T0 WATCH

IN MOBILE

Feast your eyes on the hottest young firms in the British
mobile industry. Ranked by our elite panel of judges, this
list reveals the companies set to dominate the UK's mobile
revolution. Judges: Mike Short, chair of the Mobile Data
Association; Eden Zoller, principal analyst at Ovum; Ken
Blakeslee, chair of WebMobility Ventures; Christina Domecq,
founder of SpinVox; and Mark Stansfeld, sales director of 02.




lpi.h T/ /7 38 | O 0 SN A 7 ™ ipﬂ-f

. ol = A= =



@ W —

Tl -

‘ Users upload
video content,
creating a mobile
environment rather

like YouTube , ,

o watch: Yospace founders Dave Springall and Tim Sewell (right)
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THE ONE TO WATCH

YOSPACE

Phones that can take pictures
orshootvideoareagreatidea. But
when it comes to playing back or
sharing the resulting footage, a
mobile’s small screen is certainly
less thanideal.

Yospace, this year’s winner, sets
outto solve this, and a few other
problemsbesides.

Founded in 1999 by David
Springalland Tim Sewell, Staines-
based Yospace isbacked by
investmentbank The Parkmead
Group. The company originally
produced —and still produces
—emulation tools for mobile hand-
sets. Butits move into the growing
arenaofuser-generated content is
what’s attracted the attention of this
year’s judges—and of the mobile
phoneindustry.

Yospace callsitsapproach
the Media Community Platform
(MCP). Operators enable the
MCP on their networks, and their
subscribers can use their video-
equipped mobiles to upload video
content, creating a mobile environ-
mentrather like a mobile-friendly
version of YouTube.

Akey partofYospace’s MCP
is the Community Gallery. Here,
mobile phone users upload their
content (for free). Itis the view-
erswho pay todownload the clips.
Members who contribute videos
are even paid ashare of the revenue
when others watch their footage.

In Europe, Yospace hasalready
wondealswith 3,02, Orange,

Swisscom, Vodafone and T-Mobile,
toname butafew. The Community
Galleryisalsoavailable to compa-
nies thatare not mobile operators,
suchasbrand owners. They canuse
reverse SMS billing to charge users
for downloading video clips.

Aswellasaglobal screening
room, Yospace’s Media Community
Platform provides a personal media
store and the ability for individu-
als to share MMS (picture and video
messages) with friends and family
through online albums.

Noristhe service exclusively
aboutimages on the mobile phone.
Users can also share pictures from
their PC—or move mobile images
on to their home computer—using
the platform.
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Rounding offthe packageis

Yospace’s mobile blogging applica-
tion. Users can post new words and
images to theirinternetblog using
their mobile phone: animmensely
powerful, and, for Yospace, profita-
ble proposition.

And itis that combination of
simplicity and a clearidea ofhow to
monetise the service that caught the
judges’ attention this year. ll
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THE TOP TEN
TOMORROW’S STARS IN MOBILE: 2- 10

GETTY, ALAMY, ISTOCK PHOTO, AQUARIUS

Lookat his year’s 50 to Watch in
Mobile and it’s hard not to be struck
by the sheer diversity of companies
working in the UK mobile space.

Second-placed 2ergoisapure
B2B play, helping businesses and
operators to run services through
itsback-end technology, includ-
ing messaging, contentand mobile
payment systems. More recently,
the companylaunched asecurity
solution to protect mobile commu-
nications and transactions. Floated
on AIMin November 2005, 2ergo
saw its turnover reach astonking
£29.5min 2006.

Alsoin the business-to-business
arenaare picoChip (ranked third)
and Arieso (fourth).

PicoChipisa “fabless” chip
company, meaning it designs sili-
con circuitsbut doesn’t actually
make them. The company’s main
offering isa multi-core, integrated
circuitfor mobiles. PicoChip also
has designs for emerging 4G mobile
networksand WiMax wireless tech-
nology. Last year the company’s
turnover was £1.83m, but follow-
ing the explosive growth of fabless
pioneer Cambridge Silicon Radio
(zero turnover to $486m in seven
years), we see similar possibilities
for picoChip.

Arieso’sbusiness—network opti-
misation and planning—is one of
those dry-sounding areas that,
none theless, no-onein the indus-
try could do without.

Ifyouhave ever failed to find a
mobile phone ssignal, or suffered
drop-outsduringacall, then you
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know the problems Arieso was set
up tosolve.

Network optimisation brings
more reliable voice calls and
better data services, while plan-
ning helps operators work around
the physical constraints of wire-
less coverage, from tall buildings
obstructing signals to accommo-
dating the increasing number of
restrictions on building new trans-
mitters. Moreover, optimisation
can help mobile phone networks
save up to 30 per centin operating
expenditure, which explains
why Arieso has won contracts

with O2, Eurotel Prahaand |

US operator Cingular.

Mobile Interactive Group
takes content from
various formatsand
makesit viewable by
mobile users. The
company hasonly
been operating for
two years, butit
hasalready gained
contracts with publish-
ersand broadcasting
companies such as
Endemol (produc-
ers of Big Brother), ITV
and magazine to radio
group Emap. MIG
produces mobile
video and recently
launched amobile
advertising busi-
ness. MD Barry
Houlihan has
already grown
MIGto a£22m
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= seventh,iswowing the games

turnover company and has ambi-

tions to pass £100m in the medium
term. Houlihan is one of the most
recognisable entrepreneursin the
European mobile world, and with
theroster of clients he’sbuilding up,
he’son course to hit hisambitious
targets for MIG.

Another youngsteris Sponge
Group, foundedin 2002 and
placed sixth in our ranking.
Sponge develops mobile marketing
campaigns, mostly in conjunction
with advertising agencies. Its “Win

aniPod” campaign with Walkers

‘1_ Crispsattracted 17m entries.

Mobile entertainment
company I-play, placed

industry with consistently
imaginative and amus-
ing games. Six million
players downloaded its
2006 hit title based on
the movie The Fast and
the Furious. I-play has
succeeded in mixing
|1 both proprietary and
“franchise” games,
including the TV
spin-off24 (left),and
now hasten $1m titles
inits portfolio, helping
turnover shoot past the
£18mmark. Foranintro-
duction to their oeuvre,
download the addic-
tive (and rather violent)
Goodfellas, playable
onall Java-enabled
phones. Price: £5.
Search hasbecome

< B



one of the most hotly contested serv-
ices on the internet, with Microsoft
setting out to challenge Google’s
dominance. In mobile, however, the
need forlocal information, as well
asasearch site that works well on a
small screen, means this niche is still
up for grabs.

The technology developed
by eighth-placed M-spatial helps
mobile subscribers not only to
search the internetbut to find local
information, from concerts to traf-
ficconditions. The company has
already sold its technology to three
ofthe UK’s mobile operators.

The same principle underlies the
business at mobile content manage-
mentcompany Volantis. Simply
taking broadcast TV or video clips
and sending them to a mobile
phoneisnotenough. The compa-
ny’s technology takes contentand
convertsitsoitcanbe viewed onany
device and across arange of mobile
networks, removing a significant
technical burden from operators
and content owners.

None ofthese developments will
be asuccess, however, if companies
cannotbill subscribers for their serv-
ices. Rounding off this year’s Top 10,
Apertiosets outtobring an opera-
tor’s entire subscriber, service and
network datainto one place. All too
often mobile operators have tolook
atdata fromseveral different systems
inorder to gain an overview of their
customers. Solving this has helped
Apertio to the No2slotin the Sunday
Times ranking of privately held, fast
growing technology firms. H

1 YOSPACE
Video and picture
sharing software

2 2ERGO
Back-end
specialist

3 PICOCHIP
Fabless silicon
designer

4 ARIESO
Removes network
blackspots

5miG
Diverse mobile
consultancy

6 sPONGE
Runs mobile ad
campaigns

7 1-PLAY
Mobile games
author

8 M-SPATIAL
Mobile search
technology

9 VOLANTIS
Mobile television
provider

10 APERTIO
Puts operators’
datainoneplace
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The mobile world attracts an
unusualtype of entrepreneur.
They’ve got to be technically
gifted, blessed with Delphic
Oracle levels of foresight to
predict where the industry is
headed. Andthey’ve gottobe
abletoimplement strategy at
lightening speed: ifyou are too
slow, you'retoast.

Shirin Dehghan’s got these qual-
itiesin spades. Borninlran, she’s
livedin England for overtwo
decades,andis now one ofthe
best-known figuresinthe mo-
bile world. She founded Arieso
in 2002 with a beliefthat algo-
rithms could help operators save
hundreds of millions of poundsin
network optimisation and main-
tenance. Sheraised £1.5m with
the help of the Oxford-based
angel group OION, including
£1mfrom Add Partners. Towin
herfirst big client, she wrote to
O2 offering to save it £200m.

Her offer wasimmediately
accepted.

Today Ariesoisamajor player
on both sides of the Atlantic.
Dehghan’sbecoming anindus-
tryfigurehead, picking up the
title of “Outstanding Womanin
Technology” at the BlackBerry
awards, beating technolo-

gists from global giants such as
IBM and Goldman Sachs. She
stands outinthe 50to Watchin
Mobile as the mostimpressive
female figure. Keep an eye out
forher.®
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TIMETO PLAY

Your shiphas capsized. You are
trapped on one of the lower decks
and mustrace against the gushing
seawater to escape, sprinting up
ladders andleaping frombalcony
tobalcony. Welcome to Dead

Water —Tag Games’ disaster-movie
homage, and one of the hits 0of2006.
This was the year mobile gaming
really came of age. Despite the small

screens of mobile phones, punters
are happy to pay around £3 each for
games like these, creating anindus-
try that Jupiter Research estimates
will triple in size to £5bn global sales

GAMING AND CONTENT

by 2009. “This year will see growth
throughabetter quality experience
for consumers,” says O2’s Mark
Stansfeld. “It’s not just that mobiles
now have the graphical power of
the PlayStation One. It'severy-
thing, from user interfaces and the
possibility of multi-player to faster
downloadsand better pricing.”
Thisyear’s 50 to Watch is buzz-
ing with bright young games
companies. Dynamo Games started
outby producing amobile appli-
cation which supplied First Aid
advice, and then a car mainte-
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nance manual. A deal with games
house Eidos (of Tomb Raider fame)
brought Dynamo into the play
arena, and the company’s version
of Championship Manager is now
available on four mobile networks.

Player X, founded in 2004,
boasts games including Miami Vice,
Family Fortunes and Scaletrix.
Along with a growing number of
companiesin the sector, Player X
has also moved into video, includ-
ing its own exclusive-to-mobile
Geek TV and the politically incor-
rect Czech my Tits (yes, it does
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exactly whatitsays on the tin).

Telcogames focusesits develop-
menton titles for high-end smart
phones, and picked up Nokia’s
Game of the Year award for Sil, a
silhouette-matching puzzle. Its
turnoverin 2006 was £1.8m.

Ring tones were Babel Media’s
mainstay before it moved into
games. The diversification pushed
Babel’s turnover to £8.8m. And few
companies are more diverse than
ROK, which develops mobile TV,
gamingand even internet teleph-
ony applications. ROK hasalso
launched a question-and-answer-
by-textservice, tocompete with
other 50 to Watch member AQA. At
50p aquestion, ROK’sservice is half

the price of AQA—an aggres-

sive move that will delight

the many customers of

thisrapidly growing

£5bn global
industry

service.

AIM-listed
Probability has
takenadvantage
ofthe massive inter-
estinonline and mobile
gambling, to the extent that
the company has 180,000 registered
playersand amarketvalue, atthe
time of writing, of justunder £9m.

Butifall these games companies
sound rather frivolous, check out
mxData. It puts trafficinformation,
including real-time camera footage
of motorways and Aroads, on your
mobile. An annual subscription
costs £40, asmall price to pay for
helping you navigate Britain’s grid-
locked roads. ®
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MANUFACTURING
WE CANBUILDIT

Britishmanufacturingisinagrimcondition,
but the mobile space is one niche looking more alive
than ever, with five manufacturers in our ranking.

Aerial designer Antenovais exploiting the trend
among mobile device designers to cram more and more
functionsinto their phones.

The addition of GPS, Bluetooth and WiFiinto
mobiles requires better and better aerials. Antenova’s
modules are inuse in Samsung and Motorola handsets
and the company is also active in designs for laptops
and other mobile devices.

Sarian makes specialist networking hardware that
helps businesses to use mobile communications —
especially HSDPA, also sometimes knownas 3.5G-as
part of their fixed networks. When a firm’s main broad-
band linkfails, Sarian’s kit can provide emergency
backup. Turnoveris £3.8m.

Foundedin2004, 3Way Networks develops small-
scale 3G base stations that companies or government
agencies can use where existing mobile coverage is
weak. Britain’s tank divisionis aloyal client.

EZurio specialisesin short-range radio systems
including WiFiand Bluetooth. It focuses on the
fast-growing market of machine-to-machine communi-
cations, as wellas handheld devices ranging
from defibrillators to chip and pin card

readers.

Although notamanufacturer,

Argogroup is acompany that handset

designers could not be without. Forten

years, the company has developed soft-
ware that tests handsets and mobile data
applications. It operates in 37 countries,
withaturnoverof £5.4m.
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LAST YEAR’

S 50

HOW THEY’RE DOING

We were aimost spoton. Last
year’s Real Business/O2 ‘50to
Watchin Mobile’ proved eerily
accurate, with almost allmembers
prospering. Dunce of the class of
’06 was Digital Rum, which went
bustin October, but other alumni
wentonto greatthings. Same-
day delivery company eCourier,
founded by Tom Allason and Jay
Bregman, two university friends
who founded it with no experience
inthe industry and on ashoestring
budget, has gone onto winaslew of
awards and is now causing conster-
nation at DHL and FedEx. Its purple
vans are afrequent site onthe
streets of London.

MX Telecom, which specialises
in media streaming as well as provid-
ing textand multi-media messaging
systems, now has aturnover of
£45mand has spawned anumber of
competitors. MX Telecom’s founders,

Tom O’Donohoe and Mark Fitzgerald,
though barely 30, are fast becoming
elder statesmeninthe entrepreneurial
community.

Two othertext message compa-
nies fromlastyear—TynTec and HSL
—areranked inthisyear’s 50 to Watch.
TynTec specialises in delivering enter-
prise-grade SMSto large businesses
that need highly reliable messaging.
HSL also provides messaging gate-
ways, bothto enterprises and carriers.

Asecondyearinourranking shows
that your company is doing the right
thing. By establishing markets and
moving into the black, these repeat
performers have only confirmed their
solid credentials. So we find Bango,
Trackaphone, Sponge Group and
mBlox all back foranother year. Some,
includingmBlox and Bango, are well
onthe way to becoming established
industry players.

Evenforthosethat shine, there are

MOBILE TICKETING

The next stageinmobile
commerce is to allow consumers
to pay for physical goods and serv-

ices, not just electronic content,
through ahandset. Several projects
are underway to create electronic
wallets for smaller transactions,
but one of the most promising tech-
nologies liesin systems that allow
consumers to pay fortickets viaa

mobile or use an on-screen coupon
orvoucher.

YourRailis astart-up that has
already embarked on trials for mobile
train tickets with Chiltern Railways.
Instead of buying a paper ticket, you
use your phone to gotoawebsite and
make your purchase. Abarcodeis
sent to your mobile viatext message,
whichis then scanned atthe turnstile.

off days. Opera Telecom, acompany
that received anumber of awards for
entrepreneurship, has been featured
onthe BBC’s Watchdog, investigated
by Ofcomand fined £175,000 by
premium-rate phone operator ICSTIS.
Notall publicity is good publicity. B
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BUSINESS TO BUSINESS
DOING IT SO YOUDON'THAVE TO

the mobile network, so Rentokil

If YOU are reading this reportand thinking the boom
in mobile servicesis passing you by: despair not. Many would be able to monitor thou-
of the companies in this year’s 50 to Watch serve the sands of trapsin real time. Wyless
business marketplace with a view to helping your firm also connects vending machines, air
make theleap into the mobile world. With the right

advice you could be advertising, broadcasting and co-

conditioning units and vehicles to

the mobile network. Stream Media
ordinating your workforce through mobile devices. isanother name to watch in this
Bango creates platforms for advertisers and content rapidly growing niche.

providers so they can put content onto the mobile web TBS Mobility helps compa-

and make money fromit too. Siren helps broadcasters Howdoyou nies run their applications on
I,
make the most of the mobile world. ITV’s I'ma Celebrity I;gz;lhﬁc:;;tt?p S| mobile devices, anotherareaset for

Byhookingitup
tothe wireless
network, says
Wyless

strong growth this year. Lebaraand
AwayPhoneboth setout to cut firms’

show employed Siren to create voting, quizzes and
competitions for mobiles, and Five has signed up Siren
asits exclusive mobile partner. MBlox provides the communications costs, primarily by

vital link for businesses that do not want to create their

deliveringlower-costinternational
and roaming calls.
One ofthestrongest cate-
goriesof B2B entrantsis

own mobile billing systems, enabling consumers to pay
for content from their phones. TxtNation also offers
billing systems to businesses, primarily through

premiumand standard-rate SMS.

Wyless has arather moreleft-field proposition.
Itcan connectany device you like to the mobile
network. For example, pest-controller Rentokil
wanted to know when one ofits rat traps had
caughtavictim. Wyless hooked the devices up to

Never again will you need to queue for
aticket: agodsend foranyone who’s
hadtowait40 minuesinaline
at Euston Station on a Friday night.
Mobiqga provides abroaderrange
oftickets and coupons, especially
forlarge public events such asthe O2
Wireless Festival—as does competitor
Trinity Mobile. It'samethod of selling

that is on the brink of going main-
stream. As O2’s sales director Mark
Stansfeld points out, £100,000 worth
of mobile tickets were sold in the first
week of sale forlast year’s O2 Wireless
Festival (headlined by American rock

marketing consultancy. With
firmslike Marvellousand Top
10-ranked Sponge Group able to
introduce you to the mobile world,
there’sno excuse for standing on
¥ thesidelines. ®

stars The Strokes, left). “When you
have the right proposition people will
use M-commerce,” he says.
The Light Agency, meanwhile,
allows brands to text out discounts
inthe form of barcodes. It’s atech- = outs i
nique that will shortly be adopted by of mohils
every retailer, from the supermarkets LSS
that wish to turbo-charge their loyalty
programmes, to tiny brands looking to
upstage larger manufacturers.
If The Light Agency can become
the partner of choice in this booming
niche, its growth could be
spectacular. &
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Time Magazine’s person
of the year was “You”. From the
millions who posted videos on
YouTube to wannabe scholars
who've edited Wikipedia pages,
Time recognised that the stars of
today are consumers who also
create. Naturally, the mobile world
hasbeen pioneering the trend.

For example, last year mobile
phone giant Nokiaset the tone by
forming an alliance with Flickr, the
online photo sharing service owned
by Yahoo! Nokia did this to provide
an easy way for owners ofits camera
phones to upload, backup and
share their pictures.

One oflastyear’s 50 to Watch
members, Scoopt, isbased entirely
around theideaofselling user-
generated content. In this case,
the company servesasa picture
and videolibrary, where
amateur photographers
and “citizen journal-
ists” can sell their
work to the media.

“When every
member of
every audi-
ence has
the poten-
tialtobea
producer
aswell
asaviewer,
the challengeis how

toacquire, package
and reward this vast
resource,” explains
Scooptfounder Kyle
McRae. “With 3G camera

IT’S ALWAYS ME, ME, ME

phones capable
of capturing and
receiving multi-
media content, the
mobile medium is
the perfect platform
for user-generated
content.”
Noteveryone with
amultimedia phone

by the company. The
resultis quick and
professional-looking
pages, called tocmags,
generated entirely by
users. The popularity
of the best produced
is formidable. A
tocmag dedicated
to “How to make

wants to sell their
pictures to the red tops
of course. Most people are happy to
be able to share theirimages, video
and possibly even blog content
with friends and family members.
Business users, for their part, want
quick and easy ways to share infor-
mation with suppliers, customers
and staff.
Theideabehind thisyear’s
winner, Yospace, is to make
it quick and easy for mobile
operators to create areas
where subscribers can
postand share photos
and videos. The
#  mobile phone then
becomes more than
justaway of taking
pictures: itbecomes
awindow toan online
photo gallery. Cognima’s
product, Shozu, has a simi-
%o lar goal.
Tocmagisaconcept
that goes further than
simply sharing images:
users of the service can
create their own mobile
magazines using arange
oftemplates designed

o (<5 | ul em—

the perfect spliff”

was downloaded 5,000
timesin three daysbefore it was
pulled by the site’s administrators.
More reputable tocmagsinclude
reviews of Microsoft’s Xbox games,
anewcomers’ guide to London and
atribute to Arsenal striker Thierry
Henry. Users can choose to publish
their magazines—via the Tocmag
site—or keep them private, for
personal use.

4D Interactive claims over one
million unique customers for its
mobile social networking serv-
ices, which include chat, blogging
and even dating. The company
alsoruns moderated gateways that
allow would-be stars to send clips to
websitesand TV channels.

Anotherapproachisthat
taken by Activefone. The compa-
ny’s mobile blogging application,
Momo, is a white-label technology
designed so that network operators
and brands can quickly set up blog-
ging services.

In fact, the development of user-
generated contentis limited only
by theimagination: Activefone has
already signed up several compa-
niesintheadultarena...®




LOCATION-BASED SERVICES

THE GO-TO GUYS

Location-basedserv-

ices have been slow in coming. For
toolong the ability to poinpointa
user’slocation through their mobile
hasbeeninaccurate. Butas that
changes, with superior triangula-
tion technology and phones with
GPS transmitters, LBSisaniche
ready to take the marketby storm.

CompaniessuchasTrackaphone
are using location-based services
forbusiness applications such as
vehicle tracking. Trisentis usingits
location technology forlone worker
protection, vehicle tracking and
community safety.

Inthe coming year, we are likely
tosee more location-aware services
onour personal phones too.

APD specialisesin providing
trackingand otherlocation data to

THREATS

the emergency services, as well as
workers such aslocal council high-
way maintenance teams.

Scottish company JMW’s mobile
division provides traffic manage-
mentand real-time information,
with astrong focus on public trans-
port. When you are waiting fora
busand the digital display tells you
the number 37 willbe alongonin
eight minutes, it’s JMW’s handy-
work you're looking at.

One ofthe fieldsattracting
significantinterest from the mobile
networksislocal search. Mobile
Commerce, for example, feeds
location information into search
resultsin order to give consumers
more relevantresults. They, like
Trackaphone, market their tech-
nologies primarily to the network

DON’T BE SCARED OF SKYPE

Skype scared thehellout of
the big telcos. The concept of free
telephone calls threatened their
very livelihood. Now the mobile
networks are starting to pay atten-
tiontoo. WiFi-equipped handsets
cannow allow customers to make
calls without using traditional
mobile networks. In many cases
users are able to make mobile calls
and download datafor free.

James Tagg’s Truphoneis one firm
trying to make this concept areality.

Truphone’s free software allows any
WiFi-enabled Nokia phone to make
calls without using the normal mobile
network. If the person you are call-
ing also has Truphone andisinaWiFi
zone, your call will be free (assuming
zero WiFi subscription costs).

It’'s avision that’s persuaded
Wellington Partners, amongst others,

toinvestatotal of £12.5min Truphone:

thelargest pre-revenue tech funding
since the end of the dotcomboomin
2001. Tagg’s reputation did much to
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operators.
Thisisa
field that
is going to
develop
rapidly.
The more
aphone
knows about
whereyouare,
the more power-
fulitisasamarketing
tool. And from a personal
perspective the advantages willbe
enormous. Imagine never being
lost. Even better: picture being able
to gointo town on a Friday night
and instantly pinpoint the loca-
tion of your friends. As for finding
the nearestlocal services: you'llbe
spoilt for choice.

swingthe deal. Aserial entrepreneur
who holds a string of patents in touch-
screen technology, he’s developed,
and sold, anumber of mobile ventures
in Europe. (Oddly, he’s alsoanaccom-
plished cheesemaker...).
Unfortunately this technology is ' ‘
being held back by the phone compa-
nies, who onlyinclude WiFiin their
top models. WiFicoverage in public
placesremains patchy too—keeping
Tagg’sdream of universal free callsa
visionthat’ll take yearsto achieve.
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