr Maloney be-
lieves this direct-to-consumer technology play now 
needs to hit the bourse for access to an ever bigger 
pot of  funds. (see www.mobecom.co) 

It is a well-considered move by Tulla Group, 
whose technology venture capital business is run by 
Kevin O’Hara.

Tulla Group has spent the past two years watch-
ing the ASX tech listing boom (and bust) in an at-
tempt to assess what it takes to be successful.

“What we believe is required is they need to have 
locked in contracts, they need to be carrying their 
own weight financially, they need to have enough 
revenue to sustain being listed and they need to 
have the ability to prove that they are well on the 
way to earnings,’ Mr O’Hara said.

The stock exchange push is not the latest get-rich 
scheme for Mr. Maloney, whose family’s wealth has 
been estimated at $485 million by BRW, but the 
evolution of  an understanding of  the importance 
technology plays in boosting business.

The MAC proved the trigger.
A mining services company that focused on pro-

viding mine site accommodation in Queensland 
and Western Australia, The MAC grew to owning 

and operating more than 6,000 rooms across about 
eight community villages and had plans, and ap-
provals, to expand to 15,000 rooms.

“It got to a point that we realised we needed se-
rious technology to manage all these assets, you 
couldn’t just do it off  the back of  a spreadsheet,” 
Mr. Maloney recalled.

“When I set The MAC up, I got burnt in a tech-
nology deal and learned a hard lesson. Initially, we 
could not find a technology package to automate 
our booking systems for our rooms, owing to the 
uniqueness of  it. It wasn’t an in-and-out (for the 
mine site workers, the room occupants) every day, 
it was in for months, you went home for a week-

If we choose to invest, we like 
to work with the founders to 
help them to develop the busi-
ness and to scale their offering

TECH INVESTOR INSIGHT
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end or you put them on hold. As such, we couldn’t 
manage this with existing technologies that were in 
the market.

Mr. Maloney tried various approaches but they 
failed to come up with the goods.

The solution for The MAC came from Mr. Malo-
ney’s relationship with John O’Brien’s Whitesmiths 
Group, then a reseller of  the TRIRIGA workplace 
management software (now owned by IBM).

“John said to me ‘Kevin, the only way to do it is 
to write a spec of  what you precisely need, and then 
work from there’,” Mr. Maloney said.

“So we did all that and we finished up coming 
up with a system that we predominantly developed 

ourselves. The problem was that we paid a software 
company to build the platform, and later, found out 
that at the end of  the day, we spent all the money 
but owned nothing. The software company owned 
all of  the Intellectual Property (IP). It turns out that 
it was all in the fine print” said Mr. Maloney. 

But it worked – Tulla Group has since invested 
in the expanding Whitesmiths Group – which ce-
mented Mr. Maloney’s interest in technology.

In a sector that is abundant with ideas, too few 
technologies achieve commercial success because 
they are either not applicable, or fail to connect 
successfully with the end user.

“Most entrepreneurs who come through the door 
(with their tech idea) tend to be too focused on their 
product,” Mr. Maloney said.

“We are in the business of  helping entrepreneurs 
take their technology to market, because at the end 
of  the day, no matter how good the technology is, 
if  you haven’t got clients for your technology, you 
haven’t got a business at all.

“If  we choose to invest, we like to work with the 
founders to help them to develop the business and 
to scale their offering” said Mr. Maloney. 

“Tulla are proving to be a great strategic partner 
for Mobecom; providing us with advice, guidance 
and introductions to their global network. We look 
forward to growing our successful partnership in 
the future” said Mr Joseph, the CEO of  Mobecom.

Tech investments by Tulla Group are offered 
access to its legal, financial, corporate and digital 
marketing resources, and access to a vast network 
of  financiers, advisors, investors and potential cus-
tomers.

Mr. O’Hara says there is a “excessive quantum” 
of  Australian startups though concedes “the good 
deals tend to be quite tightly held in the investment 
space”. Tulla Group’s size and expertise, does how-
ever help to attract some of  those good deals.

So what are the criteria for a Tulla Group invest-
ment?

“We really like to see good business and finan-
cial management as well as a great technology,” Mr. 
Maloney said.

“They have to manage growth in a sustainable 
fashion and manage cash flow, and they need to 
make sure that as well as having a great idea and 
great technology, that running a business remains 
their top priority. 

Mr. Maloney says there is no rush to exit or have 
mandated investment periods that are typical in the 
venture capital industry.

“It all depends,” he said.
“I like to stay with a business and see them 

through, and do a lot of  business building. We don’t 
want to be running the business; we want to help 
them build the business. We are working on the 
business, not in the business.

“(But) one thing I learnt very early in my corpo-
rate career is you never go broke taking a profit”.

TECH INVESTOR INSIGHT
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INDUSTRY NEWS

D
esigned to encourage new investment 
in Australian early stage innovative 
startups, the incentives are part of  the 
Government’s larger vision to encour-
age innovation, risk-taking and an en-
trepreneurial culture in Australia. 

Startups typically struggle to find access to funding to de-
velop, commercialise their concept and fund their ongo-
ing operations. These incentives are aimed at addressing 
this issue by bridging the gap between bootstrapping (in-
vestment through self-financing, family and friends) and 
securing investment through venture capital (generally 
aimed at companies in later stages of  development). 

The first element of  the tax incentives is a non-refund-
able carry forward tax offset equal to 20% of  the amount 
paid for shares in a qualifying ESIC (up to a maximum 
of  $200,000 per year). The second element is a Capital 
Gains Tax (CGT) exemption for shares held for more 
than 12 months and less than ten years. For newly issued 
shares in an ESIC, the entire shareholding is deemed to 
be held on capital account rather than revenue account. 

For sophisticated investors, there is no cap on the 
quantum of  the investment which can be made, however 
the tax offset is capped at $200,000 per year. The same 
sophisticated investor test and definition applies as that 
under the Corporations Act and administered by ASIC.

For all other individuals, to access the incentives, the 
investment cannot exceed $50,000 in an income year oth-
erwise neither the tax offset or modified CGT treatment 
will apply. The maximum tax offset for a non-sophisticat-
ed investor is capped at $10,000 per year. 

Other investor eligibility requirements are that the in-
vestor cannot be a widely held entity, the ESIC and in-
vestor cannot be affiliates, the shares cannot be acquired 
under an employee share scheme and the investor cannot 
have a greater than 30% shareholding in the ESIC or 
its connected entities. The above eligibility requirements 
must be met immediately after issuing the shares to the 
investor.

An Australian-incorporated company will qualify as an 
ESIC where it can be shown that it is at an early stage of  
its development (the early stage limb) and it is develop-

ing new or significantly improved innovations with the 
purpose of  commercialisation to generate an economic 
return (the innovation limb). 

The innovation limb is satisfied where the company is 
able to demonstrate that it satisfies the “100 point inno-
vation test” (an objective test broadly based on the R&D 
activities of  the company) or the “principle based innova-
tion test”. This is designed to take into account the com-
pany’s potential for growth and ability to scale its business 
beyond local markets. Where companies seek to rely on 
the principle based innovation test, they will likely have to 
apply for a ruling from the ATO to confirm whether they 
satisfy the innovation limb. In the interests of  certainty 
for investors, it is recommended that companies seek to 
apply to the ATO for a ruling.

In order to access the tax offset and CGT exemption, 
the onus is on the investor to confirm that the startup 
qualifies as an ESIC at the time it makes investment. As 
such, the ESIC accreditation process detailed above is 
important as investors will require confirmation that the 
company will be considered by the ATO to be an ESIC 
prior to investing. 

The new rules, whilst offering major incentives to start-
ups and investors alike are complex. Given this complex-
ity and the ongoing compliance requirements, startups 
and investors should obtain legal and tax advice to ensure 
they are applying the rules correctly.

Tax incentives 
for early stage  
investors

As part of the Australian Government’s National Science and 
Innovation Agenda, new tax incentives have been available 
since 1 July for eligible investors that invest in Australian 
“Early Stage Innovation Companies” (ESIC).

The views expressed in this article are the views of the author, not Ernst & Young. 
This article provides general information, does not constitute advice and should not 
be relied on as such. Professional advice should be sought prior to any action being 
taken in reliance on any of the information. Liability limited by a scheme approved 
under Professional Standards Legislation.

A company will satisfy the 
early stage limb where:

it has been  
incorporated  
in the last  
three years

has total  
expenses of less 
than $1million in 
the previous year

has assessable  
income of less  
than $200,000 
in the prior year

it is not listed 
on any stock 
exchange

1 2 3 4+ + +

By Mark Chan Tax Incentives Partner, Ernst & Young Australia  

Matt Weerden Oceania Private Equity Tax Leader, Ernst & Young Australia  

Nitya Varadarajan Tax Manager, Ernst & Young Australia
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Signed, sealed, delivered  

by Covata
By Luke Sizer

A
s more than 80% of  corporate data 
is expected to reside outside of  their 
trusted website by 2020, Covata is one 
technology company that knows the 
value of  protecting this resource.

Covata is dedicated to ensuring true 
ownership and control over a client’s 

own personal data, over the cloud and on mobile devices.
According to Covata CEO, Trent Telford, the software 

company offers end-to-end encryption and data-centric se-
curity solutions, without compromising usability.

“Your data is always protected with Covata wherever it 
may travel – inside your network, beyond the domain, to 
mobile users and to the cloud – with granular access con-
trols that extend to external users, view-only restrictions, 
real-time revocation and complete visibility and audibili-
ty,” Telford said.

Safe Share is Covata’s flagship platform, which lets 
users choose who can view, share or manage each doc-
ument, with document owners able to approve or revoke 
access and use fingerprinting to maintain control.

“Your employees need a secure way to store and share 
files from anywhere, any device and any network,” Telford 
said. “Safe Share is sophisticated on the back end, yet easy 
to use; a perfect balance of  design and functionality.

“By implementing identity, policy and management, 
your files have end-to-end encryption, so they stay locked 
tight through its entire journey, no matter how many hops 
or networks they go through.”

Covata Safe Share, which is currently used in more 
than 15 Australian Government Departments and agen-
cies, is laying the foundation for success within the UK 
Government, having established a UK Government busi-
ness development and sales team in their London office to 
focus on securing government work in 2016.

Recent research undertaken by the Company found 
that 51% of  the British public feel it would be easier to use 
government services if  departments were better at sharing 
information, however 57% of  survey respondents felt that 
they did not trust these departments to share data securely.

Their greatest concern – shared by many people all 
around the world – was around the risk of  this data being 
leaked or hacked.

“In the wake of  Brexit and regional uncertainty, the 
need for data security is at an all-time high. Covata is now 

positioned with the potential to collect substantially in-
creased revenue from the sale of  our premium product to 
such a large market.”

On 1 August, Covata achieved a significant milestone 
within the UK Government G Cloud platform. Covata 
was awarded Tier 2 Secret Classification, for a special-
ised Safe Share platform, becoming the first and only file 
sharing application with this approved status across the 
UK Government.

This was the culmination of  months of  hard work and 
was Covata breaking in to a market, which reaches a 
potential 5.35 million employees in the government and 
public sector.

“This achievement provides major validation for our 
decision to focus strengthening our product positon and 
pipeline in the government sector. This award, coupled 
with commercial success, will change how external par-
ties view the potential strategic value of  this division in 
our company,” Telford said.

In addition to the growth from Safe Share, Covata has 
expanded its global footprint. Covata opened a San Fran-
cisco office and built out the team, appointing an ex-Cis-
co executive to management to help penetrate Fortune 
100 technology companies with the development and 
deployment of  its highly anticipated Internet of  Things 
and Cloud Data Security Product, Delta.

Delta, set for an alpha release later in the year, is a 
lightweight and scalable data centric security solution 
that allows developers and innovators to embed security 
within their products, apps and services. 

With the number of  devices connecting to the internet 
skyrocketing, there has never been a more critical time to 
ensure security is built in from the beginning of  the prod-
uct lifecycle. The threat of  cyber terrorism attacks on crit-
ical connected infrastructure, such as rail networks or on 
connected medical devices used to administer life-saving 
medicines, are very real. Covata Delta is the security solu-
tion to ensure trusted communication between connected 
devices and the cloud. 

For all the aggressive sales and operational develop-
ments, Covata is a big believer in reinvesting in its intellec-
tual property, dedicated to continual improvement and po-
tential commercialisation of  new data security technology. 

This year alone, Covata extended its intellectual prop-
erty portfolio, lodging two new patents; one relating to 
‘location based access for key retrieval’, the other for ‘en-
cryption key fragmentation’.

The downside of the digital age is that as we become 
increasingly mobile with our technology, the security 
risks are higher and costlier – to individuals, businesses 
and marketplaces.

COMPANIES IN FOCUS 
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STARTUPS TO FOLLOW

Top
10

 Smartkins Animals
Nine year old Anvitha Vijay 
is the creator of  the Smartkins 

Animals app. Yes you read that correctly. 
The Melbourne-based student taught her-
self  how to code when she was seven, using 
YouTube videos and online tutorials. Her 
first app, GoalsHi, was built during the 
summer holidays and won a $10,000 Stu-
dent Edge prize at the OzApp awards in 
Australia in 2015. 

Recently she was invited to at-
tend WWDC in San Francisco and 
got to meet Apple CEO Tim Cook.  
www.smartkins.com.com

9 LitterbugSmash
LitterbugSmash is the brain-
child of  12 year old, Hamish 

Finlayson from Townsville. Part of  the 
Young ICT Explorers 2015 projects com-
petition, it showcases Hamish’s life-long 
interest and passion to protect our envi-
ronment.

LitterbugSmash is a multi-media, 
multi-channel educational tool, game 
play and fundraising initiative designed to 
protect oceans, save turtles and keep ev-
erywhere beautiful - especially Australia. 
www.litterbugsmash.com 

The young developer already has a bag 
of  awards receiving the Environmental 
Excellence and Sustainability Award at 
the Australia Day Awards and the En-
couragement and Innovation Award from 
US Ambassador, John Berry.

Hamish has high functioning au-
tism and is also working on his next 
project, which aims to increase public 
awareness about his mental condition.  
www.tripletandasd.com 

8 Kodachat
Perth based Kodachat is an app that creates a safer com-
munity for kids to socialise online.

The app works by having parents create an account for both 
themselves and their child. Their child then uses the credentials 
created by their parent to sign in, add friends, and start chatting. 
The app has a feed full of  requests for parents to approve or reject, 
whether they be friend requests or images or links to download.

The app allows parents to set profanity filters and set block-out 
times that give their child access to the app during set hours, making 
sure they’re not on the app at school, for example. Parents can then 
monitor their child’s chats as often or as little as they like, while the 
app also allows them to connect and chat with other parents when 
their kids become friends. www.kodachat.com

7 Safe Haven
Safe Haven, a new innovation by leading 
full-service security company Threat Pro-

tect, takes this portable distress option much further 
turning smart phones into powerful personal security 
devices. 

With just one tap of  a panic button, a distress alert 
goes to a round-the-clock monitored A1 graded con-
trol centre that is then able to pin-point your location 
and the user is guaranteed an immediate personal 
response from security professionals. The company 
identifies how the person activating the distress option 
can be helped and, if  needed, a security guard is sent 
to the precisely tracked location.

Offering support and tracking wherever mobile 
coverage is available, Safe Haven is the result of  a 
year-long collaboration with information and com-
munication specialists. 

The team also have well known serial entrepre-
neur Brad Rosser backing this and is one to watch. 
www.safehavenapp.com

We are known internationally for our resources and education 
exports, but that’s about to change with the government banking 
on a new wave of technology and innovative startups. How can 
we can find the next Atlassian? While that might be some time 
away, here are some young startups that are really making noise 
nationally and internationally with their technology startups.

10young 
startups 
to watch.
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1 SafetyCulture
Townsville based startup SafetyCulture is going from strength to strength 
and is one to watch in 2017. The company has just finished its $6.1M Se-

ries A round, valuing it at $50M. Not bad for its founder Luke Anear who originally 
started it as a safety consultancy. The growth to date has been from its key product 
called “iAuditor” which provides organisations with a safety checklist via an app. 
The app has almost 1 million downloads already.

The company has also just opened an office in the United States to capture the 
huge demand in the market, with 28.5% of  its users from there.

SafetyCulture is also in good hands as it counts Atlassian billionaire, Scott Farqu-
har, and well known venture capitalist Bill Tai, as investors of  the company. Health 
and wellbeing is going to be a big growth area for technology and this company is 
destined to capitalise on that demand into the future. www.safetyculture.com

6 Sparrow Flights
David Shepherd and Adrian 
Ciaschetti have created a cool app 

that takes the pain out of  corporate travel.
After a year of  research, product develop-

ment, testing, reviewing, iterating, pivoting 
and more testing, they have finally developed 
an offering that makes it the fastest and easi-
est way to book domestic flights.

Sparrow has been built from the ground 
up to make travel easy for small to medium 
enterprises. The founders’ goal was to make 
something they would love and use them-
selves. www.sparrowflights.com

4 Cycliq
Cycliq is a Perth based startup that 
makes camera and lighting accessories 

for the growing cyclist market. 
The accessories also feature the ability to re-

cord and capture video of  incidents and any ac-
tion that could happen on the road.

Andrew Hagen is the CEO and Kingsley Fie-
gert is the company’s Chief  Financial Officer. 
They are currently in the final stages of  a back 
door listing with Voyager Group via an acqui-
sition which will allow Cycliq an ASX listing 
through a reverse takeover from the former en-
ergy company.

The company is already selling in 25 countries 
and no doubt one to watch as it scales post their 
listing.www.cycliq.com

3 Clinicloud
Clinicloud is a startup that allows peo-
ple to monitor their health from home 

using a medical kit based within an app. 
Co-founder and CEO, Andrew Lin, is at the 

helm and has his sights on scaling the app, hav-
ing already secured a partnership with Doctor on 
Demand in the USA. The partnership will allow 
Clinicloud to gain access to its millions of  Amer-
icans through its employer or health plans. It al-
ready has a presence in San Francisco to provide 
the company with a base to expand and crack the 
American market.

Tencent and Ping An Ventures are behind the 
startup having helped Clinicloud raise $5M dol-
lars in a funding round. www.clinicloud.com

2 mPort
Health tech startup mPort is only 
three years old but has already signed 

a deal worth $80M client deal with American 
health club chain LA Fitness.

Founders Melody Shiue, Andy Wu and Dipra 
Wu wanted to create a more fun and engaging 
way in which people could track their physical 
health. The company has what is calls “mPods” 
which displays a person’s visual body progress by 
tracking more than 200,000 data points relating 
to their health. They already have 20 of  these 
pods in Westfield shopping centres across NSW, 
such as Paramatta. 

The vision is to scale the business across Aus-
tralia, but they also have demand coming from 
the US, and China. www.mport.com 

5 Hobspot
Melbourne based Hobspot is a 
new social media app that allows 

users to instantly connect with people nearby 
that enjoy the same hobbies and interests.

Sam Ethell, Gustavo Campos and Alfonso 
Ordonez are the team behind Hobspot. They 
came up with the ingenious idea for a social 
media app to connect people with mutual in-
terests through their own personal experiences. 

After being introduced through mutual 
friends and discovering their shared love for 
various sports and mobile apps, they became 
great friends. This fuelled the innovation and 
motivation to develop Hobspot.

The company has just signed a partnership 
agreement with Student Edge, Australia’s 
largest student community with over 870,000 
members, and is hoping to leverage platform 
to grow the app nationally. 

Currently rolling out in Victoria, there are 
plans to expand the app Australia-wide and 
then internationally. www.hobspotapp.com 

Jeremy Chetty  
is our guest columnist 
and is the Co-founder 

of Student Edge, 
Australia’s largest 

student community 
with over 870,000 

members. He is actively 
involved in the startup 

community as a 
mentor, speaker and 

advisor, and is  
passionate about  

helping young  
people turn their ideas 

into reality.
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A 
decade ago, it was dormant with just 
a few major local venture capital 
fund players. Fast-forward 10 years 
and the market’s burgeoning as the 
Australian economy transitions and 
startup sector flourishes with fintech 
disruptors.

There are now more than 30 active players in the local 
venture capital market with various business models and 
strategies in play including stand-alone venture capitalists 
and major corporate players.

These include organisations like AirTree, a $250 
million fund, SquarePeg a fund rumoured at around 
$300million alongside new corporate players like Telstra, 
NAB and Westpac.

Todd Forest, Managing Director for National Australia 
Bank’s $50million venture capital arm, NAB Ventures, 
has been impressed with how the Australian market has 
picked up speed in the last decade.

“The startup ecosystem is 10 times better than it was 
just a few years ago with more young entrepreneurs want-
ing to launch startups, more angels willing to back them, 
more venture to help them grow, and success exits that 
are re-enforcing the cycle. 

“There have been a lot of  great companies built in 
marketplace and services, and we’d like to do the same 
with fintechs that will enhance the NAB customer experi-
ence through our alignments with them.”

Forest, an experienced entrepreneur and angel investor 
who hails from Vermont in the USA, said there were a 
number of  key players in the Australian market now who 
had gained experience abroad and were adapting that to 
the local environment.

“It’s been terrific to have several startup success stories 
in Australia over the last several years, including IPOs 
for Atlassian and Freelancer, and the emergence of  fast 
growing startups such as Campaign Monitor, Canva, and 
Unlockd. These stories will inspire the next generation 
founders to take the leap and create the next big idea.”

For NAB’s exploration into venture capital, Forest says 
the bank is primarily looking to take minority stakes in 
startups which helps provide the financial muscle they 
need to grow quickly, while giving the bank a seat at the 
table and eyes, ears and influence on new technology and 
developing trends.

“We know that banking is undergoing significant trans-
formation in the digital space and the simple aim of  
NAB Ventures is to help ensure we can embrace the right 
changes to deliver new customer solutions,” Forest said.

“We work with startups that have a product and cus-
tomers already, but want to grow their businesses and 
opportunities faster.

“So for us, the key criteria is whether we can help the 
startup accelerate their growth via our capital and strate-
gic assets and in turn, can that startup bring innovation 
and solutions to help us better deliver for our customers.”

Having appointed Forest to lead the fund earlier this 
year, NAB Ventures has now spoken with more than 300 
startups and made its first investment in May in Syd-
ney-based startup Data Republic.

Founded by Paul McCarney and Danny Gilligan, 
Data Republic is a platform for data exchange between 
platform partners and contributors with the aim of  en-
hancing the personalised customer experience for those 
companies using the platform.

“Data Republic is doing some really innovative work 
to improve the personalisation experience for customers,” 
Forest said.

“This investment gives us a seat at the table to help de-
velop Data Republic’s capabilities and ultimately improve 
the experience for NAB customers in the future.”

Forest said NAB Ventures was looking to make a num-
ber of  further investments before the end of  the year.

Australian venture 
capital market  
taking flight
By David Tasker

It’s taken a while, but investment in the Australian 
startup sector is finally starting to blossom.

Danny Gilligan  
(Reinventure),  
Todd Forest  

(NAB Ventures),  
Paul McCarney  

(CEO Data Republic) and 
Vaughan Chandler  

(Qantas)  
PHOTO  DAMIEN FORD 

INDUSTRY NEWS
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COMPANIES IN FOCUS

While appetite for financial 
technology continues to grow, 
few companies are able to 
offer exposure to innovation in 
technology while also providing 
investors assurance by holding 
cash generating physical assets.

A fintech star 
on the horizon
By Alex Baker

Stargroup Limited (ASX:STL), an 
integrated banking technology 
business, is one company pro-
viding this rare mix and has just 
recorded its 11th straight record 

quarter of  revenue growth. 
Stargroup is the only ASX-listed company 

deploying ATM machines in Australia and 
operates three separate divisions: an ATM 
wholesaling business, an ATM operation 
enterprise, and an EFTPOS and paywave 
processing business. 

The company’s wholesale ATM opera-
tions own over 350 ATMs across Australia, 
which charge a $2.50 debit on use. 

Currently, net returns to the company per 
transaction range from $0.60 to $1.50, equat-
ing to approximately $400 net profit per ma-
chine, per month.

This figure is set to increase as Stargroup 
nears completion of  an acquisition of  Indue 

Limited, a company which handles ATM 
processing and settlement services. 

This will not only substantially 
lower costs for each transaction 
at Stargroup ATMs but will also 
see Stargroup provide ATM 
processing services to 70 ATM 
deployers, managing approxi-
mately 12 million transactions 
per year.

The acquisition is also 
poised to lift Stargroup’s 
gross revenue by $4million 
per year and EBITDA by 
$1.7million.

“The value of  ATM with-
drawals in Australia in 2015 
was over $140.8 billion, so 
capturing even a very small 
slice of  this market is enough 
to build a sizable company,” 
Todd Zani, Stargroup CEO 
and executive chairman said.

“Our very strong growth in 
this multi-billion dollar industry 
gives me a lot of  confidence that 

we are on the right track to becoming 
Australia’s next major ATM independent 
service operator,” he added.

In addition to Stargroup’s 11 quarters of  
record revenue, this year the company has 
posted a dramatic 597% improvement in 
gross profit, signalling to the market an in-
creasing ability to monetise value from its 
ATM operations and investments.

Stargroup is the only ASX-listed company 
having a direct ownership interest in a manu-
facturer of  its ATM technologies, South Ko-
rean private company NeoICP.

NeoICP, which Stargroup holds an 
11.28% stake, is a major player in the South 
Korean ATM market. It has also performed 
strongly in recent times with the value of  its 
net assets growing over $17million.

Discussing the company’s ongoing strategy 
Zani said: “We will continue to target groups, 
such as credit societies and small banks that 
are unable to sustain physical branches. 
These organisations are looking to expand 
services while also minimising costs, and our 
ATMs which are capable of  both withdraw-
ing and depositing funds not only meet these 
expectations but also offer a ready-made net-
work of  ATMs in high-traffic locations.”

In what has been described as a proof-of-
concept, Stargroup has signed a three year, 
$15 million agreement with regional bank 
Goldfields Money (ASX:GMY), providing 
ATMs in communities where major banks 
have withdrawn ATM support.

Mr Zani believes Stargroup is well po-
sitioned for continued growth by targeting 
organisations with an established need for 
financial transactions involving physical cur-
rency.

The company is also well prepared for in-
creasing adoption of  EFTPOS and paywave 
technology, with an aggressive push into the 
sector.

Stargroup currently operates a host of  
EFTPOS payment terminals, generating 
revenue from processing fees incurred by 
merchant traders.

In the past 12 months Stargroup has com-
menced the deployment of  EFTPOS facili-
ties via a wholesaling agreement with some 
of  the world’s leading payment processing 
companies. Most notably the company has 
signed a five-year distribution agreement 
with West International AB, a listed Swedish 
venture operating across the globe. 

The agreement supplies Stargroup with ad-
ditional EFTPOS payment terminals, as well 
as permits the company to be in control of  the 
source code used by these terminals, which sig-
nificantly enhances Stargroup’s capacity to im-
plement its machines into different industries 
across Australia and New Zealand. 

“We have a stated goal of  becoming the 
single largest independent service operator 
in the EFTPOS and payment industry, and I 
believe we are well on track to meet this goal 
by as early as next year,” Zani said.

“Currently, we are finalising our EFTPOS 
processing technologies with our contracted 
partners, who represent over 45,000 separate 
businesses.

“Additionally, the market is favourable 
for future expansion. With the revolution in 
paywave technology Australians are increas-
ingly using EFTPOS instead of  cash. In fact, 
despite having more than 900,000 machines 
already operating in the country, the industry 
is still growing by close to 60,000 terminals 
per annum,” he said.

Star Group MD,  
Todd Zani
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C
ode Rangers is a Sydney-based 
company, with a mission to “put 
kids in charge of  technology”. It 
teaches coding to children aged 
eight to 18, either in partnership 
with schools or at extra curricular 
classes. 

Founded in 2014, Code Rangers has benefited from 
the exposure given to the lack of  computer science ed-
ucation, highlighted by political and business leaders. 
Deciding to put talk into action, Nicola began her first 
pilot group in late 2014 with children ‘borrowed’ from 
friends who were keen to come learn to use an iPad in a 
different way.

While children spend more time than ever on devic-
es, their digital literacy skills are actually dropping. Code 
Rangers wants to give children skills to be digital creators, 
rather than using their iPads and laptops to consume 
content created by others.

Initially, Code Rangers students explored online cod-
ing tutorials – there are so many resources being devel-
oped to teach children computational thinking, problem 
solving, and coding - they’re a great starting place.

But over time Nicola has realised the true point of  
difference for Code Rangers is the human touch. In a 
crowded market with new edutech startups jostling for 
position, Code Rangers is personal. “We adapt our les-
son plans as we go, find out what our students are really 
interested in, and showcase the expertise of  our tutors. 
We realised early that our tutors are highly skilled and 
want to share those skills – why use online tutorials when 
we can create great projects with our students, learning 
together as we go?” 

When Code Rangers visit schools, they work with the 
school to find out what else the children are working 
on, and explore how they can use code to support other 
learning areas – which also has the benefit of  squeezing 
more out of  a crowded school day and busy curriculum. 
This might mean one week the team is working with stu-
dents on their history projects – being created in a coding 
language like scratch, and the next week they’re demon-
strating how to create an online survey to test the market 
and find out students reading habits, to develop a proto-
type book review app.

The personal touch also leads to greater student en-
gagement. “With all this talk about coding, what get’s lost 

sometime is the why” says Nicola. Speak to a coder, and 
you’ll quickly realise it’s a means to an end. They don’t 
code to code, they code to get a result, solve a problem, 
make something work better. 

Teach coding in isolation and much like our own mem-
ories of  high school trigonometry, the “but how will I use 
this?” question comes from the back of  the classroom. 
Teach coding with a project in mind, that’s relevant and 
meaningful to the students, and suddenly the room fills 
with a productive buzz, and the results are wonderful.

Creating engagement through working on relevant proj-
ects is especially true with girls. Research tells us that if  we 
want to see more girls choosing computer science universi-
ty degrees and career paths, we need to focus on the three 
‘e’s – engagement, encouragement and exposure.

“We believe Code Rangers is hitting these key drivers 
strongly” says Nicola. “Our face-to-face classes allow our 
teachers (many of  whom are women) to get to know the 
girls personally, offering words of  encouragement when 
the project hits an obstacle, and making sure the content 
is relevant and engaging. We also encourage our teachers 
to talk about #whatwedowhenclassisover – talking about 
how they’re using code in their professional lives. This 
helps to break down stereotypes about what a tech career 
looks like, and these days so many jobs have a digital as-
pect that the coder is no longer the stereotypical guy in 
the basement”.

Code Rangers recently took a team of  girls to a week-
end all female hackathon at Sydney’s startup hub, Fish-
burners. They were building an app as part of  the Tech 
Girls are Superheroes competition. The girls loved the 

A young  
Code Ranger’s  

team were prize-
winners at the 

recent Tech Girls 
are Superheroes 

Competition.

INDUSTRY NEWS

“IS it ever too young to start?” It’s a  
question Code Rangers founder, Nicola 
O’Brien, receives weekly from parents  
keen for their children to learn coding.

Growing the 
next generation 
of techpreneurs
By Alex Baker

12 DIGITAL VERSION : TECHINVEST.ONLINE



buzz of  the event, the venue, and the catering. “This 
“coding with a purpose” approach really fired the girls 
up, and I’m so excited that they’ve taken out top prize in 
the primary school division of  this incredible competition 
with their Reading Republic app” says Nicola. It’s too 
soon to say if  any of  them will found a tech unicorn or 
work at NASA (the girls are aged between nine and 12) 
but those kind of  nudges can have an amazing influence 
on girls’ choices heading into high school, where there’s 
a traditionally a huge drop off  in girls’ participation in 
computer science and STEM areas generally.

So is it ever too early to experience the wonder of  mak-
ing your own kitten website, anime drawing project, Justin 
Bieber game or version of  Spotify*? “I like my students to 
be able to read, and manage a keyboard and mouse” says 
Nicola, adding “and then unleash those creative ideas and 
see what happens!”

*  All actual projects created by Code Rangers  
students in the past few months.

Code Rangers founder 
Nicola O’Brien says 

teaching coding with 
a project in mind is 
relevant and mean-
ingful for students.

SOUNDS LIKE A PIPE DREAM? It is a lot closer 
than you think!

YNB launched Beyond Media, a state-of-the-art virtual 
reality and media solution created to deliver entertain-
ment and virtual reality experience solutions via its pro-
prietary Y-Hub platform. 

What makes Beyond Media’s offering so different from 
others in the field is twofold: its unique compression tech-
nologies are able to deliver the highest quality 2D, 3D and 
virtual reality content with the least amount of  strain to 
network and hardware; and Beyond Media is able to pro-
cess and exceed the digital rights management require-
ments of  premium content partners in delivering high 
definition content through its secure platform.

ASX listed technology company Yonder & Beyond 
(YNB) is building its future on making virtual reality 
as simple as the touch of a button on your mobile 
phone, tablet or laptop.

Yonder & Beyond 
bringing virtual reality  
to the masses
By Alex Baker

Essentially this means Beyond Media can deliver con-
tent from premium partners securely on to multiple de-
vices at the highest quality.

Within months of  launching Beyond Media, a deal 
was secured with the world’s biggest PC manufacturer 
Lenovo – who saw the potential of  Beyond Media – to 
implement its Y-Hub platform and content on Lenovo 
products. 

“This is an important milestone for Beyond Media in 
building a long-term relationship with Lenovo. Not only 
do we get to showcase our platform and content to mil-
lions of  devices, but the system being delivered will also 
be immediately compatible with mobile VR devices.” 
YNB and Beyond Media, CEO Shashi Fernando said.

“Beyond Media is a natural progression for the YNB 
team and allows us to reengage with an industry where 
we have deep content platform experience and global re-
lationships from our days at Saffron Digital and HTC. 
Our team pioneered technologies, such as multi-device 
cloud play for Samsung TV/PC/Mobile in the USA.”

The focus is now on signing up content partners for the 
launch of  Lenovo’s platform as well as acquiring more 
customers to use Y-Hub globally.

YNB and Beyond Media are led by Shashi Fernando, 
who founded and was the CEO of  Saffron Digital before 
selling the company to HTC Corporation for US$50 mil-
lion in 2011.

YNB investee companies include Gophr (couri-
er & logistics) and Boppl (mobile ordering), which are 
now currently undertaking mid-stage funding rounds, 
to accelerate revenue growth in existing and new 
territories.

(YNB:ASX)
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That’s  
entertainment:  
Cardinal House  
invites Australasia  
to play and win 
By Luke Sizer

The company’s vision is to estab-
lish a national and international 
gaming community by offering 
sophisticated, highly disruptive 
technology and innovative licens-

ing techniques enriched user entertainment, with 
a major focus on the lucrative secondary lotteries 
market sector. 

CHG Managing Director, Paul Carroll, said 
the company aims to disrupt and change the 
model of  the traditional gaming and gambling 
industry, servicing the increasing demand from 
consumers who are turning to the internet to 
safely wager on lotteries and social gaming.

“CHG is offering the customer the opportunity 
to legally access entertainment onshore here in 
Australia. The team at CHG believe many gov-
ernments are becoming more receptive to inter-
net-based, licensed entertainment companies, but 
local authorities must work together with the likes 
of  CHG and capitalise on innovative tax revenue 
streams,” Mr Carroll said.

“Today these revenue streams are 
currently redirected offshore, illegally. 
This is detrimental to the future of  legal 
operators such as ourselves. Licensing 
within the industry is paramount. We 
must collaborate and stop the highly 
lucrative illegal offshore market penetra-
tion into Australia.”

Mr Carroll said the capital raising will 
be primarily used to complete the ac-
quisition of  the company’s operational 
assets, the first of  which is a successful 
Secondary Lotteries Betting System.

The company has also earmarked a 
late November launch of  its new 247Lot-
to - Secondary Lotteries Platform allow-
ing Australian customers an opportunity 
to enter into some of  the world’s largest 
national and international lotteries.

The company has also entered into 
an agreement with Gibraltar-registered 
lotteries provider Winners Management 
Ltd, which under co-branded company 
Cardinal’s 247 Lotto, will offer Austra-
lian customers access to 26 major, glob-
ally recognised lotteries.

Apps are a key component of  CHG’s 
future growth plans.

The company is preparing to launch  
an enriched Global Lottery Messenger 
Service and an enhanced English Pre-
miership Soccer tipping App. CHG has 
entered in to an agreement with Mobi-
media International, where the compa-
ny provides Mobimedia with an end-to-
end online real time tipping and fantasy 
gaming system. 

CHG’s COO, Richard Boyd, says the 
company has moved into a new sphere 
of  technical development.

“We now own the IP to various prod-
ucts and via our various telecommuni-
cation partners we command a huge 
global reach. There is a real focus on 
click-to-action mobile networks, the tip-

ping app and our new enhanced lottery 
messenger services. These are fantastic 
value adds to any mobile group. CHG 
is also excited to be a part of  the new 
Facebook Toolkit rollout program and 
we believe we are one of  only a handful 
of  global operators asked to participate 
in this new Facebook initiative,” Mr 
Boyd said.

CHG holds three world-recognised 
gaming licenses allowing the group to un-
dertake interactive home gaming, book-
making and sports betting, and to con-
duct interactive lotteries. The company 
is in the process of  establishing increased 
growth in the Asia-Pacific region.

While the near-term focus is certainly 
directed on national and internation-
al secondary lotteries, both licensed 
and as a messenger service, CHG has 
highlighted three concepts which will 
be the next product launched from the 
pipeline, Daily Fantasy Soccer, eBingo 
and a wide variation of  Social Gaming 
Systems, which will all be available in 
early2017.

CHG has entered in to an agreement 
with Oulala Games Ltd, who offer the 
web-based Daily Fantasy Soccer Game, 
based around five major European soc-
cer leagues. The game will allow players 
to become a manager of  a virtual soccer 
team, compete against other players and 
potentially win money.

CHG has a philanthropic side with 
the company forming a partnership 
with the children’s charity Make-A-Wish 
Foundation, with the company already 
successfully launching the Charitable 
Secondary Lotteries System.

The future for CHG looks very pos-
itive with the online licensed entertain-
ment markets growing year on year the 
positioning of  the company couldn’t be 
any better.

Interactive entertainment provider 
Cardinal House Group (CHG) is about to 
take another major step in its plans to 
build a global online gaming business 
through the finalisation of a capital 
raising to net up to $1.5 million.

COMPANIES IN FOCUS
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T he other message Nvoi was sending was with 
the release of  its flagship workforce platform, 
the future of  contingent work was here. 

Chairman, Andrew Dutton, said with the transition 
from a product build focus pre-launch to a sales and mar-
keting focus post-launch, it was crucial to let individuals 
and companies know that capitalising on present oppor-
tunities now could yield significant advantages for them 
in the near future.

“The board has spent considerable time identifying 
and evaluating executives suitable to take Nvoi through 
its next stage of  growth, and we are very pleased to have 
secured Jennifer as our CEO for this exciting period of  
the company’s evolution,” Dutton said.

Previously Vice President of  IBM’s Global Complex 
Sales Business, Maritz has over 25 years’ experience in 
business and IT leadership and welcomed the opportu-
nity at Nvoi.

“It is a great privilege to take on the role of  CEO as Nvoi 
commences a major disruption of  the age-old contingent 

Maritz appointment marks  
next chapter at Nvoi
By Luke Sizer
By appointing tech industry executive Jennifer Maritz to the 
position of CEO at Nvoi Ltd in October, the company was 
signalling to the market that it was transitioning to a new phase 
of growth geared towards making Nvoi a household name.

personnel search and recruitment practices with its new-
ly-released technology platform last month,” Maritz said.

The Nvoi staffing platform focused on meeting the 
needs of  the global contingent workforce, facilitating a 
marketplace where businesses and professionals can di-
rectly interact to fill on-site work assignments.

In addition, Nvoi fulfils the role of  employer-of-record, 
managing the billing, payroll and workplace compliance, 
and on-hiring these professional to businesses at scale – 
making it smooth and simple for all parties.

Following the company’s successful relisting on the ASX, 
the focus is now on growing business from the high-volume 
Sydney and Melbourne markets, targeting enterprises and 
SMEs using both digital and direct sales campaign.

A selection of  organisations have already been trial-
ling the platform as part of  the ‘early adopter program’ 
internally, with the results so far overwhelmingly positive.

“By 2020, the process of  hiring and managing a con-
tingent workforce will be an autonomous process using 
staffing platforms, serving similar functions to those ex-
periencing rapid adoption for personal transportation, 
accommodation search and hire, and other cloud-based 
product purchases,” Dutton said.

“A successful contingent workforce strategy requires 
agility rather than corporate scale to achieve a strong 
market position; the Nvoi platform provides access to 
wider and deeper connections with the skills economy to 
access the best skills when and where they are needed.”

Nvoi now believes it is positioned to capitalise on the 
growing market for contingent on-site talent to com-
plete strategic work assignments, which is already worth 
US$3.2 trillion a year.

Perth school 
students  
given unique 
opportunity 
to launch pet 
focussed app 
By Holly Armstrong

The carer continues 
to upload updates and 
photos of  the pets to 
the owners Pet Topia 
page so that they can 
check up their beloved 
animal and receive up-
dates on their welfare. 
The payment system 
works similar to that of  
Ubers’, all of  it cash-
less and performed 
through a holding ac-
count that is attached 

to card holders of  account users. This online integration 
makes using the programme painless and efficient and 
allows pet owners to focus solely on finding the perfect 
carer for their pets.

The Pet Topia team has already commenced work 
with Lateral and in the coming months will be undertak-
ing a vigorous validation program, prior to the creation 
of  a MVP product.

The team at Lateral will work closely with the Sacred 
Heart students to assist them in the planning of  and 
building of  their application, to ensure users will be able 
to enjoy a smoother, more well-rounded experience.

“It’s great to see companies such as Lateral getting 
behind the innovators of  tomorrow and sharing their 
wealth of  knowledge in order to help further educate and 
inspire these students to continue pursuing programme 
innovation and development,” Mrs Weiser said.

Students at Sacred Heart College in Perth, Western Australia, 
have been given an opportunity to create their own 
technology based startup company through the innovative 
Just Start IT programme, a 20 week project allowing 
students to immerse themselves in the creation of 
technical solutions to real world problems. 

The prize for the Sacred Heart represenatives was 
a chance to collaborate with the team at leading 
WA based bespoke design agency Lateral to bring 

their ideas to life. They plan to create an app-based prod-
uct called Pet Topia, which would enable pet owners to 
find suitable carers for their pet whilst they go on holiday.

According to Just Start IT programme creator  
Lainey Weiser, Pet Topia is an online service that pet 
owners can utilise to find carers for their pets in their local 
area. Importantly, while the service is technology based, it 
is very much focussed on providing that “human touch” 
to ensure chosen candidates are suitable to look after and 
care for pets.

Pet owners can book carer of  their choice and drop their 
pet off  for the period of  time agreed upon. 

Our programme extends education beyond classrooms as we 
infuse students with tenacity and the right talent pools to do 
what twenty first century business does; utilise technology in 
disruptive measures to enable end users, and reach audienc-
es via social media, vlogging, You-Tubing, and blogging. 
Just Start IT programme creator, Lainey Weiser

 

Get your ticket now at  
makeawishlottery.com.au 

1 IN 5 CHANCE 
TO WIN A PRIZE. 

Proceeds go to Make-A-Wish® Australia. 
With over 21,000 prizes and limited 
tickets, wishes might just come true.

You must be 18 years or older to enter this lottery draw. You have a 1 in 5 chance to win, based on 115,000 tickets being sold and 21,007 prizes available. Sales close 16 December 2016, unless  
sold out prior. Lottery will be drawn by the Cardinal House Group Pty Ltd which is licensed to offer online gaming services to Australian citizens and others, by the Norfolk Island Gaming 

Authority, license number 20151611. Cardinal House Group Pty Ltd ABN: 49 606 958 123. Cardinal House is a company registered in Australia under the Corporations Act 2001 © 2016.  
www.makeawishlottery.com.au. All rights reserved. Excludes South Australian Residents.*Cars valued up to $80k from John Hughes Cars. #$225 OzEating Voucher with every ticket purchased.
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L
eezair was launched as a web appli-
cation for travellers and locals in Aus-
tralia, with this pilot launch being fol-
lowed by the Leezair marketplace and 
mobile app on the 26th of  November. 
The apps are the first of  their kind in 
the Australian market. They are har-

nessing the power of  technology to help push forward an 
industry that has been left behind.

Calvin Lee, Head of  Operations and co-founder, said 
the tourism industry has long been aware of  the unmet 
consumer need for a mobile-based platform that facili-
tates last minute bookings in real time. Lee said that no 
one has been able to successfully work out the solution.

“Mobile bookings have been growing by 1% every 
quarter in Australia since well before 2012. This com-
bined with the fact that over 50% of  bookings are made 
within seven days of  the activity date means Leezair has 
a real opportunity here.”

Leezair is the first of  its kind, un-curated, mobile led ex-
perience that uses artificial intelligence and machine learn-
ing to predict user behaviour and personalise their travel 
itinerary. The unique value of  Leezair, is that when you ar-
rive at your destination, the app knows exactly where you 
are, what activities you can do around you, and whether 
they are suitable for the weather conditions right now. This 
effective use of  artificial intelligence and machine learning 
means that travellers can now spend less time searching for 
things to do, and more time experiencing.

Since Leezair’s first round of  funding, the startup has 
employed 11 team members and holds the largest cat-
alogue of  activities and experiences in the Asia Pacific 
region. The web app holds over 50,000 scenic tours, 
rides, lessons and adventure activities. Leezair co-founder 

STARTUPS TO FOLLOW

Enguerrand Vidor attributes the fast growth to the team 
and the support of  its well-known partners and investors.

“We wouldn’t have hit the milestones we have if  it 
weren’t for our industry supporters. It’s just wonderful 
to be recognised and supported by Tourism Australia. It 
feels as though we have been given a head start thanks 
to the support of  Clinton Capital Partners, Allan Moss, 
John Grill and other well-known investors,” Vidor said.

Leezair was founded by Vidor in 2014. Vidor’s interest 
in the startup scene began during his time as an Entrepre-
neur in Residence and CRM Manager for online fashion 
retailer The Iconic at Rocket Internet.

Vidor said, “It’s my mission to bring the learnings, fail-
ures and successes realised when launching The Iconic to 
the tourism industry through Leezair.”

Recent research on consumer spending and booking 
behaviour demonstrates that most travellers prefer to 
book activities last minute once they arrive at their cho-

Leezair, an Australian technology startup is creating apps 
that allow people to experience their surroundings more 
often and more conveniently. This fast-growing startup is 
aiming to penetrate an untapped opportunity within the 
tourism industry by reaching out to travellers and locals 
using real time and location-based technology.

Australian  
tech startup  
moves quickly  
to fill in the gap  
of last minute  
adventures
By Rosa-Clare Willis

Leezair co-founders 
Juan Vaamonde, 

Enguerrand Vidor & 
Calvin Lee
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sen destination, even though the current system still push-
es them to book in advance. This presents an enormous 
opportunity for tech savvy travel agents in a $117 billion 
dollar Australian market. Leezair’s attention and technol-
ogy is focused on gaining a minimum 1% market share of  
the $15 billion spent on tours and activities.

Vidor said the tourism industry is being held back by 
slow moving agents resisting technology, high commis-
sion rates and accessibility barriers.

“Consumers have not just moved online, they have 
moved to mobile. The travel industry has tried to apply 
the flights and airlines model to tours and activities, but 
activity providers cannot keep up with the high commis-
sion rates and competition. This has left the market ripe, 
but suppliers dry.”

The web app is the first release in the Leezair suite. It 
will soon be followed by the launch of  Leezair’s mobile 
app on the 26th of  November, 2016. Leezair is applying 

advanced technology to create a predictive platform that 
is tailored to each user’s travelling style, while suggesting 
things to do based on weather, friend reviews and real 
time availability.

Vidor said that the web application is a very small piece 
of  the grand vision for Leezair.

“Our mobile app will bring the technology that is used 
by Uber, Tinder and Spotify to the tourism industry by 
using artificial intelligence to understand the individual 
and offer them unique travel suggestions.”

The apps Leezair is creating are expected to make it 
easier for travellers to experience the world around them 
by bringing them closer to activities they are likely to en-
joy. The location-aware and last minute functionality will 
encourage locals to become more involved and active in 
their own surroundings. The startup expects locals will 
welcome the Leezair app into their free time and boost 
local tourism. 

STARTUPS TO FOLLOW

Visit  
www.leezair.com  
for more information
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said in response to the Australian findings.
“Locally, 42% of  organisations have no 

Hybrid Cloud strategy, 30% have adopted an 
‘Ad-Hoc’ cloud strategy and only 2% possess 
an ‘Optimised’ cloud strategy.” 

The large opportunity these figures presents, 
according to Cisco, is for Australian businesses 
to drive down costs. The InfoBrief  demon-
strates the “cloud advanced” organisations sur-
veyed, see an average annual benefit, per cloud 
based application, of  $3 million in additional 
revenue and $1 million in savings. 

These financial incentives are generated 
through the sale of  new products or services, 
the ability to attract new customers faster 
and accelerating the capability to sell into 
new markets. The study also determined 
95% of  these ‘leading businesses’ hold ‘opti-
mised cloud strategies’, which are based on a 
hybrid IT environment using a combination 
of  multiple private and public clouds. 

“In Australia, 52% of  hybrid cloud adopt-
ers subscribe to external cloud services and 
47% of  hybrid cloud adopters use a mix of  
public services and dedicated assets. When 
contrasted to the InfoBrief, Australian organi-

Digital transformation is changing the way 
people, processes and ‘things’ operate, with 
cloud solutions a key driver of growth in this 
digital age. Cisco, a global technology leader 
that has supported the Internet’s operation 
since 1984, is focused on ensuring society 
is able to securely connect and seize the 
digital opportunities of tomorrow.

Business Cloud Adoption and Strategy 
Roadmap Available: Cisco

sations certainly have a way to go on the cloud 
journey but the advantages of  getting cloud 
right are exponential.” Hamill revealed.

Cisco has also developed the ‘Business 
Cloud Advisor Adoption Report’, an online 
tool that translates the findings of  this study 
into personalized analysis and guidance. Act-
ing as a tool for self-assessment, companies 
can complete a brief  survey that generates 
a snapshot of  their own cloud adoption and 
associated benefits relative to their industry 
peers – by sector, company size or geography. 

“Cisco’s Business Cloud Advisor Adoption 
Report tool is the litmus test for businesses 
focused on improving their cloud adoption 
and optimising their cloud strategy. Offering 
a concise evaluation of  a business’s assets and 
gaps, then benchmarking their status to sim-
ilar organisations, generates a ‘roadmap’ to 
better cloud practices.”

“With over 69% of  Australian businesses 
planning to implement some form of  cloud 
solution and on-premises cloud spending to 
increase by 47% over the next few years, stra-
tegically implementing and cementing your 
business’s cloud uptake is imperative.”

T he second edition of  the Cis-
co-sponsored and IDC-devel-
oped ‘Cloud Going Mainstream: 
All Are Trying, Some Are Bene-

fiting; Few Are Maximizing Value’ InfoBrief, 
polled executives responsible for IT decisions 
in over 6,100 global organisations.

The study, released in September, showed 
that over 68 percent of  organisations are 
adopting or leveraging the cloud to gener-
ate greater business value, with many par-
ticipant’s using cloud-native applications for 
security and the Internet of  Things (IoT). 
Alarmingly, the results also revealed that 
most organisations (69 percent) lack a ma-
ture cloud strategy and only three percent 
are benefiting from holding an optimised 
cloud strategy.

The InfoBrief  aimed at measuring how 
successfully organisations are implementing 
private, public and hybrid clouds in their 
IT environments. Also highlighted, are the 
common obstacles businesses face in achiev-
ing greater cloud maturity, from skills gaps to 
siloed organisational structures and IT/Line 
of  Business misalignment. 

“Australia is consistently referred to as an 
‘early adopter’, however, despite growing 
global adoption rates of  cloud solutions, 
Australian organisations face substantive 
challenges in optimsing their Hybrid Cloud 
strategy.” Rodney Hamill, General Manager 
of  Cloud, Cisco Australia and New Zealand, 

INDUSTRY NEWS
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COMPANIES IN FOCUS

Thred connects  
social media dots
By Alex Baker

It is in this ever-expanding landscape that ASX 
newcomer Thred Limited (ASX:THD) will look 
to carve out a niche, providing an app which cen-
tralises messages and contact details across all plat-
forms into one simple service. 

Listing on the ASX following a reverse-takeover in 
June 2016, Thred is developing technology known as the 
Thred app which will integrate with a variety of  social 
media platforms to meet the demands of  both businesses, 
as well as the general public.

This technology is capable of  streamlining interaction 
and saving significant portions of  time, with a recent re-
port by Sensis suggesting Australians continue to spend 
increasing amounts of  time on social media.

The research indicates users are now logging an aver-
age of  more than half  a day – 12.5 hours – each week on 
Facebook. 

Australians are also thought to own at least three in-
ternet capable devices per-capita and are continuing to 
adopt other media services, such as Twitter.

“Use of  social media in Australia is as pervasive as ever, 
with the vast majority of  people accessing some form of  
online social media account, in most cases more than 
one,” David Whitaker, Chief  Information Officer and 
Commercial Director of  Thred Limited said.

“Ironically, despite the almost universal appeal of  so-
cial media, it is becoming harder for online conversations 
to occur with a sense of  continuity, as users swap between 
photo, voice and text-driven services – and often between 

Social media continues to be one of the world’s most 
dynamic industries, with users now capable of streaming live 
video over Facebook Live and Periscope, send images with 
Snapchat, Instagram and Pinterest, and instant message 
over a vast array of new and old networks. 

different apps using a similar method of  
communication.

“We are one of  the leading compa-
nies in the world developing a system we 
hope will solve this problem. The Thred 
app will not seek to limit the variety of  
messaging services used, but merely sim-
plify the process which messages are ac-
cessed, through integrated software and 
a clever visual interface,” he said.

One example of  Thred claiming a first 
mover advantage is in the Social Com-
merce space, with the company looking 
to incorporate a digital buying and sell-
ing capability within its software.

Another area Thred is heading into is the connected 
devices space, providing the first device to consumer mes-
saging platform.

Thred’s technology has recently received a significant 
boost with the company being accepted into Microsoft 
Corporation’s exclusive Bizsparks Plus Accelerator pro-
gram.

The program permits Thred to access Microsoft de-
velopment tools, integration with the Microsoft Azure 
Platform – which powers the technology giant’s cloud-
based communication services – as well as financial and 
technical support.

Thred is also permitted access to data derived from Mi-
crosoft Office 365, one of  the world’s most popular email 
systems, widely used within the business community.

“Having the support of  a global institution like Micro-
soft is absolutely critical for a project as technologically 
advanced as the Thred app,” Whitaker said.

“Microsoft has some of  the most advanced develop-
ment tools and support systems, globally. Their assistance 
is invaluable for significantly improving both the speed 
of  our development cycles, as well as the overall perfor-
mance of  our technology, ensuring it runs smoothly and 
behaves intuitively.”

Thred has demonstrated integration into the Office365 
suite, which allows Threds to be created from Outlook. 
This means that for companies that use Thred, this is the 
first time social messaging can be brought under the Mic-
rosoft Outlook 365 security policies, thereby significantly 
reducing the risk to their businesses.

In September this year Thred launched its maiden 
Minimum Viable Product (MVP) version of  the Thred 
app. The MVP stage app is an early trial of  the software.

It is currently being used by invited users, with feed-
back sent in real-time back to developers, who are able 
to monitor how the app is being used and how well the 
software supporting the technology is performing.

“Humans can be unpredictable, especially when inter-
facing with technology. The commencement of  our MVP 
stage app is a major step forward for the company, as we 
are able to see how our software performs outside of  in-
ternal testing.

“It’s a major milestone for Thred as we are able to be-
gin producing tangible results for shareholders, demon-
strating that our app approaching commercialisation. We 
are pleased to say that we are on track to release our beta 
version in time for our second milestone,” Whitaker said. 
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It’s not business; 
it’s personal
By Fergus Watts

Every mental health expert I’ve spoken to 
tells me this way of  living is toxic to our 
well-being. We never switch off. Many of  us 
are aware of  the toll it is taking. Personally, 
I find it a real challenge to do business any 

other way. This also seems to be true of  many people I 
have spoken to, both inside and outside of  Bastion Col-
lective, and at all levels of  various organisations.

‘Work-life balance.’ We talk about it, but I’ve never met 
anyone who actually has it. In my view, it doesn’t exist. 
It’s a fallacy; a made-up term developed by big corpo-
rates so they appear to address the problem of  working 
long hours. This concept falls flat because the corporate 
world fails to address the balance of  life. Businesses only 
care about the work component. 

How is it they have no issue with employees working 
till 10 at night yet are outraged at the thought of  an em-
ployee going to the movies on a Wednesday afternoon? 
All bosses want is for staff  to work harder for longer. The 
outdated notion of  ‘knocking-off  from work’ is merely 
paid lip service.

At Bastion Collective, we don’t strive for work-life bal-
ance. Even if  it did exist we’d be firmly against it. In our 
minds, work and life shouldn’t be separated. If  you don’t 
like where you’re working, chances are you’re not enjoy-
ing life. Nobody wants that. 

At Bastion Collective, 
we create opportuni-
ties for our people to 
enjoy living, full stop. 
We work anywhere, 
at any time, in any 
fashion that works for, 
well, life. Thankfully, 
technology enables 
this.

I started Bastion 
Collective because I 
wanted to create the 
kind of  place where 
I’d like to work — one 
where people are hap-
py to be themselves. 
Over time, we’ve built 
an environment that 
champions the growth 
of  the individual. We, 
as a collective, feel 
driven to create world-
class work, and this 
drive comes from pas-
sion, not pressure.

At 23 years old, I 
was too inexperienced 
to start my own ven-

ture. Also, I was faced with the much bigger issue of  be-
ing a generalist, not an expert — so I searched for people. 
I looked for the right people, those who were particularly 
good at their particular thing. That’s how Bastion Collec-
tive was born. It’s always been about people first.

 In 2008, I set out looking for partners to help build an 
individual consulting businesses within Bastion Collec-
tive. With no money behind us, it was vital to the success 
of  the business that we created complementary partner-
ships. The kind of  partnerships that add value to people’s 
lives and not the monetary kind. 

The first two years were about finding our feet. We 
needed to figure out what Bastion Collective could be 
and what it wanted to be. We acquired our first business, 
Undertow Media (now Bastion Effect), in 2010. Six years 
later and we’ve now expanded to London and Shanghai 
and grown the team to 150 staff. 

Not everything has worked. We don’t know all the an-
swers. But, we’ve always been comfortable with failure. 
It’s this approach that’s given us the confidence to keep 
going even when things have not gone to plan. We want 
to evolve and learn from everything we do.

It’s never been easier for our jobs to hijack our 
personal lives. Businesses demand a lot. Clients 
demand even more. The constant pressure to improve 
keeps us at work longer, with little time to switch off. We 
eventually go home. And it’s at that point we pull out our 
laptops, tablets, and mobile devices to charge on with 
our to-do lists to the point of sleep.

WORKPLACE VISION 

A happy team makes 
a goodteam at  

Bastion Collective. 
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Digital technology agency The Gruden Group said it is 
geared towards rapid expansion in the global mobile 
internet ecosystem in 2017, positioning itself to take a 
bite out of a market worth an estimated $1.55 trillion.

WORKPLACE VISION

It begins at the top
Technology has allowed us to walk what we talk. We work 
from wherever we are, whenever we want to. Our COO 
lives near the beach in Sydney, 1.5 hours away from the 
office. I live in London. Our CFO works two days per 
week from home so she can look after her daughter. Our 
Global CEO picks his kids up from school twice a week at 
2 pm and manages his life around his home life. We meet 
once, sometimes twice a week via Google Hangouts. If  it 
works for us, then it works for our staff  too. 

Our people are our soul. The process to join the Bas-
tion Collective family is something we take very seriously. 
If  we are going to genuinely make people’s lives better, we 
need to know everything about our new employees. We 
truly believe in ‘one life’ and bringing life to work every 
day – all the ups and all the downs. If  you just want a job, 
then Bastion Collective isn’t for you.

We ask the candidates, as a part of  the recruitment 
process, to deliver a presentation about themselves. This 
approach will bring their personal and professional lives 
together in a seamless manner. So, it doesn’t feel like a 
clash of  two worlds. It’s all just life.

We’re not about being fluffy or creating a big love-in. 
The commercial world is not a charity institution, and 
Bastion Collective is no different. We demand a lot from 
our staff. We expect excellence and passionate commit-
ment. We work plenty of  hours. 

At times, I am sure that it feels like our people are do-
ing nothing else. But we’re true to our word. We don’t 
want to strive for a work-life balance – just one all-en-
compassing awesome life. Live it proud. 

Be the best you can be. The best parent, the best sib-
ling, the best friend, the best employee and build your-
self  the absolute best life. Don’t curse technology for 
encroaching on your 
personal life. 

Praise technology 
for breaking down 
the walls between 
work and play. If  your 
employer doesn’t al-
low you to do this, it 
might be time to find 
a new employer.

Digital technology agency The Gruden 
Group said it is geared towards rapid 
expansion in the global mobile internet 
ecosystem in 2017, positioning itself  to 
take a bite out of  a market worth an 
estimated $1.55 trillion.

Established in 1995, and listed on 
the ASX as The Gruden Group Limit-
ed (ASX: GGL) in May 2016, the com-
pany has four core pillars: 

Gruden Digital Services, build-
ing enterprise Content Management 
Systems (CMS) and developing digital 
assets for campaigns (websites, apps 
etc), Gruden Performance Mar-
keting, an integrated digital market-
ing business, including search, PPC pay 
per click and social services; Gruden 
Government, building and main-
taining large govtech platforms such as 
Austender and eTender for Federal and 
state governments; and mobileDEN, 
a cloud-based, mobile technology en-

gagement and transactional platform.
Already enabling millions of  dollars 

in transactions for customers such as 
Starbucks and Red Rooster, the com-
pany’s mobileDEN technology plat-
form will power Gruden’s international 
expansion into the mobile internet 
market with support from its related 
Performance Marketing and Digital 
Services divisions, Gruden CEO Tim 
Parker said.

“At the end of  the 2016 financial 
year, we had a substantial cash bal-
ance of  approximately $5 million, 
earmarked for a range of  growth activ-
ities,” Parker said. 

“We are excited to be investing in 
the operational capabilities of  our mo-
bileDEN platform as we undertake a 
range of  local and international growth 
initiatives for this platform in Australia 
and across Asia.”

Parker, a recent appointment to 

Gruden’s senior management team, has held previous roles in 
international marketing and leadership over his 30-year career, 
including roles with Publicis Worldwide Australia, The Clem-
enger Group and Ogilvy and Mather in London.

Gruden has ‘substantially’ improved its revenue position in the 
2016 financial year, now delivering over $1.2 million in monthly 
revenue.

“Gruden expects further revenue growth by converting a 
strong sales pipeline, successfully leveraging cross-sell opportu-
nities between its business divisions and growing its established 
presence with key platform builds for state and Federal Govern-
ment,” Parker said.

“We are a business with a revenue model that combines an 
attractive balance of  high growth transaction fees, recurring li-
censing and consulting fees.” 

In tandem with growing the company’s mobile market share, 
Parker has been strengthening the company’s internal functions 
– in particular human resources – to ensure Gruden has the right 
talent to keep improving and developing its digital transforma-
tion products.

“While finding the right technical skills in Australia’s job mar-
ket presents a number of  challenges, Gruden continues to attract 
the best talent on the back of  its strong brand, compelling offer-
ing for clients and its focus on innovation.”

Tim Parker, Gruden Group CEO

Mobile growth  
for Gruden in 2017

Thanks to 
technology, the 
walls between 
work and play 

are being broken 
down at Bastion 

Collective. 
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Eye on the prize:   
Hunter Capital in 
pursuit of value
By David Tasker

Stephen Silver, principal at Hunter Capital, 
said the company had raised over $60 million 
across 12 deals in just 10 months, despite the 
challenging environment.

Notable deals to date for Silver and Hunt-
er Capital include the launch of  the Abundant Produce 
float, lead advisor to the $12 million ResApp float, and 
initial public offering of  CFOAM.

Silver said his strategy in the biotech space is to back 
reasonably valued companies that have a clinically prov-
en diagnostic technology and are entering FDA approval 
within a 12-month period.

“We believe the ultimate uplift in valuation occurs with 
widespread adoption or government approval,” Silver 
said.

“Our key clients Abundant, CFOAM, ResApp and 
Medibio – which is developing a depression and anxiety 
diagnostic tool – all have these hallmarks.”

HUNTER Capital Advisors has shown that despite a lean 
financial market, there are still many opportunities in 
the small to mid-cap sector and deals to be done.

Cutting his teeth at Jett Capital in the fast-paced advi-
sory world of  New York, Silver returned to his hometown 
of  Sydney at the start of  the year to start Hunter Capital.

Since his return to Australia, Silver turned his sights on 
the mining and tech sectors – specifically agritech, bio-
tech and tech innovations – to assemble a opportunities 
for his institutional and high-net worth clients.

Hunter Capital’s philosophy is to find opportunities 
that have not yet made it on to institutional radars, pres-
ent them top clients and invest alongside of  them.

“If  we expect our clients to invest their money then 
they must expect us to be right alongside them – we are 
there for the companies’ growth not the capital raising 
fees,” Silver said.

In the mining sector, the firm is a significant share-
holder in Resource Capital Gold (RCG:TSX) and the 
soon-to-be-listed Battery Mineral Resources, which has 
invested mainly in cobalt. Hunter Capital sees cobalt as 
its next commodity of  choice, due to its connection to the 
tech world.

Silver believes that cobalt is the commodity of  least 
supply related to battery technology.

“With 80 per cent of  supply coming out of  the Dem-
ocratic Republic of  Congo, Battery’s Canadian holding 
will come to the fore in early 2017.”

Hunter Capital is also a big believer in Israeli technol-
ogy and has been involved in the recent Nano Dotz float, 
as well as setting up an office in the capital city.

In the agricultural sector, the firm will soon begin mar-
keting Rootility, a new technology in the tomato root 
space which is expected to be well received by Australian 
and Asian investors this year.

In 2017 Hunter Capital is planning to launch a trading 
desk to assist with its corporate activities.

SERVICES
we provide

R&D Tax Incentive Applications

Export Market Development Grants (EMDG)

Startup MVP Grants

Innovation Grants

Website and App Development

Social Media Marketing

SEO and SEM

02 9387 5900

info@techwitty.com.au

Suite 5, Level 2, 2 Grosvenor Street Bondi 
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Investors join  
Norwood’s  
roaming revolution
By Luke Sizer

A 
glance over the past 12 months 
reveals a company that has simul-
taneously balanced and invested 
in innovation, product develop-
ment and international growth, 
with eyes set on connecting indi-
viduals and businesses globally. 

Listing on the Australian Securities Exchange in June 
2016, Norwood has been proving to investors how it is 
revolutionising the ‘sharing economy’ – the ecosystem 
built around the sharing of  human, physical and intellec-
tual resources – through its worldwide approach to tele-
communication services.

 By October the company has launched a major update 
to its consumer-focussed telecommunications app World 
Phone 2.0, as well as the maiden release of  its commercial 
communications app Corona Cloud 1.0.

World Phone allows users to access existing fixed-line 
telephone networks around the world in more than 90 
countries. The app is then capable of  leveraging these 
networks with a revolutionary technology, permitting 
travellers to generate a local phone number to make and 
receive calls.

The advanced technology is also capable of  directing 
data required for a call across the Internet very efficiently, 
ensuring international calls are of  a high quality and very 
stable.

The launch of  World Phone 2.0 has improved this 
service even further, with Norwood being early adopters 
of  Apple’s iOS10 CallKit, which allows calls received 
through the app to appear exactly the same as a tradi-
tional phone call.

Incoming World Phone calls can be answered without 
unlocking the device, calls appear in the mobile device’s 
call history and unlike other Voice over IP (VoIP) apps, 
calls made through the app are not immediately cut out 
by traditional phone calls.

In under one year, the World Phone has been down-
loaded nearly 5 million times and is the number one most 
downloaded travel app in 109 countries. World Phone’s 
popularity can be attributed to the company’s commit-
ment to reinvesting in the App and continually adding 
new functionality, Ostergaard said.

“Downloads of  our World Phone app have exceeded 
even our most optimistic forecasts,” Ostergaard said. 
“Customer feedback has validated our approach; 15,639 
customers on Google Play have given us the top five-star 
rating – that’s 67% of  all the reviews posted for our app.”

During the year, Norwood has been steadily improving 
and developing the World Phone, including developing 

an Android version and incorporating new features such 
as Free App-to-App Calling, World Credit and Global 
Dynamic Pricing ability. 

Where World Phone is designed for individual trav-
ellers, the recently launched Corona Cloud 1.0 seeks to 
commercialise this technology for a business audience. 

“Corona Cloud is designed to securely store all busi-
ness-related telecommunications, such as contact details 
and call logs, and then through the same VoIP technolo-
gy powering World Phone, permit in-app business calls,” 
Ostergaard said.

“We are anticipating strong pickup from companies 
with a bring-your-own-device policy.

“Additionally we believe we can generate significant 
savings for companies who rely on international calls, 
with some estimates suggesting we can reduce compa-
nies’ international roaming costs by up to 80 percent,” 
he said.

While Norwood continues to develop and innovate its 
disruptive telecommunication offerings, the company has 
also been progressing the potential of  ‘white labelling’ – 
licensing the company’s proprietary technology to a third 
party to on sell.

Norwood is currently in discussions with a number of  
telecommunication operators around opportunities for 
its entire suite of  products, including World WIFI and 
World Message.

“These opportunities have a longer sales cycle by na-
ture,” Ostergaard said. “However we see the potential 
and continue to invest time, effort and resources into 
building compelling go-to-market propositions.”

Prior to listing, Norwood completed a $3.5 million cap-
ital raising to provide financial security, ensuring it would 
be fully funded for the 2017 financial year. Norwood ex-
pects to reap the rewards of  its capital injection as it con-
tinues to commercialise its technologies into the new year.

“Our investments have been careful, backed by exten-
sive modelling, and we are pleased with the results and 
are confident our platform will deliver strong returns.” 

“The company’s capital requirements will be signifi-
cantly lower than last year due to the prioritisation of  
business sales rather than direct consumer.”

The burst of  activity in 2016 has been geared towards 
the establishing Norwood’s strategic platform, with a two-
fold purpose: to continue to build, market and sell disrup-
tive services around the world; and to assist in creating 
services that are flexible, expandable and IP protected.

“This is what we believe sets us apart from our peers, 
and these technologies and solutions will provide us with 
the tools and capabilities to drive our future successes.”

“Busy is quite an understatement,” Paul Ostergaard, 
managing director of Norwood Systems Ltd, said on the 
company’s first full year of operation as a public company.

COMPANIES IN FOCUS

Paul Ostergaard,  
Managing Director  

Norwood Systems Ltd
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A thriving  
fintech scene 
starts with POS
By David Engel, General Manager of Doshii

A
ccording to a recent report, the Austra-
lian fintech sector will see a compound 
growth rate of  76 per cent and reach 
$4.2 billion by 2020. The Federal Gov-
ernment, regulators and industry have 
established several initiatives to support 

investment in fintech and innovation, such as the Nation-
al Innovation and Science Agenda, ASIC’s Innovation 
Hub, NFP fintech hub and Stone & Chalk. Together 
they realise investment in fintech is essential to facilitate 
an open economy, make it easier to do business, leverage 
data and secure Australia’s position as a global startup 
ecosystem. 

Nowhere is fintech disruption more prevalent than in 
the consumer banking and payments industries, as nearly 
all stakeholders benefit when transactions and payments 
are digital. At the intersection of  these digital payments 
is point of  sale (POS) technology. Dubbed ‘2016’s Rivers 
of  Gold’ by revered tech entrepreneur Paul Bassat, POS 
software is integral to the development of  the fintech sec-
tor. It’s the gateway to payments in service-based indus-

Australia has undergone sweeping changes with the 
emergence of new fintech players, where traditional 
financial services have been disrupted by a surge of 
new technology-driven startups.

INDUSTRY NEWS

tries such as hospitality and retail, both which make up a 
significant portion of  Australian businesses. 

For this reason, software POS is expected to see strong 
growth globally, with one research company predicting 
the market will grow at a CAGR of  over 14 per cent from 
2016 to 2024. In fact, the growing economies and con-
sumer spending in China, Hong Kong, Japan, India and 
Australia will see the Asia Pacific region leading global 
demand for POS until 2020.

Our close ties to Asia and our ability to produce highly 
innovative financial technologies means this opportunity 
is ripe for Australia to pick. That said, Australia’s POS 
market is already very saturated, with around 100 differ-
ent players in the POS space today. However, disruption 
will lead to some aggressive consolidation and attrition in 
the next few years. The companies that will be left behind 
will be those that are operating in a silo, and not opening 
themselves up to the multitude of  complementary prod-
ucts and services available through the API economy.  

Just as POS is moving to cloud infrastructures and open 
APIs, so are a range of  other industries, like banking, 
payments, food delivery, loyalty programs and account-
ing. There are countless stakeholders in the hospitality 
ecosystem, and now through APIs, they have the ability 
to connect to each other and create a synergy where the 
whole is greater than the sum of  its parts. 

While companies can integrate with each other off  
their own back, the scoping, development and testing is 
very time-consuming and costly.  Point of  sale compa-
nies have to write a new integration each time they merge 
with an individual third party application. 

It was clear that this was a problem for the entire hospi-
tality industry. To combat this issue, we worked with POS 
companies Impos and H&L to develop an API platform 
called Doshii. Doshii is a middleware communications 
layer that allows point of  sale systems to plug into other 
applications, such as accounting, ordering and reporting 
programs, all through a single connection. Currently, a 
number of  applications have integrated with Doshii in-
cluding Collect, Mobi2Go, SmartOrdering and Hey 
You. If  the hospitality industry comes together, Doshii 
has the potential to become one of  the largest ecosystems 
of  third party applications in Australia, with the potential 
to export globally.

Ultimately, the success of  the Australian fintech scene 
depends on our ability to create strong, accessible net-
works that seamlessly connect the key players. To get 
there, companies that facilitate these networks will play 
a key role in making this future a reality. If  we want to 
create a healthy and globally competitive fintech ecosys-
tem, we must continue to invest in and expand our locally 
grown POS technology. 
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Alex Louey, co-founder 
and Managing Director 
of Appscore says inno-

vation is a startup’s bait 
to attracting bigger fish 

to partner with.

INDUSTRY NEWS
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Alex Louey is  
the co-founder 
and Managing 
Director of 
Appscore,  
an Australian 
based mobile- 
first digital 
agency.

The key to partnering up with big companies is 
offering something they don’t have. When fishing 
to partner alongside those bigger, reputable companies, 
your bait is essentially your innovative services. There’s 
no point in a company hiring you if  they can complete 
the work themselves; you need to prove to them that you 
can truly add value to their business. Tech startups are 
often renowned for their speed to market and their first-
hand access to cutting-edge resources – therefore, these 
are selling points to capitalise on. 

However, for smart partnerships to take place, you need 
to seek out and solidify relationships that are grounded in 
mutual value. Before taking on any new project, it’s im-
portant to take a step back and assess where the value lies 
– for both you and for the bigger company. 

You need to ‘pick and choose’ your battles. As 
a startup, it’s tempting to say yes to all opportunities that 
arise and keep everyone happy, but in the end you will 
stretch yourself  too thin. Although one of  your chief  goals 
is to indeed grow as a business and expand your clientele 
base, it certainly pays off  to be selective when undertaking 
projects. What project can provide value to your portfolio? 
What can steer you in the direction you wish to explore? 
What can best contribute to your overall growth?

Unlike large companies that have massive resources, 
bigger legal teams and healthy funds to feed off, startups 
are much more challenged in these areas. They are of-
ten pressed for time, facing the pressure to deliver quality 
projects and fast returns in order to establish themselves 
as a prominent business offering highly desirable services. 
Thus, there are going to be times where you have to po-
litely decline opportunities. It’s about looking at where 
you can gain the most value as a business and from which 
companies – and making the most of  those projects. After 
all, it’s far better to show selectivity than overload yourself  
with work and subsequently execute your projects badly.

It’s critical that you build healthy relationships 
with everyone in the team. Branching out to work 
with big businesses isn’t just a matter of  getting the com-
pany’s seal of  approval; you need to garner support from 
all departments in order to really propel your startup for-
ward. It’s a matter of  picking the right people to network 
with: both executives and those at the coalface – for in-
stance, you need to look at what is important to the sales 
team and how you can manage your operations to add 
value to them. Fruitful partnerships are not based on sin-
gular relationships; they feed off  many different threads. 

Preserving that startup culture is paramount 
to growth. The reason companies engage you in the 
first place is because of  those complementary services 
you can offer them, and the conditions under which you 
can deliver them. When you start to lose that, you begin 
to falter as a business. Your culture is a foundational pillar 
when you’re a small company – it’s what carves out your 
reputation and generates those highly-coveted streams of  
repeat business. 

However, maintaining your company culture is not as 
difficult as you may think – it simply reverts back to that 
initial idea of  placing parameters around which projects 
to undertake and which companies to work with. By hold-
ing onto that sense of  agility and illustrating your versatili-
ty and value as a business, that next step forward is bound 
to prosper with success. 

Making that transition from a small startup business to 
a global-reaching SME can be a precarious path to tread. 
You need to somehow strike a delicate balance between 
maintaining your business’s startup mentality while 
boosting your company’s profile and ensuring steady 
growth. It’s common for tech startups to fall down 
when they reach this stage, or to simply plateau - in order 
to generate true success in this industry, you need to find 
ways to continue that rolling momentum.

Taking the

successfully evolving  
from a startup to an SME
By Alex Louey

next step
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W
hat is now known as The 
Dream Economy is pos-
sibly one of  the biggest 
addressable consumer 
market opportunities to-
day, coupled with the fact 
that the concept of  one’s 
bucket list is now part 

of  our global consumer vernacular thanks to Morgan  
Freeman and Jack Nicholson who starred in the Warner 
Bros hit movie of  2007, The Bucket List.

The bucket list phenomenon totally distracted former 
Village Roadshow Global Chief  Marketing Officer Tim 
Carroll so much he decided to make the bold move and 
leave Village Roadshow in mid-2011 after 11 successful 
years to develop and then launch BUCKiTDREAM, the 
world’s first dream platform.

BUCKiTDREAM is an experiential brand and enter-
tainment business, which enables consumers (dreamers) 
globally to create and share their dreams (their bucket 
lists) with their social networks and then connect with 
brands and merchants to transact and fulfil these dream 
experiences. 

BUCKiTDREAM is live and has 100,000 dreamers cre-
ating 500,000 dream-experience intentions. Behind this is 
a world-class analytics engine that can view every dreamer 
individually (profile, preferences and intentions). BUCK-
iTDREAM’s secret sauce is proprietary scripts to take the 
dreamer through each stage of  the consumer funnel from 
dream to plan to transaction – making the future intention 
data very valuable to media, brands and merchants.

COMPANIES IN FOCUS

“I personally mentored and guided Tim over the past 11 
years in all facets of  the entertainment business,” Gra-
ham Burke, Carroll’s Village Roadshow boss said. “I am 
so pleased at how far we have come together. With Tim 
at the helm we have won all over the world. He is without 
question one of  Australia’s, if  not one of  the world’s, best 
entertainment marketers. He is a true businessman and 
respected by global brands and media across the board. 
A rare, priceless team member.”

Carroll said: “I have learnt from the best entertain-
ment global players in Graham Burke and Village Chair-
man Robert Kirby.”

The beauty of  BUCKiTDREAM is that it predicts 
consumer behaviour which becomes an amazingly pow-
erful tool for merchants.

Carroll said his idea was also fuelled by Harvard Pro-
fessor Doc Searls’ book, In The Intention Economy.

Professor Searls says in his book: “The buyer notifies 
the market of  the intent to buy, and sellers compete for 
the buyer’s purchase. That’s an easy enough idea – that 
rather than companies mining analytics for consumer 
info, customers will simply say what they want, thus forg-
ing efficient, close-knit relationships – but relationships 
with a number of  moving parts. Individuals will need am-
bient connectivity, a private store of  personal data, and 
standardised ways to signal their desires. The businesses 
that match individuals’ terms will survive.”

Carroll, although born, bred and still living in Mel-
bourne, believed his idea had global potential so one of  
the biggest decisions he made in the early days was to in-
corporate BUCKiTDREAM in the US and not Australia.

EVERYONE has a dream. A dream is just a dream 
until one writes it down with a date to become a 
personal goal. A goal broken down into steps becomes 
a plan. A plan backed by action makes your dreams 
possible and ultimately come true.

Aussie  
entrepreneur’s  
dream becoming  
a global reality

Tim Carroll is  
realising his 

dream.
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Once that decision was 
made Carroll set about 
building a global team 
and a global shareholder 
register. And what a team 
he has built recruiting 
executives from Ernst & 
Young, Freehills, Google, 
Stanford University, Man-
chester United and IBM.

“Australia is too small a 
market and too many peo-
ple don’t believe what’s 
possible, while in the US 
they love big ideas and 
big visions and the US 
consumers dream big ev-
eryday.”

Carroll and his glob-
al team have pitched the 
BUCKiTDREAM vision 
to some of  the world’s 
most influential people 
from media, brands, com-
merce, technology and 
data analytics - and they 
all backed him.

Here is what some 
say about Carroll and 
BUCKiTDREAM.

Marty Pompadur, for-
mer Global Vice Chair-
man Macquarie Bank 
(Entertainment & media), 
IMAX Board Member, ex 
CEO News Corp Europe: 
“I have seen every major 
shift in media over the 
past three decades and to-
day 65% of  digital leaders 

are prepared to cut legacy media investments to support 
their digital efforts. Every media company in the world 
faces this problem and must embrace Cloud, mobile & 
data solutions. BUCKiTDREAM is one of  the innova-
tive solutions that media worldwide needs now to be rel-
evant to their audience and advertisers, and that’s why I 
invested and joined the Board.”

Peter O’Brien, BUCKiTDREAM Director and Inves-
tor in BUCKiTDREAM: “As a former Tourism Australia 
Director, I am very aware that getting North Americans 
to act on their aspiration to visit Australia is the tricky 
part because of  their huge choice of  destinations, short 
holidays and distance to Australia. Tim has enabled Aus-
tralian operators to economically cut through the fog by 
directly linking them with his US BUCKiTDREAM da-
tabase which is a priceless advantage.”

Barry Cupples Global Investment CEO at Omni-
com media Group: “BUCKiTDREAM has successfully 
bridged myth to reality. The simplicity of  managing your 
own dreams in today’s world of  engagement and technol-
ogy make this platform a marketer’s dream. I can sense 
the excitement amongst brands with the rich data and 
targeting capability this will enable them to access. Pure 
gold.”

John Zeigler, former CEO DDB Asia Pacific and Inves-
tor in BUCKiTDREAM: “The ad optimisation segment 
is the fastest growing media and now valued at more than 
$5 billion. Consumer intention data is the most valuable 
data in the world. BUCKiTDREAM unlocks consumer 
dreams and future buying intentions. Out with a media 
efficiency model and in with an effectiveness intention 

data model few others can deliver.”
There is no doubt Carroll has done the hard yards 

and it is paying off. BUCKiTDREAM is now a global 
early-stage venture powered by global private capital. In 
fact $US7million has been invested in the company as it 
prepares for its first strategic investment round. High pro-
file Sydney entrepreneur Trevor Folsom has also invested 
$US1 million in BUCKiTDREAM via his member-based 
investment vehicle the Investible Club and in the process 
has become the company’s largest global investor.

Folsom and Investible are the latest high-profile inves-
tors to back BUCKiTDREAM. Folsom co-founded In-
vestible with his long-time business partner Creel Price. 
The duo founded Investible to support the development 
of  Australian entrepreneurs as well as provide its growing 
membership base with the opportunity to invest along-
side Investible in high-quality, early-stage ventures, such 
as BUCKiTDREAM.

As part of  Investible’s participation, Folsom has en-
sured his members have the option to follow their initial 
investment in BUCKiTDREAM into the company’s first 
strategic/institutional funding round.

“Every consumer in the world – no different to any en-
trepreneur and investor - has a dream they seek to fulfil, 
so the global market is huge. We are thrilled with the early 
stage results,” Folsom said. 

“The dream platform connects dreamers with mer-
chants and will scale with media, brand and merchant 
commercial partnerships. We expect BUCKiTDREAM 
to make major partnership announcements over the 12 
months and we are seriously impressed with the US and 
global partners they are engaged with now. We want to 
help BUCKiTDREAM scale and capture the significant 
global upside associated with “the dream economy”.

Carroll has also had some high profile celebrities back 
his vision including Sir Richard Branson’s Necker Cup, 
Olympic snowboard champion Shaun White as well as 
Ellen DeGeneres.

“They have all been bril-
liant but I must bow to Ellen. 
Most brands buy 30-second 
ad spots. Ellen launched 
BUCKiTDREAM with a 
five-minute segment to 24 
countries powered by 60 
million tweets and 25 mil-
lion Facebook posts.”

Carroll said it is the big-
gest marketing campaign 
he has been associated with 
“and I was part of  some 
massive global campaigns 
at Village Roadshow”.

The world’s biggest me-
dia, Brands and Merchants 
have embraced BUCKiT-
DREAM, share the vision 
and have BUCKiTDREAM 
primed for a big latter part 
of  2016 and 2017.

And what’s on Car-
roll’s bucket list? “I want 
to dream bold and dream 
big so taking BUCKiT-
DREAM to a NASDQ IPO 
is at the top of  the list.”

COMPANIES IN FOCUS
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The work  
future is mobile;  
but that’s not  
without challenges
By David Ikin

W ith this trend being driven by millenni-
als, the expectation is that mobile work-
forces are only going to become even 
more of  a standard feature in workplac-

es in the years ahead. Due to both the lifestyle (morale) 
and productivity benefits of  mobility and flexibility, it is 
in the business leader’s best interest to enable a mobile 
workforce. 

With mobile technology and the prevalence of  WiFi 
enabling people to work from anywhere in a seamless and 
comprehensive manner, there are no longer any techni-
cal inhibitions that would prevent most workplaces in 
Australia from liberating their staff  of  their desks.

However, achieving a mobile workforce requires a 
dedicated change management program within the or-
ganisation and there are two critical components that 
employers need to keep in mind in order to make sure 
the mobilisation strategy achieves its desired outcomes. 

Here are some expert thoughts on this premise.

IF you were to ask Australian business leaders what 
some of the key trends are in the modern workforce, 
one of the most frequent responses that you’ll get 
back is that local workers are more flexible and 
mobile than ever, and that businesses need to align 
their work practices to follow suit.

Using mobile technology to enable  
your workforce  
By Wayne Gerard, Co-founder & CEO, RedEye
Most people today use their smartphone to complete 
tasks. From internet banking, email, making bookings 
or reservations, placing orders, completing to do lists, 
watching instructional videos or looking up information 
on Google. People are conditioned to complete tasks on 
the bus, at the café, while they’re having lunch or walking 
between meetings. We have become a mobile workforce.

Most businesses realise that there are substantial op-
portunities to improve productivity, efficiency and safety 
by enabling their staff  and contractors to progress and 
complete activities on their mobile devices. Businesses 
can also see the potential to collaborate with their cus-
tomers and suppliers in real time.

IDC, one of  the world’s leading technology advisory 
firms, estimates that $901 billion was spent worldwide 
on mobile technologies in 2014. This is forecast to reach 
$1.2 trillion by 2019. Nearly every industry sector is en-
abling their mobile workforce this way.

It’s not just about completing tasks in the field, on 
the road or at a customer’s premises. Mobile workforce 
technology enables businesses to redefine the way they 
operate. Every step in the process can now be optimised 
because relevant data can be collected, analysed and used 
to inform decision making. Mobile technology is driving 
workforce transformation in a very practical way, across 
businesses large and small.

Mobile workforce technology can be viewed from two 
main vantage points - the employee (or ‘user’), and the 
employer or company that implements the tools within 
their business practice.

The user ultimately expects usability, while the compa-
ny is making mobile workforce technology a priority be-
cause it delivers numerous benefits. Functionality varies 
based on the application, with the best solutions enabling 
your staff  and contractors to complete forms or checklists, 
access relevant data, take photos or readings, track prog-
ress and sign off  work to confirm completion.

Integrated map views enable the worker to see the next 
job and location, and navigate to it with all the informa-
tion they need at their fingertips.

Often, employees reach a client’s premises and need 
to contact someone back at the office to get instructions, 
documents, plans, access codes, or the phone number for 
the point of  contact.

Workforce mobility applications should have real time 
chat and progress reporting to enable teams to complete 
work together and for office staff  to easily collaborate and 
assist as required.

Given mobile coverage is not ubiquitous, tasks need 
to be available offline, with the application automatical-
ly syncing when the device is back in mobile coverage. 
A web accessible dashboard for managers is useful for 
scheduling, work allocation, visualising job progress and 
collaborating with mobile users.

Typically, organisations fall into two categories, com-
panies that complete work and companies that get work 
completed for them. There is a rapid uptake of  mobile 
workforce technology by both types of  company, as they 
look to improve efficiency, productivity, safety, cashflow, 
real time awareness and/or customer service.

As we move towards a mobile workforce, management 
skills and business processes also need to adapt. The in-
troduction of  gamification is a great example of  this, 
with game based scores, recommendations and rankings 
motivating employees to improve productivity, job per-
formance and gain timely client sign off.

Like any major technology shift, early adopters can 
often secure market share and competitive advantage. 
With the widespread introduction of  mobile workforce 
technology, it’s important for companies to prepare, in 
order to capitalise on this shift.

WORKPLACE VISION 
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IDC expects that by 2020 almost three quar-
ters of  the world’s workforce will be mobile. 
That’s a staggering increase over the 37% it is 
today, and while the trend is staggering because 
mobility is of  benefit to employer and employ-
ee alike, it will also prove to be significantly 
disruptive to the business if  not handled well.

A lot is written about how businesses should 
manage a mobile workforce in order to ensure 
that productivity, efficiency and accountability 
are maintained or enhanced. Part of  the con-
versation that needs to be had, but that is often 
lost among the other discussions, is that an em-
ployer’s responsibility to its employee’s health 
and safety doesn’t change, whether the employ-
ee is in the office or on the road.

This is significant. Employees working in 
remote areas are exposed to a different set of  
health and safety risks than those at a desk in 
their office. Employees that spend a lot of  time 
travelling – especially internationally – do so 
with a heightened risks of  terror attacks. Em-
ployees spending a lot of  time on the road have 
a heightened risk of  fatigue leading to a car 
accident.

It is important that employers develop a 
robust solution to monitor their employee’s 
health and well-being while at work, regardless 

of  where they are, without compromising their 
privacy. To do that, the employer needs to un-
derstand what the movement of  each employ-
ee is like, and then adopt policies that respond 
to any health and safety risks that might arise. 
The adoption of  GPS technology, as well as ro-
bust fatigue management programs and active 
check-in technology can all help the employer 
meet its obligations to the staff.

It is important to note that this is not just 
good practice, it’s often legislated. In January 
2014 the Australian WHS Legislation for Man-
aging Remote and Isolated Workers came into 
effect, and has required organisations to review 
and implement solutions to achieve compli-
ance.

It’s easier to achieve compliance when an 
entire staff  team is collected in the one place, 
but that’s not in fitting with the future of  work. 
A mobile, nimble workforce is an inevitability 
that businesses need to recognise, or else run 
the risk of  being outpaced by their competi-
tors. 

However, even putting aside the legal re-
sponsibility, simple best-practice will tell you 
that an employer should be looking out for 
their team members’ safety and wellbeing 
while on the job.

Joe Hoolahan, Co-founder & CEO, JESI

T he answer is they are all users of  
solutions developed by Perth-based 
industrial Internet of  Things (IoT) 

business Secure2Go. 
In the words of  the company’s Chief  Execu-
tive Wesley Lawrence, Secure2Go is ultimately 
in the business of  “providing peace of  mind to 
our customers”.

With a track record of  operating in the tele-
communications and asset management sec-
tors and with team members having worked in 
the sector for over 30 years, Secure2Go specia-
lises in the development and commercialisation 
of  wearable and connected technology. 

The company has a suite of  products which 
enable its customers to stay connected with 
mobile assets, particularly vehicles and boats; 
assist employers in improving safety and well-
being for remote and isolated worker; and pro-
vide security for assets such as plant and equip-
ment that may be at risk.

It’s an approach that is increasingly resonating 
with Australian businesses. Major car dealer-
ships are among those who are seeing the ben-
efits of  utilising the SECUREdrive solution, 
which makes it easy for staff  to keep tabs on the 
location of  vehicles in stock, while their vessel 
monitoring system, SECUREboat, is carving a 
niche within the luxury boat market. 

“We have identified strong markets, both lo-
cal and global, for each of  our solutions,” said 
Mr Lawrence. 

While Secure2Go is Australian based compa-
ny, the focus has firmly been on developing solu-
tions which have relevance to global markets.

Growth on this scale requires capital, and 
the company is therefore currently exploring 
a range of  options, including a Initial Public 
Offering, to accelerate business development 
and customer acquisition, both domestically 
and internationally.

Secure2Go sets sights  
on global markets for  
“peace of mind” solutions
By David Ikin

At first pass, it is hard to imagine what one of 
Australia’s biggest mining companies, luxury 
boat manufacturers and a cluster of residential 
building companies have in common. 

Wesley Lawrence, 
Secure2Go CEO.
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Travel 
just the ticket  
for Contact Light
By Luke Sizer

D
ubbed ‘the next generation of  trav-
el companion’, Embark is an app 
platform which provides travellers 
with not only route options and 
directions, but also bespoke online 
content and entertainment.

Contact Light created Embark to make getting around 
simple and fun by including features such as live times, 
carbon emission details and a newsfeed to inform and 
entertain users while on the go whether they are riding a 
train or tram, sitting on a bus, in the back of  an Uber, or 
walking to their next meeting across town.

Launched in May alongside a collaborative partnership 
with Sydney’s premier arts festival Vivid, Embark took 
off, wowing Sydneysider’s and visitors to the city alike.

Within one month on going live, Embark was ranked 
in the top three navigation apps in the country. One of  
the reasons for its success is the matching of  comprehen-
sive local information from government transit data, with 
lives times with the usability and planning power of  Goo-
gle Maps.

Embark now boasts over 70,000 users globally - deliv-
ering live mass transit data to users in over 200 cities with 
hundreds more cities making use of  regular timetable in-
formation.

Following on from its launch success, Contact Light 
was successful in a pitch to Transport for NSW and was 
awarded access to the Bluetooth Low Energy beacon net-
work at Sydney’s Chatswood station as part of  the NSW 
Government’s Future Transport initiative.

Through access to the beacon network, Contact Light 
is able to expand Embark’s accessibility capabilities and 
improve the public transport experiences for vision im-
paired commuters by matching hyper-accurate location 

information to Apple and Google’s built-in Accessibility 
platforms.

“We’re very pleased to be adding the NSW Govern-
ment to our list of  technology partners, and we are very 
proud to be developing a platform that will benefit the 
lives of  commuters around the world,” Contact Light 
CEO Mike Boyd said.

In addition to daily commuters, Australia has an in-
bound and outbound tourism market of  7.7 million and 
8.9 million respectively, meaning international tourists 
visiting the country can benefit from the app, when they 
embark on a trip to our shores.

“We made the app available globally from day one to 
demonstrate our commitment to global mass transit and 
to build audiences organically in large commuter markets 
like New York and London ahead of  any local marketing 
efforts.” Boyd said.

“Commuting is a high priority of  every city and that 
extends beyond our ‘hometown’.” Boyd added. Looking 
further ahead, Contact Light is looking to major events 
such as the Rugby World Cup and Olympic Games in 
Tokyo in 2019/2020 where Embark will provide trans-
port information in English. 

Keeping users engaged and entertained during their 
journey is one of  the main features that sets it apart from 
other transport apps, but it is this feature that provides a 
unique and exciting monetisation opportunity.

Out-of-home (OOH) screen engagement is another 
goal for the Contact Light team. By developing the pro-
prietary technology for the Embark app, Contact Light’s 
innovation allows OOH digital screens – such as those in 
bus shelters, on rail platforms, and shop fronts – to ‘speak’ 
with the Embark app, delivering messages that are both 
geographically and contextually relevant to commuters.

Boyd said, “This ‘frictionless engagement’ opens the 
door for many revenue opportunities by linking OOH 
digital advertising with a consumer’s mobile device - a 
very exciting advancement in OOH advertising.”.

“Embark can deliver rich understanding and consum-
er behaviour thanks to millions of  data points based on 
user locations, out-of-home screen interaction and con-
tent engagement,” Boyd said. “By putting the consumer 
first and thinking globally, we are extending the out-of-
home experience to a mobile device - beyond a screen 
on a wall.”

“There are so many ways we can help marketers deliv-
er deliver content to users via Embark: from enabling us-
ers to receive notification when in proximity to an advert; 
saving content, offers and product adverts to Embark-
account; and providing access to exclusive content from 
partners, there is so much commercial potential with our 
new technology.”

Australian startup company Contact Light is changing the 
face of travel technology with its flagship asset Embark, 
which has a vision to be the one transport app that 
works all around the globe. 
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Embark can be 
downloaded at  

http://getembark.io
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Power  
to the people
By Luke Sizer

T
he Lithium Ion Battery (LIB) mar-
ket is going through a period of  sig-
nificant innovation and reinvention, 
with new applications being sought 
in electric mobility and energy stor-
age. Unfortunately, there are three 
attributes weighing on the wide-

spread adoption of  LIB technology in wider markets: 
slow charge rates, limited battery lifecycle and safety and 
transportation restrictions.

UltraCharge’s technology addresses these three con-
cerns, heralding a new era in the LIB market.

Smartphones can be charged in under six minutes 
(compared to the current 60 minutes) and electric cars 
would be able to increase their range dramatically with 
just 15 minutes of  charging, thanks to UltraCharge’s nan-
otechnology advancements.

The company’s breakthrough in the LIB market has 
received accolades from Rachid Yazami, co-inventor of  
today’s generation of  LIBs, hailing UltraCharge’s im-
provements as “the next big thing”.

In addition to rapid charging time, UltraCharge’s tech-
nology fixes the addresses the issues of  limited lifecycle 
and safety issues.

“Using patented technology, the anode in UltraCharge 
batteries is titanium dioxide not graphite, avoiding ther-
mal runaway or overheating which is the main cause of  
fire in traditional energy storage systems,” UltraCharge 
chief  executive Kobi Ben-Shabat said.

“Our technology also extends the lifetime of  LIBs.  
UltraCharge batteries can endure between 10,000 to 
15,000 charging cycles – that’s 20 times more than to-
day’s batteries.”

“Easy integration is also very important for our solu-
tion. Our technology allows for battery manufacturers 
to easily integrate our nanotube gel into their produc-
tion processes. Finally, we use low-cost raw materials in 
our patented production process, making our approach 
cost-efficient as well,” Ben-Shabat said.

Titanium dioxide nanotube gel is key to UltraCharge’s 
success. The metal is cheap, safe and plentiful - even be-

ing used as a food additive and as a key ingredient in sun-
screen. However, the issue for UltraCharge was titanium 
dioxide occurring naturally in a spherical shape, which 
isn’t ideal for the required application.

UltraCharge has been able to license a revolutionary 
technology which converts the spherical titanium dioxide 
into long, micronized nanotubes – perfect for speeding up 
the reactions taking place in an UltraCharge battery and 
achieving the aforementioned positive results.

There are competitors in this space, but as it stands 
UltraCharge is leading the field. Toshiba SCiB, Tesla 
Supercharger, OPPO VOOC and Qualcomm QC are 
have similar solutions, however UltraCharge takes the 
cake when considering charging time, lifetime and ener-
gy density results.

Headquartered in Israel, UltraCharge is currently in 
the process of  a reverse takeover of  Lithex Resources Ltd, 
a former lithium minerals exploration company listed on 
the Australian Securities Exchange.

The company has recently completed a fully-sub-
scribed initial public offering, which offered 70 million 
shares at 5 cents per share, generating $3.5 million for 
ongoing activities. 

The lion’s share of  the funds ($2.77 million) will be 
used for research, development and manufacturing. 

In the next two to five months, UltraCharge will be 
aiming to demonstrate its unique LIB product is compa-
rable to current market standards, whilst simultaneously 
looking for a potential collaboration with a major energy 
company or car manufacturer.

Within six to nine months, UltraCharge plans to have 
demonstrated that its patented product can fit in with ex-
isting industry standard assembly lines.

COMPANIES IN FOCUS

‘My phone battery just won’t die!’ is not a phrase 
often said by smartphone users, but with UltraCharge’s 
ground-breaking technology, it could soon be heard all 
around the world.
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Recent trends in 
the technology 
sector
By Mark Hinsley, Foster Stockbroking

O
ver the last 2 years there 
have been many new 
ASX listings of  technol-
ogy companies. Along 
with the broader market, 
the last 12 months has 
seen somewhat of  a con-
solidation phase for the 
technology sector, with 

the market becoming more selective and more demand-
ing of  tangible performance metrics. 

But one thing is for certain - technology is here to stay. 
Global adoption rates of  technology products is acceler-
ating and will continue to do so. Every day technology 
becomes a larger part of  our lives and ultimately no in-
dustry will be un-affected by technology disruption. 

The longer term performance of  a tech company/
stock comes down to the quality of  the business and its 
management. But there are certainly some noticeable 
trends of  performers in the sector. These include:

 > The company is not a ‘startup’ and does not require 
millions of  dollars for further development. Prefer-
ably, the company has spent 3-4 years as a private 
company prior to listing, and conducted at least a 
couple of  private rounds. This reduces the likelihood 
of  a company missing key deadlines/deliverables 
whilst being in the public market environment, which 
can often result in the market punishing a stock.

 > Preferably generating revenue, or be on the cusp 
of  generating revenue. Perhaps ‘pilot’ customers/
clients or some other reference to product/service 
validation (i.e growing market share). 

 > Attacking a large market opportunity (i.e multi-bil-
lion dollar market) with international ambition. 

 > Quality of  Board and management, ideally with a 
proven track record. Ultimately investing in early 
stage technology companies is very much a ‘people 
backing exercise.’

 > If  a company can demonstrate steadily improving 
KPI’s (i.e client growth, contract wins, market share, 
etc) the market will gain further confidence in the story. 

Three of  the company’s preferred exposures in the small-
cap tech space are detailed below:

Updater Inc. (UPD) makes moving easier for the  
17 million households that relocate every year in the US. 
With Updater, users seamlessly transfer utilities, update 
accounts and records, forward mail, and much more. 
Hundreds of  the most prominent real estate companies 
in the US (from real estate brokerages to property man-
agement companies) rely on Updater’s real estate prod-
ucts to save clients hours with a branded and personalised 
Updater moving experience. 

Updater can enable contextual and personalised com-
munication between relocating consumers and the US 
businesses spending billions of  dollars trying to reach 
them. Updater is headquartered in New York City, and 
prior to listing on the ASX, Updater received signifi-
cant investments from leading US venture capital firms 
including SoftBank Capital, IA Ventures and Second 
Century Ventures (the strategic investment division of  
the National Association of  REALTORS®). Since listing 
on the ASX, Updater have secured Fidelity International 
and Thorney Investment Group as key shareholders.

9 Spokes International’s (9SP) smart dashboard en-
ables SMEs to connect all their software to one dynamic 
interface - giving them a clear overview of  their business. 
It allows management and advisors to access data and 
new metrics across key areas, from any device at any time. 
With these insights, it’s easier to make the big decisions to 
either manage or grow a business. 

Businesses can integrate their supported software into 
the dashboard as well as choose from a selection of  rec-
ommended and accredited apps to suit their industry. 
The smart dashboard from 9 Spokes is available as a 
direct model to small businesses and as a white labelled 
platform that Channel Partners can offer to their SME 
customer base.

LiveHire (LVH) is the technology company behind the 
Live Talent Ecosystem, where people privately connect 
with Live Talent Communities of  the best brands. Live-
Hire’s vision is to empower the flow of  the world’s talent, 
to create a more agile, open and awesome working world. 

The platform makes managing the flow of  talent 
into and through businesses seamless, delivering value 
through perfect visibility of  existing employees, and shift-
ing recruitment of  new talent from reactive to proactive, 
reducing time and cost to hire, with an unrivalled candi-
date experience. 

IN the last 18-24 months, the interest and appetite for 
investing in emerging technology companies has 
increased significantly in Australia. 

Our client base have certainly demonstrated a great 
appetite for gaining exposure to this high-growth 
segment of the ASX-listed market, and there have been 
hundreds of millions of dollars raised by Aussie venture 
capital funds looking to identify the next potential 
Atlassian. 

INDUSTRY NEWS
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E stablished by three experi-
enced businessmen; entrepre-
neur Stephen Rice, technology 
executive Seamus Woulfe and 

digital strategist Richard Keeves, x10 Partners 
(www.x10.partners) identify high-growth scal-
able technology and innovation businesses via 
their unique screening, diagnostic and selec-

tion processes. 
Mr Rice said x10 Partners 

differentiated by bringing 
commercialisation expertise 
into the business to sharpen 
the business model and growth 
strategy, de-risk the business 
for investors, and accelerate 
the path to liquidity. 

“x10 has a clinical com-
mercialisation focus. We de-
velop agile, fast-track Growth 
Roadmaps and actively par-
ticipate working in and on the 

business to accelerate growth. At the right 
time, we prepare the business for listing and 
ensure it is due diligence and transaction 
ready.”

Leading Australian technology author 
and commentator, Nick Abrahams, said the 
number of  new tech entrants to the Aus-
tralian Stock Exchange (ASX) over the last 
three years was unprecedented. 

“A potential listing on the ASX should be 
a consideration for quality fast growth com-
panies,” Mr Abrahams said. “x10 Partners 
has an innovative business model to help 
tech companies make the journey from pri-
vate to public capital markets.”

According to the ASX, technology IPOs 
were the ASX’s number one sector in 2015 
where tech companies accounted for 23% 
of  total capital raised. Commenting about 
the forthcoming changes to the ASX listing 
rules, Mr Woulfe said: “Traction and timing 
are critical. We welcome many of  the chang-
es the ASX is making to ensure that only the 
right profile of  companies list on the ASX. 
This is very much in the best long term in-

terests of  the sector.” 
Mr Woulfe said x10 Partners had a grow-

ing portfolio of  Australian and International 
technology companies that collectively op-
erate in more than 60 countries worldwide.

“We have a unique pipeline of  interna-
tional technology companies that are aware 
of  the ASX’s status as the world’s sixth larg-
est exchange by capital raised, and are at-
tracted by the ASX’s track record of  funding 
growth companies.” 

Mr Woulfe said while a lot of  the interest 
in international tech listings had focussed on 
the US, China and Israel, x10 had developed 
a rich vein of  European, Asian and Latin 
American companies within its pipeline. 

“The businesses in our international port-
folio have demonstrated traction in imple-
menting their business plans, achieved mean-
ingful growth milestones and are beginning 
to scale globally. 

“With our guidance and support, they 
have shown themselves to be outstanding 
candidates for listing. Some already have the 
qualifying shareholder spread required for 
an ASX listing.”

Pointing to x10 partners’ growth matrix 
(below), Mr Keeves said x10 worked with 
businesses that are scalable and ready for ac-
celerated commercialisation. 

“x10 prepares suitable companies for pri-
vate equity investment and subsequent list-
ing by bringing a taskforce of  resources to 
work actively in and on the business. As part 
of  the long-term journey, we implement fast-
track expert roadmaps that close the gaps 
and overcome the hurdles the business may 
encounter. 

“We resource and guide the implementa-
tion of  the plan and focus on the best path-
ways to reach scale and achieve global po-
tential. Ultimately, it’s about building great 
companies.

“We align the business plan and business 
milestones with market valuation points, 
identify the best path to market and manage 
the IPO or RTO listing process.”

Mr Rice said: “Investors in 
our network enjoy multiple 
opportunities for investment 
uplift. This includes the Fast 
Track funding round, addi-
tional growth funding and 
the pre-IPO and IPO invest-
ment rounds.”

x10 Partners is develop-
ing its portfolio of  invest-
ment-ready projects and is 
currently at advanced stages 
in executing IPO, RTO and 
trade sale transactions on be-
half  of  client companies.

Mr Rice said with their 
portfolio expanding, x10 was 
looking to develop strong long-
term relationships with invest-
ment partners who wished to 
participate in a rolling pipeline 
of  high quality, high growth 
opportunities.

“Ultimately,  
it’s about  

building great 
companies”.

A new corporate advisory and 
investor network is building 
a portfolio of high growth 
Australian and international 
technology companies to be 
expertly fast-tracked and 
listed on public capital  
markets. 

Driving  
exponential  
growth
By Peter Harris

COMPANIES IN FOCUS
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A n Artificial Intelligence robot named ‘Rosie’ 
looks to have the solution. Rosie is the unique 
chatbot that forms the online sales and reten-
tion offering of  high profile Australian fintech 
company Flamingo, and can guide seekers of  

financial products from quote to payment, without a single 
person being directly involved. 

Flamingo, which was acquired by ASX listed Cre8tek in 
September, fuses web-chat, web-forms and machine learning 
to guide customers through complex decision-making and is 
reshaping the way financial service firms view their entire on-
line selling eco-system. 

Flamingo CEO and founder, Dr Catriona Wallace, says 
the financial products market has a good deal of  complexity.
“Customers often have difficulty with the complexity of  fi-
nancial services products. This makes it difficult for providers 
to sell to these customers online, resulting in very low con-
version rates such as we see within the American insurance 
industry,” Dr Wallace said.

IT is hard to believe that the average quote-to-sales  
conversion rate in the American insurance industry  
is between 15 and 20% for call centres, but falls  
dramatically to one to three per cent online.

“By implementing our intelligent guided selling experience 
between providers and their customers, our clients are seeing 
uplift in online conversion rates.”

The Flamingo Platform not only reduces the overwhelming 
nature of  purchasing complex products online, it’s also ex-
tremely intelligent. With each completed transaction, the ma-
chine-learning engine intelligently learns more about how cus-
tomers, provider employees or the autobot ‘Rosie’ interact.

Every question asked and answered, every keystroke and chat 
message is analysed by Flamingo’s advanced data-mining algo-
rithms and allows the entire online selling process to be auto-
mated, meaning employees are required less often, or not at all. 

And it seems to be working. Flamingo secured Fortune 500 
company Nationwide Insurance as a foundation client in May 
2016. Following two separate trials for Nationwide, Flamingo is 
now engaged to be the customer interaction portal for a Nation-
wide direct-to-consumer new product launch. 

Other Flamingo clients include Prime Financial, Quay Credit 
Union and the New York Daily Gazette. 

With significant traction in the US and a pipeline of  additional 
fortune 500 companies in play, CEO Catriona Wallace also sees 
opportunity in the Asia-pacific region. “After being based in the 
US we came back to Australia for capital and also to give us close 
proximity to Asia. We see huge opportunity in the Asia Pacific re-
gion, and while this recent funding provides a platform for further 
expansion into US markets, Asia is definitely on our radar”

“After being based in the US we came back to Australia for 
capital due to the close proximity to Asia. We have an aggressive 
strategy to scale-up and see huge opportunity in the Asia Pacific 
region. This recent funding also provides a platform for further 
expansion into the US markets to grow our client base.”

I n the Philippines, where as much as 70 per cent of  the 
population is “bankless”, the ASX-listed fintech com-
pany is solving this problem with the introduction of  
an innovative mobile payments platform.

After successfully deploying its mobile payments technology 
with three of  the largest banks in the Philippines – Metropol-
itan Bank & Trust, UnionBank of  the Philippines and UCPB 
Bank - Peppermint identified a new challenge – to offer the 
same services to people who don’t have a bank account.

The answer was to partner with large existing agent net-
works, whose members could take Peppermint’s mobile ser-
vices to people in their communities to allow them to transfer 
or “remit” money from one person to another, pay bills and 

Peppermint makes 
progress in Asia with 
mobile payment app  
By Colin Jacoby 

Peppermint Innovation is solving a problem 
which affects hundreds of millions of people 
across South East Asia but which most 
Australians don’t even realise exists - how 
do you pay your bills or transfer money 
without a bank account?

purchase eload (mobile airtime).
While the Philippines is the third 

largest cross-border international 
remittance market globally (with 
approximately US$28 billion in 
international remittances flowing 
into the country in 2015 according 
to the World Bank) the market for 
money remitted between people in 
the country (domestic remittance) 
is almost twice that size.

Peppermint Innovation Man-
aging Director Chris Kain said 
the company was poised to grow 
its revenue position from both of  
its Philippines business operations 
– the mobile platform for banked 
and unbanked customers - as well 
as expansion into new markets.

“UnionBank is seeking to dra-
matically increase the number of  
its account holders using our plat-
form from 50,000 to 2.5 million. 
This alone will result in a signifi-
cant boost to the company’s reve-
nue position,” Mr Kain said. 

Mr Kain said the opportunity 
for revenue from Peppermint’s 
mobile platform for the unbanked 
was greater again.

“While the vast majority of  
Filipinos own a mobile device, 
around 70 per cent of  the popu-
lation don’t have a bank account,” 

Mr Kain said. “Our technology 
allows us to offer this large popu-
lation access to a fast, safe and re-
liable mobile payment platform.”

This is now well underway with 
Peppermint’s first local partner 
MyWeps International Inc., and 
the 1Bro Global agent network for 
which it has developed a mobile 
payments and remittances app 
called MyWeps Remittance (pow-
ered by Peppermint).

On the back of  its progress in 
the Philippines, Peppermint is also 
starting to take steps to roll out its 
business in Bangladesh (the seventh 
largest remittance receiving coun-
try globally worth an estimated 
US$15 billion in 2015 according to 
the World Bank) and other major 
remittance corridors in Asia. 

Mr Kain said Peppermint had 
recently appointed former Westpac 
and ANZ executive Rod Tasker to 
its board to help lead these opera-
tions from Australia and was seek-
ing to develop relationships with 
established players in these markets 
to gain access to regulatory bodies 
and banks in target countries.

Ultimately, Peppermint hopes 
its innovative fintech platform will 
provide a mobile payments solu-
tion across the entire region.

Reinventing online financial 
products selling
By Michael Wills
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Deloitte calls for 
more incentives to 
keep tech gazelles  
in Australia
By Colin Hay

A ustralia’s innovation future is under 
threat, with many of  our high-growth 
startups, or ‘gazelles’, being lured over-
seas. Successful gazelles are being at-
tracted to innovation hot spots around 

the world by favourable incentives, opportunities to net-
work with like-minded gazelles and potential investors, 
profile building opportunities and deep talent pools. 

“Australia is home to a huge number of  growing start-
ups with world-class ideas, technologies and potential and 
we must keep it that way,” says Joshua Tanchel, Deloitte 
Private Partner and leader of  Deloitte’s Technology Fast 
50 Program.

“We must continue to incentivise startups, as they do 
in the UK with tax based initiatives such as the Enter-
prise Investment Scheme (EIS), Entrepreneur’s Relief  
and Patent Box, in order to harness the ideas boom cur-
rently underway. But we also need to share the spotlight, 
currently being enjoyed by early stage startups, with our 
high-growth companies in order to safeguard our coun-
try’s future prosperity. 

“We need to identify the opportunities attracting our 
gazelles overseas and learn from them. Israel offers a 
range of  incentives both to home-grown entrepreneurs 
and foreign investors, including tax incentives for angel 
investors and government co-investing with experienced 
venture capitalist funds. They also invest in programs to 
nurture talent and strengthen links between academia 
and industry and prioritise a responsive business environ-
ment. As a result, second only to Silicon Valley, Israel has 
the highest concentration of  high-tech startups globally. 
We can also look to Singapore where they offer tax de-
ductions for investors, concessional tax rates for startups, 
a Technopreneurship Investment Fund aiming to attract 
high-growth companies to relocate to Singapore and a 
grants scheme funding salaries of  technical staff. We must 
learn from these global exemplars, while also recognis-
ing the importance of  creating the right settings for our 
startup eco-system in the Australian context, in order to 
secure the future of  our gazelles here in Australia and in 
turn secure our position on the global innovation map 
and with that our country’s economic future.

“It’s encouraging to see the Federal Government out-
lining the second and third waves of  its National Innova-

tion and Science Agenda - crucial in this pivotal moment 
for Australia’s economy post-mining boom. However, we 
can’t purely rely on the government to help realise this 
potential or to create a globally competitive tech ecosys-
tem for Australia. We all have to play our part,” suggest-
ed Tanchel. 

Deloitte has long championed Australia’s gazelles, in 
particular through the Technology Fast 50 program, now 
in its 16th year. 

“Our TechFast50 program not only celebrates the suc-
cess of  Australia’s fastest growing technology companies 
but provides ongoing support, opportunities to connect 
with potential investors and helps put them on the map – 
both domestically and globally,” said Tanchel.

The program ranks nominees involved in any tech re-
lated industry - from media, communications, software 
and hardware to life sciences and healthcare and clean 
energy - based on their percentage revenue growth over 
three years. And by making Australia’s top 50, companies 
are automatically nominated for the Technology Fast 500 
Asia Pacific. 

Those making Australia’s 2016 TechFast50 instantly 
become a recognised technology innovator, joining the 
ranks of  previous winners including Prospa, Vocus Com-
munications, Vinomofo, Siteminder, NextDC and Atlas-
sian. 

Internet and software companies led the charge in 
2015 with last year’s winner, fintech Prospa - an online 
small business lender - taking out the 2015 Tech Fast 50 
award having achieved an incredible 6,971% growth, al-
most double that of  the 2014 winner. 

“Prospa is a great example of  a tech company not only 
embracing innovation itself, but supporting Australia’s 
prospective gazelles. They facilitate innovation and en-
trepreneurialism, having lent more than $70m since 2011 
to thousands of  small businesses, using a proprietary 
technology platform and a fast, simple online application 
process. And we’re delighted to have them as part of  our 
TechFast50 winners’ alumni.

“We’re also excited to be welcoming back both the 
ASX and NetSuite as Tech Fast 50 sponsors. And also 
announcing law firm Clifford Chance and the UK Gov-
ernment’s Department for International Trade as new 
sponsors for 2016,” said Tanchel.

INDUSTRY NEWS

WITH technology changing the world at a rapid 
pace, innovation is no longer something businesses 
can opt out of. Australia’s startup ecosystem is 
firmly on the national agenda, is well supported 
and as a result is booming. But what happens 
to those startups when they begin to succeed, 
expand and become ‘gazelles’?
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Aussie entrepreneurs 
disrupt recruitment  
industry

How does Jobtag differ to  
traditional recruitment?
With Jobtag, you can see the hiring manag-
er and the environment in which you could 
end up working.

For the hiring manager, you get more en-
gagement with your target market, as the 
addition of  a video profile to a written ap-
plication really brings the candidate to life 
before a meeting takes place. The ability 
to change a person’s opinion in a positive 
way through video is underestimated. The 
time and money saved on both sides as a 
result of  this “pre-screening” has the po-
tential to make significant impact on the 
hiring process. 

Minimising subconscious bias  
from CV-based job search
Using video minimises the subconscious bias that in-
evitably happens when relying solely on a written CV. 
Through video, you actually get a much better idea of  a 
person’s attitude, communication style, presentation, per-
sonality and personal attributes, on top of  access to their 
CV that outlines their ‘hard’ skills. 

“For companies looking to distinguish themselves from 
their competition, Axonn Research has found that seven in 
10 people view brands in a more positive light after watch-
ing interesting video content from them,” says Emily. 

Connecting people, quickly and easily
Michael and Emily were driven by wanting to connect 
people with the right jobs as quickly and as easily as pos-
sible to bring greater happiness to everyone. “Our aim 
is to present people with the best real opportunities out 
there and to present clients with the best candidates in the 
market, rather than just the ones that are on the market, 
in the most efficient and effective manner,” says Michael. 
“It’s about levelling the playing field between candidates 
and companies, giving people more information at hand 
to make a more educated, considered decision based on 
the best information on each other.”

Providing a video platform to do that is exponentially 
increasing the amount of  information you are getting re-
garding each other. If  a picture tells a thousand words, “a 
minute of  video is worth 1.8 million words”, according to 
Forrester Research.

Getting the edge in the fight for talent
“We think fundamental change is needed and it’s here,” 
says Emily. “Employers need to fight for the best talent 
and differentiate themselves from their competitors to 
succeed. Candidates of  the future expect more engage-
ment than a one dimensional job description. Employ-
ers feel the same way about wasting hours of  their time 
meeting people who just aren’t right for their business.”

Technology has enabled these problems to be ad-
dressed and solved, and Jobtag aims to restore credibility 
back to the industry and the job board market because it 
will add real value to candidates and employers. 

JOBTAG launches the world’s first video-based 
job board to capture the next wave of change 
for recruitment

A ussie entrepreneurs, Michael Furze and 
Emily Cowdery, are taking the recruit-
ment world by storm with the launch of  
Jobtag – the world’s first online video job 

board. Aimed at eliminating unpopular practices, 
Jobtag promises ‘one ad, one role’ certainty for both 
clients and candidates.

Michael and Emily shared a passion for changing 
something that wasn’t working in recruitment prac-
tices. “Jobtag is driven by companies using video to 
attract the right staff  and candidates using videos to 
respond. It is the next natural step in recruitment,” 
says Michael, who has a background in recruitment 
and sales.

By 2017, it is predicted that 70% of  all consumer 
traffic could be utilising video in some way. Recruit-
ment will need to embrace this technology or suffer the 
consequences. Jobtag is the pioneer in this space, and 
advocates disruption within the recruitment industry. 

 Left: Michael Furze, CEO & 
founder of Jobtag 

Right: Emily Cowdery, COO 
& Co-founder of Jobtag
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Is this biggest 
Australian  
travel startup 
you have never 
heard of?

Rome2rio, the Melbourne-based travel 
startup, has taken a different path. The company 
bootstrapped its growth and remains somewhat 
under the radar as they have built their transpor-
tation journey planner. They are seeing success 
too; traffic alone put them as one of  the biggest 
online travel companies in Australia. So why 
have they largely eschewed the local market?

Rome2rio never considered building their 
transportation journey planner with Australia in 
mind. They are building the product with a glob-
al market in mind because the problem Rome2r-
io is solving -- how do I get from A to B? -- is 
most acute in markets with dense populations 
and complex transport infrastructure, markets 
such as Europe and Asia.

Taking a global view has paid off. Each month 
the company hosts over 10 million visits to their 
website and mobile apps. Those visitors are 
people who know where they are going but are 
unsure of  the best way to get there. As transpor-
tation has become more competitive and dereg-
ulated, the options available have exploded. For 
many searches in Europe, Rome2rio shows air, 
rail, bus, rideshare, and sometimes ferry options. 
What is best depends on your personal prefer-

ences. For some, price is crucial. For 
others, it is comfort. For others it is 
avoiding airports, the hassle of  secu-
rity and waiting around at departure 
gates.

“At first we were a little tentative 
about tackling a global market from 
a base here in Melbourne”, says Rod 
Cuthbert, Rome2rio’s CEO. But 
over time we came to understand 
that the web has shrunk those dis-
tances. We have the same access to 
foreign markets as our competitors 
who are based in Europe. That is 
apparent when we visit partners in 
Europe and are told that we are the 
only ones who visit their offices. All 
their European partners see them at 
conferences and on Skype, but rarely 
take the time to visit in person.”

Michael Cameron, Rome2rio’s 
co-founder and COO continues: 
“We think we have an advantage 
over in-market competitors; we call 
it the tyranny of  scale. Companies 
based in large markets like the US, 

Europe or China are often unable 
to see beyond the demands, oppor-
tunities, quirks and requirements of  
their domestic market. Their view 
of  the global market is blurry and 
they tend to build with an entirely 
domestic market in mind. Taking a 
product that is successful in your do-
mestic market onto the world stage is 
a challenging proposition.”

“From Australia we have a clear 
view of  all the big overseas markets. 
Our domestic opportunity is small, 
so we place domestic requirements 
in context and do not let them drive 
product features and direction.”

That’s not to say Rome2rio ig-
nores the reality of  its distance from 
key markets. To combat that prob-
lem, the company provides staff  
with five weeks annual leave and a 
grant program that pays for a trip to 
Europe every two years, along with 
ground transportation costs. Staff  
are required to book all their trans-
portation on Rome2rio and expe-
rience the product as a user. Upon 
return to Melbourne they present 
their findings, warts and all, and the 
company uses that feedback to refine 
their product.

Rome2rio also employs a team of  
in-market researchers, spread across 
14 countries worldwide, as on-the-
ground eyes and ears. “When a new 
ferry starts operating between Pirae-
us and Santorini, we want to know 
about it right away,” says Cuthbert. 
“We know we could track that sort 
of  activity from Melbourne, but it is 
a much faster turnaround when you 
have feet on the ground.”

With many Australian companies 
making the move overseas in order 
to chase those global markets Cam-
eron offers some parting advice: “For 
technology businesses building solu-
tions for the global market - it can 
be done from Australia. Take advan-
tage of  the breadth of  talent, sup-
port and clarity of  vision afforded by 
staying local to build your product 
and reap the benefits it brings.”

Germany 
route map
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AUSTRALIA’S technology startup sector 
is filled with plenty of companies raising 
Venture capital funds and growing quickly 
in hopes of dominating the local market.
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B
ountye is a mobile marketplace that allows 
users to join public or private communi-
ties based on interest and or location. Us-
ers can donate all or some of  the proceeds 
to a charity, school, or cause, and receive a 
tax deductible receipt. 

“We see a trend back toward communities, both on-
line and offline, while today’s consumers are tech-savvy, 
digitally-aware, socially-connected, and demand instant 
gratification, a seamless user experience, a faster route to 
purchase, and an app for almost everything. They also 
have a greater-than-ever appreciation for frugality, the 
environment, and their local communities and giving 
back. They’re craving deeper, more meaningful human 
interactions with each other.” says Asim Brown, the plat-
form’s founder and managing director.

Asim has a seasoned career in startups and marketplac-
es, starting in Silicon Valley and working in tech for the 
last 25 years. During that time he relocated to Australia, 
working most recently for eBay before leaving to launch 
Bountye. 

How it Works
“A community-based marketplace increases trust, im-
proves search and engagement. We can see this now be-
ing validated by Facebooks groups, only we take it a step 
further and create a better frame work for commerce to 
take place. Bountye incorporates trust and safety mech-
anisms. Customer service is there when you need them 
and we provide buyer and seller protection,” Brown said.

Bountye allows users to build trust amongst their com-
munity through every interaction with features such as 
buyer and seller ratings. Payment is held until the item is 
received, comments and chat functions. Users also must 
have verified profiles, and complete sales with real names 
and photos.

Our goal is to create a more meaningful commerce 
experience. With online retails exceeding $20 billion, a 
strong secondhand economy is emerging. The average 
Australian home has over $5,000 worth of  goods, we’re 
tapping into that supply by giving those households a rea-
son to sell We give them the ability to donate all or a 
portion of  the proceeds to their favorite charity, a nearby 
school, or a cause close to their heart. 

Bountye has already partnered with 25 major charities, 
and are now rolling out the platform to 2,500 schools. 

Trajectory 
In its first year of  operation, Bountye racked up 40,000 

users, but Brown’s not content to limit the platform’s mar-
ketplace and has a goal of  reaching 100,000 by the first 
quarter of  2017. 

Bountye were also participants in the Australian gov-
ernment’s Entrepreneurs Programme and were awarded 
the highly competitive commercialisation grant.

Asked what’s next, Brown says “We are launching a 
service aimed at the corporate sector, companies can 
create a private community for employees on Bountye to 
buy, sell, and donate. It gives employees a better way to 
buy stuff  at work while creating a sense of  community 
and a connection to charitable giving.” 

Bringing back the 
community feeling 
to the online market
By David Tasker

COMMERCE has always been at the centre of communities 
– from the bazaars of the 6th century to markets and 
garage sales in recent times. Today an Australian-based 
startup intends to bring back the feeling of community for 
shoppers with their online marketplace. 

Bountye can be 
downloaded at  

https://bountye.com/

Bountye founder and 
managing director 
Asim Brown
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38 DIGITAL VERSION : TECHINVEST.ONLINE



Digital intelligence  
fuels influencer  
marketing success 
for big brands
By James Corby, Oracle Digital

The restlessness between brands and mar-
keters has come down to one very large 
elephant in the room, which is proving the 
impact and ROI of  influencer related ac-
tivities back to the brands. In the recently 

released State of  Inbound 2016 report by HubSpot, 42% 
of  brands that were surveyed listed proving ROI of  their 
current marketing activities as a high priority in the up-
coming 12 months. 

In a recent Harris Interactive survey conducted in the 
US, 82% of  consumers surveyed suggested they were 
more likely to purchase if  their interactions with brands 
were personalised. Further to that, 69% of  those same 
people surveyed, said they would be willing to give up a 
greater level of  personal information if  it meant receiv-
ing a more personalised experience and offers from brand 
advertisers.

Influencer engagement is an age old chestnut used by 
marcomms professionals right across the world for 
many years now. Creating mutually beneficial dates 
between global big brands and celebrity influencers 
has been widely accepted for years, but in recent times, 
a breakdown in confidence has occurred between 
brands and marketers that has created an uneasy 
restlessness in the marketplace.

We have referred to the role 
of digital intelligence as the 
knight in shining armour.

Enter the knight and shining armour called digi-
tal intelligence. The world as we know it, sees the mil-
lennial bracket beginning to rise in age and take control 
of  societies major movements. Without a doubt, their 
primary consumption of  brands and products is taking 
place in the fast evolving world of  the digital landscape. 
This presents more opportunity for influencer engage-
ment than it does challenges, if  it is approached from an 
intelligence based perspective.

And it’s more than just having a half a million 
social followers. Oracle Digital and PPR recently re-
leased a digital influencer report of  Western Australia’s 
major sporting brands to the media. A subsequent near 
full page article was published in The West Australian 
newspaper on October 8th and can also be found online, 
labelled “Eagles soar above rest on digital playing field”. 

The power behind this report, and the reasons for its 
eventual uptake by the media, was purely based around 
the depth of  data that was mined and the extremely valu-
able digital intelligence that was able to be compiled off  
the back of  the data mining process.

Over 150 independent ranking factors were used, 
when compiling and analysing each set of  data for each 
of  the sporting clubs. The far reaching digital intelligence 
that was gained from this process, included analysis of  
items like Digital assets, Content marketing, Digital me-
dia mentions, Content types, Content frequency, Social 
metrics, Digital audience sizes, Audience reach, Audience 
engagement, Health of  digital footprint, Digital technol-
ogy embrace, Authority levels, and Digital trust.
When brands and marketers adopt a digital intelligence 
backed approach to identifying and engaging with influ-
encers, a point of  nirvana takes place. 

For marketers who use digital intelligence at this level it 
provides you with an 
unparalleled weapon 
to drive informed and 
predictable decisions 
amongst key stake-
holders and decision 
makers at the brands 
you are entrusted to 
represent.

For brands, digital 
intelligence is the knight on the big white horse. Where 
influencers are gaining momentum, thanks to the para-
digm shift towards marketing personalisation, digital in-
telligence is providing assurance, commerciality and pre-
dictability over a phenomenon too large for big brands to 
turn away from.

The icing on the proverbial cake, tells us that anything 
that is digital can be measured. 

Oracle Digital Managing 
Director, James Corby
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Innovation has become the buzz word 
around the world for good reason, as it 
offers one of  the main ways to power an 
economy and employment. 

Intelligent, successful, wealthy individuals, 
especially in the US, have been enamored and 
investing in startups for many years because 
of  the following eight key reasons:

 
1. High average returns – A study by 
Professor Robert Wiltbank who “compiled 
the largest data set on angel investor financial 
returns that exists”, found that overall angel 
investors returned 2.5 times their original in-
vestment over a period of  about four years. 
That equates to an annualized 25% return. 

 
2. Potential for 
outsized returns 
– Startups offer the 
potential for in-
credible home run 
returns (commonly 
referred to as a black 
swan event). Almost 
no other investment 
class offers such in-
credible upside po-
tential. 

For example, 
Amazon’s founder, 
Jeff  Bezos, invested 
$250k in Google and 

netted $1.6bn. Peter Thiel, cofounder of  Pay-
pal, invested $500K in Facebook in exchange 
for 10.2%, and netted $1.6B. 

 
3. Improved portfolio performance 
via diversification – Startup investments 
have a low correlation with other asset classes 
like stocks and bonds. A SharesPost whitepa-
per concluded that allocating just 5% to an 
alternative asset class such as private growth 
companies to a traditional portfolio, like 60% 
equity/40% bonds, could improve gross re-
turns by 12%. 

 

“The problem for in-
vestors is that there’s 

been no easy way to 
invest in high quality 

startups.”

Australia is rapidly waking 
up to the power of startup 
and tech. For a generation the 
nation has focused on mining 
and property, but both of these 
engines are looking increasingly 
risky for investors.  

How do investors 
safely access the 
elusive world of  
startup investing?
By Emlyn Scott, CapitalPitch co-founder

4. Tax breaks – Australia now offers at-
tractive tax incentives for supporting startups, 
such 10 years of  tax free returns for investors. 

 
5. Legal insider information – In the 
world of  startups, unlike public markets, it is 
completely legal to research and be told about 
“price sensitive” information that almost no 
one else knows to stack the odds in your fa-
vour.

 
6. Affect life changing solutions – 
Startups represent innovation and many of  
those can be life changing for us all. 

 
7. Job creation – Over the last twenty-five 
years, almost all of  the private sector jobs have 
been created by businesses less than five years 
old. 

 
8. Be involved – Unlike a publically listed 
company you can work closely with a startup 
to have a real impact on its success.

 
The problem for investors is that there’s 

been no easy way to invest in high quality 
startups. It’s been mysterious, complicated 
and investors have not known who to trust or 
where to go. CapitalPitch is changing all that. 

Investing directly has meant crisscrossing 
the country in search of  investment oppor-
tunities and getting bogged down in due dil-
igence (or worse, skipping it!). Angel groups 
have not really taken off  in popularity for 
many reasons. VCs have not been transpar-
ent or let you get involved. Crowdfunding 
platforms were hailed as the solution, but they 
don’t get the best startups. 

CapitalPitch was designed as the solution 
by aiding investors in finding and investing in 
risk minimized high potential startups. They 
have connected, through technology, three 
main components for the first time with the 
aim to provide a simple, effective place for 
investors to invest in the very best startups:  

1. Vetting – A thorough, systemized and 
efficient curation and due diligence process to 
source and vet amazing startups 

2. Lead Investment Fund – A tax free 
investment fund to lead the investment in the 
startups for portfolio investors 

3. Equity funding platform – to effec-
tively showcase the startups after vetting, due 
diligence and with lead investors, to follow on 
investors  

CapitalPitch is rapidly becoming the trust-
ed destination for thousands of  startups and 
sophisticated investors alike. They have cre-
ated a start to finish solution that eventually 
might allow early stage investing to become a 
fully fledged asset class for the first time
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The future 
of online 
shopping  
is now!
By Michael Tutek

About the author
Michael Tutek is passionate about all things 
technology and understands how fast the 
industry changes. “It’s hard to keep up with 
the latest phones, laptops and software”. 
So while working as a sales assistant he 
dreamed of creating a way to help people to 
understand technology better, especially so 
they could buy and shop online confidently.

This is why he founded Preezie.com.au.  
a website developed to assist consumers 
of all ages buying new appliances - no 
matter what part of the decision making 
process they are at. “It’s like talking to a 
sales assistant in the comfort of your own 
home”. Michael wants to make a seamless, 
easy experience when it comes to shopping 
however, at the same time, it aims to be 
informative and to educate consumers.

A lthough the gaps between 
the two markets seems huge, 
Australian online sales have 
almost doubled in the past 
four years being at only $11.1 

billion in 2012. It is clear that online shop-
ping is the future, but what innovations are 
online businesses implementing to gain an 
advantage over retail stores and how will this 
really impact the consumer and current re-
tail market? 

10 years ago, online shopping involved 
simple catalogue based websites with a shop-
ping cart. Those days are over. To simply dis-
play the bare minimum with no interaction 
with your consumers is destined for failure. 

In 2016, consumers demand more. How-
ever, at the same time consumers are becom-
ing overwhelmed with the amount of  infor-
mation they have access to and therefore 
struggle to make informed decisions. 

So what are online businesses doing to 
make consumers lives easier and meet these 
increased demands? We are making infor-
mation easy to understand. Comparison 
websites is one great example. With time a 
precious commodity and living in the tech-

nological age, consumers are turning 
to the internet rather than driving 
around to different stores to compare 
products and services. 

Trivago, a hotel comparison web-
site, iSelect, a website that compares 
several insurance offers, and Preezie, a 
product and price comparison website, 
are just a few examples of  websites 
that compares products from different 
sources all on one page making it eas-
ier for consumers to make informed 
decisions about their purchases. 

Online shopping is becoming us-
er-friendly, transparent, informative, 
interactive and becoming a one-stop-
shop platform for consumers to truly 
feel confident in their online decisions. 

Comparison shopping is great for 
consumers, however these platforms 
are only scratching the surface of  what 
is possible. With technology getting 
better every year and developmental 

costs becoming more affordable, there is 

Online shopping in the 
last decade has grown at 
unprecedented rates. In 
2016, the NAB Online Retail 
Sales Index estimated that 
the Australian online retail 
market is worth $20.1 
billion with a reasonable  
13.5% growth. While the 
bricks and mortar (retail) 
business remains dominant 
at a value of $296.9 billion, 
online has moved steadily  
to now be equivalent to  
6.8% of in store retail sales. 

a huge opportunity to bring all the great as-
pects of  comparison shopping and combine 
them with the features of  face-to-face retail 
shopping to give consumers the best possible 
experience. 

This is more than the ability to chat online 
with a salesperson, but a platform that helps 
the consumer make an informed choice by 
asking basic questions to understand the con-
sumer’s needs and requirements. 

For example, Preezie.com.au offers inter-
active buying guides that asks you questions, 
learns your requirements and offers product 
recommendations; they bring the shopping 
assistant online. 

With platforms like these, consumers re-
ceive fast, honest and accurate advice without 
questioning their ethics. In addition, these 
platforms will, in time, create a customised 
shopping experience that recommends prod-
ucts while explaining why these options suit 
the consumer’s needs. These online platforms 
will provide consumers with 24/7 access to 
their own personal online shopping assistant.

A personal online shopping assistant can 
inform the consumer where the best deals 
are and help clarify uncertainties. 

But why stop there? Let’s give consumers 
the ability to interact with products via on-
line virtual simulators. Imagine having the 
opportunity to play with a new Samsung 
TV online before buying it. In order to give 
consumers the best possible experience, on-
line businesses need to create an easy way for 
consumers to make informed decisions when 
purchasing a new product or service. 

This is the future of  online shopping. In 
order to build a platform to truly achieve 
this, businesses need to implement new inno-
vations, such as Preezie’s interactive buying 
guide, to online shopping.

There is no doubt that online shopping is 
a current trend. Websites like Trivago, iSe-
lect, and Preezie which are all comparison 
websites, are getting more and more popular 
year by year. Innovative online businesses will 
continue to develop and grow and therefore 
will continue to gain an advantage over retail 
stores while keeping up with consumer de-
mands. This is only the beginning of  online 
shopping.
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Bookform empowers anyone to create a print-
ready digital book, and is a business tool for 
professional writers to run local writing work-
shops for a commission.

“Enabling everyone to easily share the stories and 
knowledge of  their life is vital for building family relation-
ships, community, and a country’s cultural identity,” says 
founder Carey Furze, a published author and passionate 
raconteur.

“No longer does a book need to be a commercially via-
ble product, everyone should be able to collate the stories 
of  their life, or ancestry, or specialised knowledge, easily 
and affordably, and share or print that for family, friends 
or the community at large.

“This will change how we source our content for all me-
dia, news, documentaries, and entertainment. How often 
are you surprised by the life experience or achievements 
of  a loved one or someone in your neighbourhood? We 
need to save these amazing stories, not only to preserve 
culture or build empathy within communities, but as a 
historical record, before it disappears forever,” she added.

Move over Facebook, blogs and online content 
sharing, a new Australian platform is joining  
the market and going global.

Precious memories 
saved forever
By David Tasker

Bookform is a cloud-based subscription model, with 
free access for thirty days to four templates: Memoir, 
Travel experience, Health journey and Collaboration, to 
guide a person in creating one, or many, books.

The collaborative functionality allows up to 200 peo-
ple to contribute to a person’s book, ideal for anthologies 
on ethnic or minority groups, family stories from far and 
wide, or business collaboration. All contributions can be 
edited or deleted, and the order of  appearance in the 
book controlled.

Creating a book is as easy as filling in a form, with all 
the text (in any language) and photos collated into a dig-
ital print-ready book, with front cover, contents, sections, 
and chapters, ready to share online or bind into a timeless 
legacy product, to be enjoyed for many generations.

The Bookform team are based in Australia and com-
prise; Carey Furze, a published author with a communi-
cations degree, and the technical developers are Shaun 
Symm, a digital design, marketing and business guru, 
plus, David Pretty, a nuclear physicist and IT genius, 
making the dream a reality. 

Billion dollar online businesses are ones that help people:

Communicate
Facebook, Blogs, Twitter

Meet
Meetup and dating

1 2

Make money
AirBnB, Uber, Upwork

Access family 
information
Ancestry, FindMyPast

3 4

Bookform does all of these.  
See www.bookform.com.au

Power Ledger uses blockchain– the same technol-
ogy behind virtual currency Bitcoin – to create a 
decentralised marketplace for renewable energy, 
allowing consumers to trade surplus electricity 

directly with one another. 
Techboard ranks over 700 Western Australian compa-

nies through an index incorporating, share price, earn-
ings, staff  size and press coverage.

Power Ledger, which has been described as the “Uber 
of  energy supply”, has recently completed a trial of  its 
technology and is poised to commence an even larger 
scale test.

ASX-listed Fastbrick Robotics (ASX:FBR), which 
has developed a vehicle mounted brick laying machine, 
ranked second, after taking out the top prize at the WA 
Innovator of  the Year awards. The company has also 
seen a sustained increase in share price as it continues to 
accelerate the deployment of  its technology. 

The September quarter Techboard rankings, which 
have been released exclusively through TechInvest, 
show WA electricity trading technology Power 
Ledger has claimed first place.

Power Ledger  
tops Techboard 
September charts

Internet safety technology Family Zone (ASX:FZR) 
placed third. The company provides a range of  tools to 
help parents manage their kids' online access.

Other notable entrants in the top twenty-five include 
Carnegie Wave Energy (ASX:CWE), Hazer Group 
(ASX:HZR) and Shark Mitigation Systems (ASX:SM8). 
Shark Mitigation Systems is currently in negotiations to 
supply the WA State Government with its Clever Buoy 
solution, which uses sonar technology to detect shark-like 
objects.

Techboard is scheduled to launch its ranking system 
nationally in early 2017. 

About Techboard.com.au
Techboard.com.au is a platform connecting 
investors with Australia’s most innovative 
startups and technology companies. The 
site publishes fortnightly power rankings, 
monitoring the fastest moving companies in 
the industry and allows investors to search 
through thousands of companies by name 
or sector.

Techboard launched in Western Australia 
and is currently in the process of expanding 
its services nationally. The platform sup-
ports investment in the technology sector 
and will also soon enable companies across 
Australia to promote their capital raisings.

See more at Techboard.com.au 
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Current HIV test kits use multi-
ple devices and require the manual 
collection and delivery of  the blood 
sample to the test itself. Atomo and 
its investors like the GHIF plan to 
replace these complex and expensive 
tests with its simple AtomoRapid 
platform. 

It was the simplicity, accuracy and 
potential of  the test which caught 
the interest of  the Bill and Melinda 
Gates backed Global Health Invest-
ment Fund which seeks to support 
new innovations which can help ad-
dress many of  the world’s healthcare 
challenges.

The fund has US$108 million to 
invest in so-called social impact in-
vestments aimed at advancing the 

O ther high profile investors in the med-
ical startup include former Macquarie 
Bank CEO Allan Moss and property 
developer Lang Walker as key investors.

Atomo makes rapid diagnostic tests 
for a range of  conditions and diseases including big glob-
al challenges such as HIV, Malaria, and Ebola to every-
day consumer products like pregnancy and vitamin defi-
ciency tests that require just a drop of  blood.

The company’s test integrates lancing, blood collection 
and delivery components into one device. After pricking 
the skin, the lancet is locked out of  the way and a cap-
illary tube automatically collects the 10 microliters of  
blood required for the AtomoRapid HIV test.
The blood is then automatically delivered to the HIV test 
strip, which provides results within 15 minutes. Combin-
ing these different components into one device reduces 
opportunities for error, cutting down on false negatives 
while increasing the speed of  diagnosis. 

SYDNEY-based rapid diagnostics maker 
Atomo recently collected AU$4.5 million 
(US$3.5 million) in equity from a number 
of investors, including the Bill & Melinda 
Gates Foundation-backed Global Health 
Investment Fund (GHIF). 

Australian blood test  
innovation backed by  
Bill Gates’ fund

development of  drugs, vaccines, 
diagnostics and other interventions 
against diseases that disproportion-
ately burden low- and middle-in-
come countries. 

Its main focus is late-stage inno-
vations for public health challenges 
with an emphasis on diseases that 
cause significant morbidity and 
mortality in poorer countries. 

The fund’s investment in Atomo 
saw Dr. Curt LaBelle, a managing 
partner at the Global Health Invest-
ment Fund, join Atomo’s board of  
directors. 

Earlier in 2016 Atomo received a 
AU$7.8 million (US$6 million) loan 
from the GHIF and in 2015, won 
a AU$1.8 million (US$1.3 million) 
grant from the New South Wales 
Medical Device Fund to develop a 
version of  its HIV test with a built-in 
digital reader.

“Our fund is pleased to provide 
additional support to Atomo Di-
agnostics through this equity in-
vestment. Atomo has developed a 
unique platform enabling quick, ac-
curate and affordable point-of-care 
and consumer diagnostics,” Dr La-
Belle said in a statement.

CEO of  Atomo Diagnostics, John 
Kelly, said sales of  the HIV test to 
consumers and medical profession-
als would begin in South Africa later 
in 2016.

Atomo has been exporting the 
AtomoRapid HIV to Southern Af-
rica since the start of  2014 where 
the product has demonstrated over-
whelming user preference and con-
tinues to win over professional users 
with its ease of  use and reliability. 
The company is also looking to sell 
the product directly to consumers 
to help speed up rates of  detection. 
Early detection leads to better treat-
ment outcomes. 

Mr Kelly said a European study 
of  the company’s finger prick test 
showed it was 99.8 per cent accu-
rate, meaning 1 in 500 infections 
would not be detected.

HIV advocates and researchers 
are excited about self-testing because 
there are potentially millions of  peo-
ple with HIV worldwide who do not 
know they have the virus. If  people 
are diagnosed early, treatment can 
help them control the virus, making 
them virtually non-infectious.

STARTUPS TO FOLLOW

Atomo Diagnostics, 
CEO John Kelly says 
the HIV self test began 
selling in South Africa 
this year.

NOVEMBER 2016 43



Is Stoneclap the 
Spotify of the live 
music industry?
By Antoanela Safca

I ulian Stefanica and Kate Garbis(4), co-founders 
of  Stoneclap, aim to change the live music in-
dustry by enabling musicians and DJs to perform 
live for audiences anywhere in the world, over 
a one-on-one, high quality two-way streaming 

platform designed for music. Imagine Skype, but instead 
of  getting the latest news from your friends overseas, you 
stream a New Orleans brass band to get your party started.

Other industry platforms, like Boiler Room or Live 
List, have been streaming musicians 
to thousands of  viewers in mass vir-
tual shows. Stoneclap has a different 
vision. “A Stoneclap performance is 
about having a meaningful and inti-
mate interaction with the artist, much 
as you would in an unplugged event. 
Playing only for a specific audience 
at any given time enables the artist to 
chat, laugh and share stories with the 
audience as if  they were in-house. Live 
performances are in the end all about 
connecting with the artist”, says CEO 
Iulian Stefanica.

The platform gives users access to a 
wide range of  artists all over the world 
from guitar soloists or DJs to opera 
singers, traditionally hard to book be-
cause of  distance, time or budget con-
straints. It also opens exciting new pos-
sibilities for event organisers. They can 
now book a live musician to perform 
in almost any venue. With no stage re-
quired, an international fashion label 
could treat their customers to a live 
music performance streaming straight 
from a square in Barcelona right onto a white wall in their 
showroom. Friday night drinks or product launches could 
become a whole lot more engaging with an internation-
al artist turning up to mix some tunes and engage the 
guests. Conferences, public talks, corporate parties and 
house parties, could all get a mood lift with the kind of  
interactive performance Stoneclap promises to deliver.

COMPANIES IN FOCUS

WHILE Spotify and Apple have disrupted the recorded 
music industry in recent years, the live music industry 
is yet to see significant innovation from technology. 
This is surprising for an industry that is expected to 
grow, according to PwC(1), to over US$28 billion by 
2020. Generating 58.5% of industry revenue, live music 
concerts have been both the most lucrative and 
fastest-growing events in the industry over the past 
five years according to IBIS World(2).

References

1.  www.pwc.com/gx/en/industries/entertainment-media/
outlook/segment-insights/music.html

2.  www.ibisworld.com/industry/default.aspx?indid=1960
3.  www.globaltelecomsbusiness.com/Article/3585510/

Europe-wants-EU-wide-5G-launch.html
4.  www.stoneclap.com

Is the timing right for Stoneclap?
The obvious challenge for any online audio visual plat-
form is the speed and reliability of  the internet connec-
tion. A full HD stream on Stoneclap can use up to 4Mbps 
download and upload. This hasn’t been so widely avail-
able until recently, but today most of  Europe and the US 
have access to these speeds. For Australians it’s available 
with an entry level NBN plan. A potential game changer 
could be the rollout of  the 5G network, which is planned 
to be available by 2020 and is designed specifically for 
real time communication(3). If  Stoneclap manages to 
prove their business model can scale, they will be in prime 
position to become an important player in the growing 
live entertainment industry. 

European investment fund, Morphosis Capital, cer-
tainly thinks so. They offered to invest last year before the 
team even had an MVP and have been advising the team 
for the past year. “We had a great connection with them 
from the beginning, it felt like they were already part of  
our team. Their expertise and support have been invalu-
able for us over the last year,” says Stefanica.

Launched only months ago, Stoneclap already has a 
growing list of  private events and is also booked to stream 
musicians to two innovation conferences in Melbourne 
- Creative Innovation 2016, where ukulele virtuoso Tai-
mane Gardner will perform from her home in Hawaii for 
the audience at Sofitel, and BuzzConf  where a European 
DJ will entertain the crowd on Saturday night.

The team is planning to seek investment at the begin-
ning of  2017 to help accelerate market growth. 

Stoneclap plans to grow their platform so virtually 
everyone can have a live musician or DJ performing for 
their event within hours if  not minutes. And why should 
hiring a live entertainer not be as easy as turning on your 
TV, when you have a world of  artists at your fingertips?

Stoneclap  
audience  

enjoying a 
streamed  

live concert.  
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From entrepreneur  
to investor:  
Why the lines blur 
and how to make the 
most of it
By Nick Bell

Nick Bell says it 
is important to 

familiarise yourself 
with every crevice 

of the industry you 
are conisdering 

investing in.

With technology well and truly 
cementing itself as a ubiquitous 
facet of our world, plenty of 
punters are keen to dabble their 
toes in the industry.
 

wmegroup.com.au
WMEaus
@WMEaus
wmeaustralia

The roles of  entrepreneur and investor 
often closely intertwine – including 
digital icons like Reddit co-founder 
Alexis Ohanian, who has formed a 

solid partnership with Y Combinator, or Twitter 
CEO Jack Dorsey, who has invested in numerous 
other prolific platforms such as Instagram and 
Foursquare. 

More so than in any other industry, the cross-
over between entrepreneur and investor is popu-
lar in technology – to the point where the inter-
twining of  the two is almost inevitable. 

Tech entrepreneurs are  
immersed in a game that  
is constantly evolving
Although tech presents a plethora of  investment 
opportunities, not every one of  them will be a 
smart move to make. Unlike other market sec-
tors, tech is still metamorphosing with no real 
conceivable end. It means that changes are oc-
curring all the time, and unless you are intricate-
ly involved in the industry yourself, it’s near im-
possible to keep on top of  what’s up-and-coming 
and what’s going to be a flop. 

Tech entrepreneurs generally know the trends 
in advance, and can sensibly forecast potential 
opportunities for growth and wealth. 

In order to develop successful businesses, we 
have had to familiarise ourselves with every crevice 
of  the industry and network our way to the top. 

As a result, we have acquired a position where 
we can leverage other resources to build new 
tech startups, which naturally makes us ideal an-
gel investors. 

We’ve learnt from our past experiences and 
know not to make the same mistake twice, thus 
we can offer sage advice and pool our investment 
capital into smart, profitable avenues. 

Website
Facebook

Twitter
Linkedin

Nick Beill is the founder and managing director of WME,  
an Australian-based full-suite digital marketing agency with 
offices in Thailand, Singapore, New Zealand, United Arab 
Emirates and Hong Kong. He is also the co-founder of web  
design company Nothing But Web and mobile app develop-
ment agency Appscore.

Pillars for successful  
investment in technology
There are four elements that I look out for when 
an investment prospect presents itself: 

1
The people driving the project are 
paramount to its success. Essentially, 
they provide you with a peek into the 

personality behind the brand – its dynamics, its 
direction, and its flow. Based on my own experi-
ence juggling several companies, I am well aware 
that the way a business operates is highly depen-
dent on its team, its work ethos and its overall 
professional culture.

2
In my opinion, proj-
ects need to have a 
global reach in order 

to be worth investing in. Plac-
es like Asia, the UK and of  
course the US, are where the 
tech market thrives the most, 
while Australia still lingers sig-
nificantly behind in this indus-
try. Essentially, tech has paved 
the pathway for globalisation, 
therefore it only makes sense 
that businesses should want to 
ride this wave and carve out an 
international presence.

3
The business should 
have a solid revenue 
model. It’s really easy 

to find yourself  tempted by the 
hype that comes with the buzz 
of  a new startup, especially in 
an industry where every idea 
comes across as fresh and in-
novative, but smart investment 
requires evidence of  tangible 
revenue. Ongoing profit is 
what ensures a business re-
mains sustainable rather than 
dissolving into liquidation.

4
I prefer to invest in 
businesses that have 
no fixed assets. I see 

much more viability in platform-based businesses 
over traditional brick-and-mortar businesses – af-
ter all, there is no foreseeable stop to digitalism. At 
this rate, it is only going to continue to surge and 
find new ways to infiltrate our day-to-day lives. 

INDUSTRY NEWS

NOVEMBER 2016 45



INDUSTRY NEWS

Links between  
Israel and Australian  
startup communities  
are growing.  
Why is this important?
By Nicholas Young

A 
vibrant ‘start-up’ ecosystem is 
alive and well in Israel. The ro-
bust Israeli economy is centred on 
the incubation, acceleration and 
development of  technology com-
panies.  In 2015, Israeli start-ups 
made $9.5 billion in exits and 150 

Israeli companies are listed on the NASDAQ (third larg-
est next to China and the US).(1)

Israel is a relatively young country, that has had waves 
of  immigration and its residents are used to making do 
with very little. Australia on the other hand has been 
comfortably seduced by the traditional economies of  
mining, agriculture and property.(2)

The idea that the Australian economy will continue to 
prosper is a misnomer that the Australian government 
has correctly identified and needs to change. Turnbull’s 
National Innovation and Science Agenda, worth $1.1 bil-
lion over four years(3) is a step in the right direction - look-
ing to alternative and innovative industries to ensure we 
maintain a high standard of  living and continue to grow 
our economy. Technology is driving the future of  the 
world, and Australia needs more investors to take more 
risks. This era is no longer about traditional real estate 
or a commodity play - it’s a different landscape and we 
need to take calculated risks and accept the failure rates.(4)

The factors that contribute to Israel’s vibrant start-
up ecosystem include taxation incentives for investors, 
government co-funding arrangements and the mental 
strength to ‘have a go’, regardless of  the risk of  failure. 
Israeli universities collaborate with the commercial sec-
tor, streamlining the creation of  an idea through devel-
opment, application and on to commercialisation. This is 
an area in which Australia can develop to its advantage. 
An improved integration between universities and com-
merce will help to ensure the fast tracking of  technology 
development by providing an improved access to funding 
and commercial know how.

Israel’s anti-establishment mentality is similar to that in 
Australia, along with the ‘have a go’ attitude. Maybe it’s 
the compulsory military training for the young people, 
and the threat from hostile neighbours that gives them 
the edge on risk taking, but one thing that Israel does bet-
ter than us here in Australia is celebrate success. Econom-
ic wealth and success is encouraged in Israel, unlike in 
Australia where our tall poppy syndrome discourages the 
celebration of  economic wealth and prosperity. 

Israel provides us with a workable model for how to 
develop a successful start-up ecosystem; however I don’t 
think Australia is quite ready to embrace all of  these char-
acteristics due to our differing cultures, resulting from our 
geographical and political situations.

Travelling to Israel evokes images of deserts, ancient 
landmarks, tanks and soldiers. Unlike Australia, Israel isn’t 
blessed with the natural resources, agricultural land and 
oceans that have given us a comfortable standard of living. 
The Israelis have had to overcome many challenges to grow 
their economy, and through these hardships they have 
developed an exciting technology industry to support 
their economic growth, prosperity and national security. 

Otsana Capital is an independent advisor to Australian 
and multinational corporations, providing quality trans-

action execution skills and advisory services in relation 
to a range of  corporate situations. Otsana has recently 

partnered with Israeli industry veteran Eran Gilboa, to es-
tablish a presence in Israel to provide numerous innovative 

start-ups with end-to-end services for listing on the ASX.
www.otsana.com 

1  https://yourstory.com/2016/07/israel-startup-ecosystem/
2  http://www.smh.com.au/small-business/startup/what-australia-can-learn-

from-the-israeli-startup-ecosystem-20161026-gsasn7.html
3  http://www.innovation.gov.au/
4  http://www.smh.com.au/small-business/startup/what-australia-can-learn-

from-the-israeli-startup-ecosystem-20161026-gsasn7.html
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Intellecquity a hit in 
the learning space

I
ntellecquity’s aim is to provide a platform 
that connects students with tutors who 
can help them with their math needs, all 
in a cost-effective manner, 24 hours a day,  
seven days a week. The platform is now avail-
able to download on both the iOS App and 

Google Play Store.
Intellecquity assists students by allowing them to post 

questions they are having trouble with and receive a de-
tailed, step-by-step solution from highly qualified tutors. 
Intellecquity is simple and as easy to use as Snapchat or 
Instagram. 

Simply take a picture and wait for one of  the Intellec-
quity tutors to provide you with a response to your ques-
tion with full working notes, so that you can learn the 
process yourself.

Seeing their younger siblings struggle with the HSC 
(Higher School Certificate) was the catalyst for the found-
ers to create Intellecquity. 

“Not understanding some questions, not being able to 
afford or access tutors and lastly not having the time to 
ask their teacher that tricky question before an exam the 
next morning were all pains that resulted in increased 
stress on our sibling,” Intellecquity co-founder Waqar 
Mirza said. 

“We quickly discovered that students aged between 16 
to 18 faced the same issues and these issues weren’t some-
thing that should be stressed upon so heavily by a minor.”

The team at Intellecquity realised there was something 
that needed to be done to make sure that other students 
didn’t face these same concerns in the future. Through 
initial research and customer development interviews, it 
became clear to Intellecquity that students were aware of  
a variety of  solutions to help them with their needs such 
as Wolfram Alpha & Mathway.com. 

However, the company found that the majority of  stu-
dents shared similar pains such as: being able to get the 
answer in the textbook but not knowing how to work it 
out; struggling with generic formulas without explana-
tions; and delayed help from teachers and tutors after 
an exam. Mirza said he found that students were looking 
for a solution which helps them understand a question 
with step-by-step working and explanations whilst being 
cost-effective and quick.

Intellecquity is receiving accolade from students who 
are receiving the support they need through the app. 

“It’s not your typical tutor style coaching or your te-
dious Saturday morning classes, but instead, a 24/7 ser-
vice where you can ask professional tutors questions that 
you cannot solve,” user Jayden said.

“I always found when doing maths exercises, was that 
I’d run into a question that I couldn’t do. I realised that I 
hated leaving it incomplete, and having to ‘get back to it’ 
the following day, or the following weekend when I saw 
my one-on-one math tutor or school teacher.”

“I wanted a real person I could ask immediately, who 
could explain what the problem was and how to solve it in 
logical and easy to follow steps. I found that Intellecquity 
was the only solution out there. It’s a great app, great tu-
tors, recommend it to all.” 

Intellecquity’s vision is to ensure that all students, re-
gardless of  location, socioeconomic background, avail-
ability of  time or limited access to quality education are 
helped. 

The company’s vision is to ensure that all students are 
given the help they need, when they need it, at a price 
point that provides value. 

SYDNEY-based startup Intellecquity sees itself as a 
pioneer when it comes to mobile-based solution 
learning within the education space in Australia. 

STARTUPS TO FOLLOW
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Fatfish
enjoys iCandy’s  
sweet deal
By Luke Sizer

One of  the market leaders in the Asia-Pacific 
region, iCandy is a developer and publisher 
of  games for mobile devices, specialising in 
action puzzle games that have achieved over 
17 million cumulative downloads globally.

With offices in Malaysia and Singapore, iCandy has in 
recent years enjoyed international growth, with several of  
its games – which include Crab War, Mobfish Hunters and 
Caveboy’s Escape – being recommended by major app stores 
across 30 countries.

Like iCandy, Inzen operates in the mobile gaming space. 
Inzen is focused on pursuing two complementary strategies; 
the first is to drive the innovation of  mobile games across 
different cultures; and the second is to establish programmes 
to incubate new game companies in Southeast Asia.

The proposed acquisition of  Inzen is valued at $5.75 mil-
lion (SG$6 million), to be paid in iCandy shares at an issu-
ance price of  the five-day volume weighted average price of  
the company’s stock at the closing of  the transaction, with no 
change in shareholding control of  iCandy. 

To date Inzen has secured investment from major Asian insti-
tutions, including Japan’s Incubate Fund, Singapore’s hatcher 
and Global Mobile Game Confederation out of  China. 

In addition, Inzen has attracted investment and a strategic 
partner in the form of  Baidu Games, the wholly-owned sub-
sidiary of  Baidu Inc. – one of  the largest internet companies 
from China, listed on the NASDAQ with a market cap of  
US$63.75 billion.

Fatfish CEO and director, Lau Kin-Wai, said the acquisi-
tion of  Inzen was an exciting step forward for the solidifica-
tion of  iCandy’s position as a market leader in the region.

“The acquisition will bring synergies across the game de-
velopment and publishing businesses of  both iCandy and 
Inzen. We believe it will provide iCandy with new avenues to 
publish games in the lucrative smartphone games market of  
China,” Kin-Wai said.

“In addition, the deal will allow Inzen to leverage iCandy’s 
network of  more than 17 million mobile-gamers worldwide 
for publishing, as well as iCandy’s studio network for mentor-
ship, co-publishing options and incubation initiatives.”

iCandy’s acquisition of  Inzen will also see the two com-
panies share some of  Southeast Asia’s most accomplished 
human capital. Inzen’s founders are games industry veterans, 

Internet venture investor Fatfish Internet Group  
(ASX: FFG) has seen its Australian-based mobile games 
subsidiary iCandy Interactive (ASX: ICI) acquire fellow 
mobile game studio and ecosystem developer, the 
Singapore-headquartered Inzen Studio.

(ASX:FFG)

with part of  the core team at the Singapore-MIT GAMBIT 
Game Lab organisation, a collaboration with the Massachu-
setts Institute of  Technology to incubate the next generation 
of  games industry talents.

Inzen’s CEO, Gerald Tock, has managed a number of  
indie-game companies from startup to commercialisation, 
worked with Singapore’s Media Development Authority 
(MDA) and held a tenure as the head of  operations at MDA’s 
Game Lab. 

The iCandy/Inzen deal is one that exemplifies that Fatfish 
encourages all of  its investee companies to seek out and seal, 
as part of  the company’s growth strategy.

Fatfish’s unique co-entrepreneurship model seeks an active 
involvement from its investee companies, from seed funding 
through to exit. In parallel, Fatfish aims to provide a collec-
tion of  resources and expertise to support entrepreneurs in 
important areas such as business strategy, market access, tal-
ent recruitment, product development, and paths to funding 
and growth. 

As an internet venture investor and company developer, 
Fatfish actively seeks strategic alliances with like-minded in-
vestment firms and incubators. 

In August, the company formed such a one with Moun-
tain Partners, a leading European company builder. Sharing 
similar visions of  investing and developing fledgling internet 
businesses, the deal saw Fatfish become a partner of  Moun-
tain in Southeast Asia.

To facilitate Mountain’s entry into the Southeast Asian 
market, Fatfish sold a select portfolio of  assets worth A$12.3 
million to Mountain and entered into a joint venture – Moun-
tain Asia – which Fatfish will be managing, 

Headquartered in Zurich, Mountain has been involved in 
the startup and funding of  over 150 technology businesses in 
22 countries, creating over 11,000 jobs.

“This proposed cross-continent partnership pays recogni-
tion to the strong capability of  the Fatfish team in building 
and developing tech businesses in Southeast Asia,” Kin-Wai 
said. “Fatfish and Mountain, working together through the 
partnership, intend to be a leading player in the region.”

“The partnership provides a stronger global platform for 
both Mountain and Fatfish to work with a wider international 
network of  resources to build global businesses on an accel-
erated pace.”
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Optika Solution’s Akumen 
wins 2016 iAwards 
Innovation of the Year
By David Tasker

The iAwards are Australia’s leading awards 
program for recognising and rewarding 
Australian innovation. 

This year, more than 600 entries were 
received from government, startups, cor-

porates and students. Entrants competed in five base 
award categories across business services, community 
services, consumer, industrial & primary services, and 
public sector & government as well as student categories 
and cross categories.

 Optika Solutions Managing Direc-
tor, Matthew Schneider said, “I am 
incredibly proud that Optika’s efforts 
with the development of  Akumen 
have been recognised by the AIIA.  
We know that Akumen is a revolution-
ary product, full of  complexity and 
opportunity, and we are honoured 

to not only have won our category, ‘Big Data’, but to 
have Akumen awarded Innovation of  the Year is truly 
fantastic.”

 Launched in 2014, Akumen is an innovative, cloud-
based simulation and data modelling tool that operates 
on a whole of  industry scale.  For the first time, it brings 
people and data together in one unique, dynamic and 
completely collaborative environment to give true insight 
into operations and opportunities.  Akumen’s unique ad-
vantage is its capacity to process vast quantities of  data, 
be it data at rest (what has happened in the past), data in 
action (what is happening now) and data with potential 
(insight into the future landscape) which offers clients a 
superior tool to manage, model and represent data rele-
vant to their business at any point in time.

 Optika Solutions CEO, Professor Steve Hannah,,,,,,,,, 
said, “We have been working hard to tell the story of  
Akumen in a way that makes sense to non-technical pro-
fessionals.  By removing the technical complexities of  
data science, we have created a user-friendly platform 
that allows users to focus on outcomes faster, more effi-
ciently and with a greater depth of  insight.”

 “We couldn’t be more proud to have been selected 
as the winner of  the Innovation of  the Year Award at 
the iAwards. Being afforded the opportunity to show-
case Akumen to an international audience through the 
APICTA Awards is sensational. The world is changing 
rapidly, and we are proud to be driving growth and inno-
vation from Western Australia”.

 As winner of  the Innovation of  the Year Award, Aku-
men developers Optika Solutions Pty Ltd will later this year 
travel to Chinese Taipei on an all-expenses-paid trip to 
compete in the esteemed international APICTA Awards.

West Perth-based Optika Solutions has been awarded the 
2016 National Innovation of the Year Award at this 
year’s The Australian Information Industry Association (AIIA) 
iAWARDS ceremony for their world-leading data analytics 
platform, Akumen. Akumen was also category winner for the 
Big Data Innovation of the Year.

Optika Solutions 
Managing Director
Matthew Schneider
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