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INFORMATION AND COMMUNICATION TECHNOLOGIES

Company founded: 01/2010
Monthly burn rate: 2
K previously contributed by the team: 25
External K raised so far: 0
Own K to be contributed by the team in 
the next round: 20

Amounts in thousands of euros

José Luis Albarral

What is the company’s most significant risk and 
how will you tackle it?

The emergence of a competitor with another 
vision solution. We will compete by adding new 
features to our solution to make it even better.

How do you see the company in 5 years’ time?

Rapidly expanding globally, opening 
development and customer support centers 
in Germany, USA, Korea and Japan.

Tell us about the most difficult business or 
personal challenge you have solved

A design flaw caused my first client 
presentation to be a failure. I had to redesign 
and reimplement much of the system, obtaining 
a much more robust and reliable system.

How would your friends define you as a 
person?

Idealistic, ambitious, passionate and a fighter. 

What is your motto in life?

If you have a dream, pursue it with 
determination.

ASK THE ENTREPRENEURPROBLEM/OPPORTUNITY
Today's cleaning robots (IRobot, Samsung, Philips, Karcher…) have no ability to see. 
They are unable to tell when they have finished cleaning a room or how to find the next 
room. They therefore require frequent intervention to operate.

COMPETITION
Robot manufacturers, who create their own software, provide remote control devices to 
alleviate the problem, but they do not offer a real solution.

OUR SOLUTION
A software application that enables the robots to see and navigate intelligently, making it 
possible for them to move autonomously through any space. The only requirement is for 
the robot to have a built-in camera, as is now the trend for recent models.

BUSINESS MODEL
Sale of software licenses to manufacturers with a license for each robot that uses our 
solution. The manufacturer is responsible for installing it on each robot in the factory and 
the subsequent distribution.

MARKETING PLAN
Presentation of the product at international trade fairs (USA, Europe, China, Korea and 
Japan). Advertising campaigns on the Internet and in technology magazines.

NEED FOR FINANCING AND USE OF FUNDS
We need 150,000 euros to finance the development and marketing of our intelligent 
navigation solution for robots: 120,000 for development (hiring 4 engineers for 12 months) 
and 30,000 for marketing (hiring a salesperson, renting a booth for a number of international 
trade fairs and advertising campaigns).

2013 2014e 2015e 2016e

Turnover 0 0 150 750

EBITDA 0 -73 -70 190

Financial need 0 150 0 0

Amounts in thousands of euros

EXIT STRATEGY
Selling to a major industry corporation or taking on new investors.

13 
MIGTRON ROBOTICS
Advanced minds for smart robots
migtron.com
ICT

SUMMARY
Service robots are already among us. With three million units sold each year (mainly 
cleaning and entertainment robots), this market is expected to reach a volume compa-
rable to that of the Internet in a few years. At Migtron Robotics we develop software 
applications for these service robots, allowing them to perform increasingly complex 
tasks with great autonomy and efficiency.

TEAM
José Luis Albarral (founder), CEO and software developer. Masters in Computer 
Vision and Robotics. Full time. Alejandro Agostini (consultant), research scientist. 
PhD in Artificial Intelligence. Part time. External consultants: Institut de Robòtica i 
Informàtica Industrial (UPC-CSIC). Workers on staff: 1.

CONTACT
José Luis Albarral
albarral@migtron.com
C. Sant Joan de la Salle, 42
08022 Barcelona
619 538 376
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INFORMATION AND COMMUNICATION TECHNOLOGIES

Company founded: 10/2013
Monthly burn rate: 15
K previously contributed by the team: 30
External K raised so far: round for 170 
underway.
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

David Martí

What is the company’s most significant risk and 
how will you tackle it?

To quickly close the current funding round so 
as not to lose market opportunities. We will 
resolve it by focusing on investors who 
understand digital business.

How do you see the company in 5 years’ time?

As having become a world leader in mobile 
marketing from Catalonia.

Tell us about the most difficult business or 
personal challenge you have solved

Building a company at 20 years old while also 
studying and being student body president at 
the University of Girona.

How would your friends define you as a 
person?

Loyal, hardworking and fun.

What is your motto in life?

Live and let live.

ASK THE ENTREPRENEURPROBLEM/OPPORTUNITY
Our clients are all companies interested in reaching their customers with contextual and 
desired advertising based on their behavior when they are at a sales point or in a physical 
space (stadium, airport, cultural facility, theme park, concert and so on).

COMPETITION
Estimote, Kontakt, Radius Networks, Innoquant.

OUR SOLUTION
Movintracks allows you to locate a customer in an establishment or area with a margin 
of error of centimeters and send an advertisement (a coupon, for instance) when he or 
she is in front of a product.

BUSINESS MODEL
The revenue model is a setup fee and a payment based on the volume of monthly unique 
users of the application. The cost for Movintracks is virtually flat, so the economies of 
scale possibilities are enormous.

MARKETING PLAN
The product is sold through a network of high-flying sales agents and through 
resellers, mainly advertising and marketing agencies. Online, SaaS solutions will be 
sold in the medium term.

NEED FOR FINANCING AND USE OF FUNDS
We are in an investment round seeking 170,000 euros that will serve primarily to strengthen 
advertising and allow us to lift barriers in the market with agreements with major agencies 
and operators. We expect to obtain the funds from small business angel investors. 

2013 2014e 2015e 2016e

Turnover 0 498 1,364 2,400

EBITDA 0 -269 61 635

Financial need 0 170 0 0

Amounts in thousands of euros

EXIT STRATEGY
The options for an investor are typical in these cases: sale to a major market player (here 
large advertising agencies would be candidates—in fact, they have already proposed 
this to us) or investment by a large venture capital or investment fund operator. 

SUMMARY
Movintracks is an online desktop that allows you to generate and control mobile adver-
tising campaigns based on the movement and behavior of users in a given environment 
whether outdoor or indoor. It is aimed at agencies and the marketing departments of 
companies, sports clubs, facilities and so on.

TEAM
Founding team: Àlvaro Martínez, Xevi Montoya, David Martí and Emilio Iarlori. Our 
advisor in the investment round is Daniel Clivillé. Àlvaro Martínez is the founder work-
ing at the company full time. There are also five additional employees: a sales manager, 
a sales assistant and three programmers.

CONTACT
David Martí
david@movintracks.io
Av. Josep Tarradellas, 38
08029 Barcelona
605 272 535

14 
Movintracks Barcelona
Smart Interactions
movintracks.io
Mobile

http://es.linkedin.com/in/alvaromartinezmajado
http://es.linkedin.com/in/xevimontoya
http://es.linkedin.com/in/davidmarticampmajor
http://es.linkedin.com/pub/emilio-iarlori/10/71b/a39
http://es.linkedin.com/pub/daniel-clivill�/0/429/a9a
mailto:david%40movintracks.io?subject=
http://www.movintracks.io
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Company founded: 05/2013
Monthly burn rate: 20
K previously contributed by the team: 20
External K raised so far: 90
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
Boats are very expensive assets to acquire and maintain and they are extremely 
underused. People interested in renting them are faced with an expensive and highly 
inflexible market (weekly rentals).

COMPETITION
In Spain, charter companies (Rumbo Norte) and agencies (BoatBureau) but no P2P. In 
the US, there is the P2P Boatbound and in Greece, Incrediblue.

OUR SOLUTION
We offer boat rentals that are cheaper, more flexible and more varied.

BUSINESS MODEL
We take a 15-20% commission on the reservation. Our costs are customer acquisition 
(SEM, commissions, etc.) and staff.

MARKETING PLAN
So far we have mainly focused on online marketing via SEM and SEO. Now we will also 
begin to explore offline channels (agreements with hotels, sailing schools...).

NEED FOR FINANCING AND USE OF FUNDS
In our current round we are seeking 300,000 euros plus 200,000 euros in public funding. 
This financing will be used to accelerate growth and open Nautal to new markets.

2013 2014e 2015e 2016e

Turnover 20 400 1,680 6,123

EBITDA 0 -220 -300 +40

Financial need 185 500 0 0

Amounts in thousands of euros

EXIT STRATEGY
The aim is to create a company with solid cash generation and the most likely exit is the 
sale of the company to an international competitor like BoatBound, which has already 
obtained 4 million dollars in funding and plans to come to Europe in 2015.

TEAM
Founders: Octavi Uyà (CEO), Roger Llovet (COO), Eduardo Robsy (CTO) and Eduard 
Llovet (UX). Investors: Albert Armengol (Doctoralia), Luis Cotero (Cosas de Barcos), 
101Startups…

SUMMARY
We are a platform for boat rentals between individuals. The company was founded in 
May 2013, and the following month we opened a fully customized platform. Over these 
months we have expanded our fleet and obtained an investment round. In June 2014 
Nautal will open in France.

15 
Nautal
Now Sailing Is within Everyone's Reach
nautal.es
ICT

Octavi Uyà

What is the company’s most significant risk and 
how will you tackle it?

Managing to maintain strong traction and 
replicate the model in other countries, and we 
will resolve this with our team and good hiring.

How do you see the company in 5 years’ time?

As an established company but with strong 
growth, already present in many countries.

Tell us about the most difficult business or 
personal challenge you have solved

Developing a business from scratch.

How would your friends define you as a 
person?

Ambitious, dynamic and someone who helps 
the people on his team grow.

What is your motto in life?

There's a commercial slogan that marked me 
as a child: Face your fears, live your dreams.

ASK THE ENTREPRENEUR

CONTACT
Octavi Uyà
octavi.uya@nautal.es
C. Ausiàs Marc, 1, 2n 2a
08860 Castelldefels
672 444 918

http://es.linkedin.com\pub\octavi-uy�\b\443\ab5
https://www.linkedin.com/in/rogerllovethom
https://www.linkedin.com/pub/edu-robsy/73/134/415
https://www.linkedin.com/in/ellovet
https://www.linkedin.com/in/ellovet
https://www.linkedin.com/in/albertarmengol
http://es.linkedin.com\pub\luis-fdez-cotero\13\555\3a3
http://www.101startups.com/
http://www.nautal.es
mailto:octavi.uya%40nautal.es?subject=
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INFORMATION AND COMMUNICATION TECHNOLOGIES

Company founded: 05/2011
Monthly burn rate: 2.5
K previously contributed by the team: 15
External K raised so far: 75
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

16 
PayRandom
The Fun Way to Shop Online 
payrandom.com
ICT

SUMMARY
PayRandom is an online price roulette assigning prices at random that allows online 
businesses to increase sales and customer loyalty and lets users make purchases at 
deeply discounted prices or even free in a way that is fun, exciting and unique to the 
market. Second place in the Conector eShow 2014 competition, Top 20 Million Pound 
Startup 2014, finalists EmprendedorXXIDigital 2013.

TEAM
Arnau Torné (CEO), Adrià Muixí (CTO) and Jordi Pineda (COO). Current staff: 7 people 
(full-time members). There is no business angel or venture capital stake in the com-
pany. External consultants of note: Martí Manent (CEO Derecho.com and VP Confi-
anza Online).

PROBLEM/OPPORTUNITY
Low traffic, low repeat business, few conversions and little differentiation for electronic 
businesses. PayRandom improves things with an innovative, economical and safe 
system, increasing sales and customer loyalty with a fun and safe purchase.

COMPETITION
Similar competitors that seek to increase e-commerce sales through a number of 
techniques such as Yipiii, Blueknow, Brainsins and Ecommbits. But PayRandom is 
the only tool that has made the price a game for the customer.

OUR SOLUTION
Increases e-commerce sales by making promotions more attractive through the appeal of 
a big discount and the gamification of payment, creating engagement, virality and more 
traffic. It uses the PayPal gateway, positioned worldwide.

BUSINESS MODEL
We charge online businesses a flat monthly fee based on transactions completed with 
the possibility of signing up for external services such as a marketplace presence, 
marketing consulting and comprehensive campaign creation.

MARKETING PLAN
Marketing worldwide via Internet and direct sales to online businesses by phone, in 
person or by email with online demos. And it will be promoted to users via Internet and 
through campaigns in different media and on social networks.

NEED FOR FINANCING AND USE OF FUNDS
We are seeking 150,000 euros for R+D+I, technical and sales staff and marketing and 
distribution of the product from business angels and investors (and co-investment 
from the ICF if necessary). So far we have had external financing of 50,000 euros from 
ENISA and 25,000 euros from ICF.

2013 2014e 2015e 2016e

Turnover 2.5 33 298 1,413

EBITDA -21 -12 7 934

Financial need 0 150 400 0

Amounts in thousands of euros

EXIT STRATEGY
We relied on the entire technological development process to start with the marketing 
stage in 2014 in different phases configured depending on the funding received, whether 
through investors or financing. The most likely exit is a future acquisition by an online 
payment company or an e-commerce group.

Arnau Torné

What is the company’s most significant risk and 
how will you tackle it?

The emergence of direct competitors. We will 
resolve it by accelerating expansion based on 
the high scalability of the product and the 
agreement with PayPal.

How do you see the company in 5 years’ time?

As a payment option for e-businesses in the 
online world.

Tell us about the most difficult business or 
personal challenge you have solved

The daily challenge of creating a product and 
pivoting to find the right direction.

How would your friends define you as a 
person?

Sociable, empathic and creative.

What is your motto in life?

The important thing is not to add years to life 
but life to the years.

ASK THE ENTREPRENEUR

CONTACT
Jordi Pineda
jordi@payrandom.com
C. Almogàvers, 165
08015 Barcelona
679 306 496

http://www.payrandom.com
http://linkd.in/1hzoARI
http://linkd.in/1gNBvjj
http://linkd.in/1i1S8nD
mailto:jordi%40payrandom.com?subject=
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INFORMATION AND COMMUNICATION TECHNOLOGIES

Company founded: 06/2012
Monthly burn rate: 10 
K previously contributed by the team: 75
External K raised so far: 116.7
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

17 
Populetic
Populetic Social Network for Resolving Complaints 
populetic.com
ICT

SUMMARY
Populetic is a social networking platform for resolving complaints. We aim to be the 3.0 
channel between consumers and companies. Populetic seeks to be a complaints ag-
gregator for the Internet, offering the possibility to find solutions to resolve them and 
improve brands' reputations. Presently operational within Spain with a global vision.

TEAM
Founders: Jordi Mercader, David Ciudad (CEO), Josep Maria Garcia, Jordi Albanell 
and Joan Camacho. David works full time and the other founders work part time. 
There is also a 4-person team working full time. We have private investors that pro-
vide added value.

PROBLEM/OPPORTUNITY
Many companies use social networks as customer service though these tools are 
neither right for nor designed for this purpose. We want to help people solve their 
problems and to improve the reputation of companies that care about their customers 
through a technological platform for resolving complaints. 

COMPETITION
Companies and organizations' customer service. There is no independent tool or 
service. Akosha, scambook, gripevine, reclamao, tuquejasuma, reclamador.es and 
laexperiencia.com. 

OUR SOLUTION
We want to help people solve their problems and improve the reputations of companies 
that take care of their customers through an independent technological platform—
website and apps—that assists communication between all parties.

BUSINESS MODEL
Master: assist the user in specified cases through a personalized complaint (success 
fee). Premium: "push" the complaint to the network (payment for service). Resolution: a 
tool for managing complaints and brand reputation. And other products.

MARKETING PLAN
Depending on the product, we will use the Internet and digital marketing or physical 
presentations and forums with companies and lawyers.

NEED FOR FINANCING AND USE OF FUNDS
We want to undertake: 1) a powerful domestic marketing campaign both online and offline; 
2) development of a sales team and customer service team; 3) internationalization: South 
American countries. To develop this plan we need 250,000 euros.

2013 2014e 2015e 2016e

Turnover 0 105 944 2,281

EBITDA -58 -108 328 1,318

Financial need 139 270 0 0

Amounts in thousands of euros

EXIT STRATEGY
We expect large customer service companies like call centers and major communications 
companies to be very interested in the platform.

David Ciudad

What is the company’s most significant risk and 
how will you tackle it?

Being pioneers on the national level. We have 
to do a lot of communicating, very often about 
what we want to achieve: to help people with 
these day-to-day problems that are the source 
of so much exasperation.

How do you see the company in 5 years’ time?

When you want to search the Internet, you go 
to Google. We want people to go to Populetic 
when they have a problem.

Tell us about the most difficult business or 
personal challenge you have solved

Trekking Montblanc (170 km) over an 11-day 
period. And two years later participating in the 
Ultra and finishing in 38 hours.

How would your friends define you as a 
person?

My friends are part of my family. Optimistic, 
proactive and humble.

What is your motto in life?

3 Ls: live, laugh, love. Happiness is a journey, 
not a destination.

ASK THE ENTREPRENEUR

CONTACT
David Ciudad
david.ciudad@populetic.com
C. Àngel Guimerà, 25, entl. 
08201 Sabadell
937 268 877 

http://www.populetic.com
http://es.linkedin.com\in\jordimercadersanjuan
http://es.linkedin.com\in\davidciudad\
http://es.linkedin.com\in\jmgasa
/http://es.linkedin.com/in/jordialbanell
http://es.linkedin.com/pub/joan-camacho/1/760/686
mailto:david.ciudad%40populetic.com?subject=
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Company founded: 10/2011
Monthly burn rate: 21
K previously contributed by the team: 3
External K raised so far: 100
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

Josep Coll Rodríguez

What is the company’s most significant risk and 
how will you tackle it?

Growth based on self-financing. It would be 
rectified by finding an investor.

How do you see the company in 5 years’ time?

With offices around the world and marketing its 
services on a large scale.

Tell us about the most difficult business or 
personal challenge you have solved

Marketing the service and market testing.

How would your friends define you as a 
person?

Ambitious, with very clear objectives, and 
perseverant.

What is your motto in life?

With effort and enthusiasm objectives are 
achieved.

ASK THE ENTREPRENEURPROBLEM/OPPORTUNITY
Any company that bases its Internet business on the sale and distribution of content 
(music, books, films, television, video games and so on) sees their business potential 
reduced by dint of the unfair competition created by piracy on the Internet.

COMPETITION
Being that it is a relatively new problem, there is no clear competitor encompassing the 
current potential market and engaged in mass elimination. A similar company: Iproded.com.

OUR SOLUTION
We have proprietary software developed by our company that can eliminate and 
document 45,000 pieces of content per month.

BUSINESS MODEL
Monthly subscriptions to our content protection and elimination service, and for our 
content monetization service, the model is a percentage of the total recovered economic 
performance.

MARKETING PLAN
Through service marketing companies that incorporate our product in their portfolios 
and through our commercial network by direct sale.

NEED FOR FINANCING AND USE OF FUNDS
In the first phase we need 300,000 euros to finance: 1) internationalization; 2) improving 
the technology so as to be able to automate the process of searching for and locating 
infringing content on the Internet, and 3) hiring staff in different areas of the company to 
be able to take on more demand. Financing would come from new investors.

2013 2014e 2015e 2016e

Turnover 239 620 1,755 5,004

EBITDA 7 245 960 2,938

Financial need 200 200 500 1,000

Amounts in thousands of euros

EXIT STRATEGY
Sale to a financial partner.

18 
RED POINTS SOLUTIONS
We Take Care of Your Assets 
redpoints.com
ICT

SUMMARY
A technological/legal company that protects and monetizes digital content in the Inter-
net environment. After four years researching and developing proprietary software, Red 
Points has an effective tool for detecting and eliminating large volumes of illegal content 
on the Internet (illegal from a legal perspective—piracy). There are 45,000 pieces of 
content eliminated per month. For monetization we are official partners of YouTube.

TEAM
Founders: Josep Coll Rodríguez and David Casellas Morales. Current staff: 12. 
nvestor and shareholder: Banc Sabadell (winners of the Bstartup10 prize). Consultant: 
Inspirit, Dídac Lee offices in Bologna and Singapore.

CONTACT
Carolina Rosich
crosich@redpoints.com
C. Tuset, 3, 4t 2a
08006 Barcelona
627 707 420

http://www.redpoints.com
http://es.linkedin.com/pub/josep-coll-rodriguez/23/30a/b6
https://www.linkedin.com/pub/david-casellas/30/2b6/859
mailto:crosich%40redpoints.com?subject=
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Company founded: 12/2011
Monthly burn rate: 3
K previously contributed by the team: 58 
External K raised so far: 75
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

19 
Sales Point Improvement
OpinioBox
sp-i.es
Retail and distribution

SUMMARY
OpinioBox is a new and innovative retail marketing tool that allows you to interact with 
the shopper in real time. By placing opinion points (iPad minis, QR codes, NFC...) and 
through personalized and targeted surveys we capture data on consumers and users 
to improve knowledge in efforts to capture market information and conduct direct mar-
keting.

TEAM
Ignacio Martínez, Samuel Guardiola. Current staff: 2.

PROBLEM/OPPORTUNITY
OpinioBox solves companies and institutions' problem of a lack of knowledge of the 
consumer's experience and opinion at the point of sale or point of service itself. The 
opportunity is to capture and analyze real-time feedback from the customer, enabling a 
high degree of flexibility and adaptation to market needs.

COMPETITION
HappyClick, Emtrics, Byom and traditional market research companies.

OUR SOLUTION
A turnkey service supported by cloud technologies allows our clients to launch studies, 
capture information, analyze and act in real time.

BUSINESS MODEL
Monthly subscription fee model for using the platform and accessing statistical 
information. Ad hoc studies of results for each client/need. Direct marketing is billed by 
consumption.

MARKETING PLAN
Our own sales force will do the marketing and there will be agreements with external 
stakeholders for certain sectors due to their complexity (FMCG, hardware and 
appliances).

NEED FOR FINANCING AND USE OF FUNDS
SPI seeks capital and debt capital totaling 200,000 euros to carry out its development 
plans in two areas: to undertake its marketing and geographic expansion plan (70%) and 
new development of the tool (30%).

2013 2014e 2015e 2016e

Turnover 0 29 146 372

EBITDA 0 -53 -27 104

Financial need 0 54 100 46

Amounts in thousands of euros

EXIT STRATEGY
Repurchase by the founders, or another possibility would be selling to a domestic or 
international marketing company.

Ignacio Martínez

What is the company’s most significant risk and 
how will you tackle it?

The difficulty in getting brands and retailers to 
adopt this new tool. By enhancing the task of 
"evangelization" through investment in 
marketing and a business angel who is a sector 
expert.

How do you see the company in 5 years’ time?

As a company with strong growth with an 
international presence with a large database on 
consumption in different sectors.

Tell us about the most difficult business or 
personal challenge you have solved

Finding a functional and technological model for 
OpinioBox that is at once flexible and robust.

How would your friends define you as a 
person?

An entrepreneurial, dynamic and very 
persevering person.

What is your motto in life?

It's better to be a big fish in a small pond than a 
small fish in a big pond.

ASK THE ENTREPRENEUR

CONTACT
Ignacio Martínez
imartinez@sp-i.es
Pg. de Gràcia, 48, 1a planta
08007 Barcelona
689 414 963

http://www.sp-i.es
http://es.linkedin.com/pub/ignacio-martinez/3/644/932/
http://linkedin.com/pub/samuel-guardiola/2/150/b/
mailto:imartinez%40sp-i.es?subject=
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PROBLEM/OPPORTUNITY
Food sector: producers, the processing industry, commercial distribution and HORECA. 
The legislation requires a lot of records and documentation to be generated; companies 
must invest human and economic resources. Current management systems are not 
profitable.

COMPETITION
Presently companies keep records in Excel spreadsheets or on paper or in the best of 
cases use general purpose ERP. They offer no more value than complying with the 
regulations.

OUR SOLUTION
SAPHI exploits the quality and certification costs to the full, turning the recorded data 
into strategic knowledge with the ability to create much new value for the company.

BUSINESS MODEL
Revenues come from the monthly rental of licenses based on users and the volume of 
records/information, the initial setup, the generation of operational reports and custom 
developments. The cumulative cost of operation per unit after 5 years is 62%.

MARKETING PLAN
Distribution through quality consulting and contacting companies directly. Clients from 
universities and research centers (opinion leaders).

NEED FOR FINANCING AND USE OF FUNDS
100,000 euros to boost the marketing plan and assume the initial fixed costs until 
reaching the breakeven of 159,984 euros (14,544 euros/month). We plan to finance this 
round with capital contributed by the entrepreneurs and a private investor.

2013 2014e 2015e 2016e

Turnover 2 14 76 262

EBITDA 1 9 -63 6

Financial need 0 0 130 0

Amounts in thousands of euros

EXIT STRATEGY
Undefined. The exit strategy will be adapted according to each proposal.

Company founded: 12/2010
Monthly burn rate: 0
K previously contributed by the team: 3 
External K raised so far: 0
Own K to be contributed by the team in 
the next round: 30

Amounts in thousands of euros

Jordi Obradors

What is the company’s most significant risk and 
how will you tackle it?

Not having the resources to push the sales 
plan. We will need to implement plan B, based 
on our own resources.

How do you see the company in 5 years’ time?

It will be a tank of knowledge, technology and 
experience where companies and professionals 
from around the world find answers to improve 
their processes and capitalize on their costs 
intelligently and efficiently.

Tell us about the most difficult business or 
personal challenge you have solved

Coping with the current crisis, leading 
organizations and institutions while maintaining 
their abilities to act and keeping up the spirits of 
their respective boards.

How would your friends define you as a 
person?

As someone with initiative, interests, creativity 
and as demanding and honest.

What is your motto in life?

Life is alive and full of opportunities to grow 
personally and intellectually.

ASK THE ENTREPRENEUR

20 
SAPHI TRACE AND CONTROL
With Saphi, create more value, depends on you
saphi.es
Mobile

SUMMARY
Domestic and international legislation and certification systems in the field of food safe-
ty require everyone involved in the food production chain to comply with a number of 
protocols and recordkeeping requirements. SAPHI is set up in accordance with legisla-
tion and specific needs, making the information generated (from 6,000 to 2,000,000 
monthly records) useful and cost effective knowledge for the company

TEAM
Jordi Obradors and Ramon Marlés. The two entrepreneurs are the current staff and 
100% belongs to the entrepreneurs. There is neither venture capital nor external 
consultants.

CONTACT
Jordi Obradors
jobradors@saphi.es
Ctra. Barcelona, 356, 1r
08203 Sabadell
677 522 079

http://www.saphi.es
https://www.linkedin.com/pub/jordi-obradors/21/a40/6a6
https://www.linkedin.com/profile/view?id=80103129&locale=es_ES&trk=tyah&trkInfo=tarId%3A1396022266944%2Ctas%3Aramon%20marles%2Cidx%3A1-1-1
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Company founded: 01/2013
Monthly burn rate: 0.7
K previously contributed by the team: 5
External K raised so far: 4.4
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

Francisco Mosquera 

What is the company’s most significant risk and 
how will you tackle it?

The videogame catalog. First we are getting 
free games and thereafter we will scale to 
increasingly important games. We have 71 
games published.

How do you see the company in 5 years’ time?

A leading company in the videogame market 
worldwide.

Tell us about the most difficult business or 
personal challenge you have solved

Finding and attracting users. We have gained 
1,600 users in 2 and a half months.

How would your friends define you as a 
person?

A person with a very clear idea for life and a lot 
of eagerness to see it through.

What is your motto in life?

Create something big enough to be 
remembered by the world in the future.

ASK THE ENTREPRENEURPROBLEM/OPPORTUNITY
There is no flat-rate platform on the market, so players have to pay for each game. This 
contrasts with the high demand from hardcore gamers, a market of 100 million people 
we wish to address.

COMPETITION
The competition within the sector is the platforms Steam, Origin and Desura. They are all 
online platforms for the individual distribution of videogames, focusing in particular on PC 
and Mac. 

OUR SOLUTION
We offer everything a player wants in exchange for a monthly fee. We are the only ones 
to offer games for PC, Mac, Linux, iOS, Android and the web, with no limits and a 
catalog expanding weekly.

BUSINESS MODEL
Monthly subscription. We charge 9.95 euros a month to access the catalog of games and 
Sila Games retains 28.5% of this fee. The rest is divided between games (and developers) 
depending on how much they were used.

MARKETING PLAN
Users register for free and can play free games, but to access the entire catalog they 
must subscribe (freemium model).

NEED FOR FINANCING AND USE OF FUNDS
We are seeking 50,000 euros to finance the company's growth and begin to bill users 
(planned for summer 2014). These funds will be used primarily for marketing (70%), 
office (13%), trade fairs and travel (12%) and management (5%). We are looking for an 
investor or a venture capital fund to cover the first round.

2013 2014e 2015e 2016e

Turnover 0 4.5 180 930

EBITDA 0 1.25 55 300

Financial need 0 50 200 0

Amounts in thousands of euros

EXIT STRATEGY
Most common in our sector would be to sell to a company with its own user base, 
games and business model that absorbs Sila Games and keeps it going or incorporates 
it into another system or platform.

SUMMARY
Sila Games is a videogame platform where users can access the entire catalog of 
games for a monthly fee. We aim to take one of the most profitable and successful busi-
ness models (monthly subscription) that is already working in other sectors (Netflix and 
Spotify) and adapt it to videogames, the world's most important leisure market.

TEAM
Francisco Mosquera (CEO and website programmer), Oscar Mas (backend program-
mer), Joan Puig (finances), Amar Ahlers (corporate relations), Claudia López (business 
manager). We receive advice from La Salle Technova.

CONTACT
Francisco Mosquera
f.mosquera@silagames.com
C. Sant Joan de la Salle, 42
Barcelona
689 749 514

21 
Sila Games
The gaming revolution
silagames.com
ICT

mailto:f.mosquera%40silagames.com?subject=
http://www.silagames.com
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Company founded: 05/2013
Monthly burn rate: 20
K previously contributed by the team: 128
External K raised so far: 100
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
Problem: managing multiple physical business cards (losing contacts or data, obsolete 
information, manual entry, etc.). Opportunity: to be the standard mobile application for 
exchanging digital business cards.

COMPETITION
Digital business cards (Stacks and Korallya): limited features, overly complex; LinkedIn: 
social network for optimal management of human resources.

OUR SOLUTION
Exchange professional information via smartphone when two people meet. Automatic 
managing of information: real-time updating, syncing, cloud storage, networking features 
and so on.

BUSINESS MODEL
B2C: in-app payment to unblock extra features with high added value. B2B: contact 
management solutions for: 1) trade shows and conventions, 2) professional schools and 
universities, 3) corporations, and 4) microbusinesses.

MARKETING PLAN
Strategic agreements with companies (partnerships) to develop the 4 B2B models that 
will enable us to grow quickly and robustly with a tested product.

NEED FOR FINANCING AND USE OF FUNDS
We need 300,000 euros (100,000 euros already obtained). Utilization: marketing 203,000 
euros: promotion and marketing of the application; US market 68,000 euros: managing 
planned events and new agreements; overhead 29.000 euros: other necessary outlays 
(administration, travel).

2013 2014e 2015e 2016e

Turnover 0 100 655 3,564

EBITDA 0 260 925 332

Financial need 128 300 0 0

Amounts in thousands of euros

EXIT STRATEGY
The exit could come about in 2016 with the entry of a new strategic investor in a second 
round with the aim of maximizing SLID's growth globally from the American market.

Alfred Rivas

What is the company’s most significant risk and 
how will you tackle it?

Cultural factor: dependence on the paper 
business card. We will resolve this by allowing 
the card to be shared even if one party does 
not have the app.

How do you see the company in 5 years’ time?

As the world's benchmark app for exchanging 
digital business cards and networking in 
person.

Tell us about the most difficult business or 
personal challenge you have solved

Gaining (from nothing) and managing 10 million 
users as the technological creator of StarMedia.

How would your friends define you as a 
person?

"He's still a good person." Antonio González, 
STRD Orange.

What is your motto in life?

The only way to be truly satisfied is to do what 
you believe is great work.

ASK THE ENTREPRENEUR

22 
SLID
Meet the new business card
slidapp.com
Mobile

SUMMARY
SLID is an app that allows you to exchange business cards and professional digital 
profiles between smartphones in person. It allows the user to maintain an agenda of 
professional contacts, facilitating contact on social networks while offering features that 
are 100% geared to networking. SLID is the official networking tool of Mobile World 
Capital Barcelona.

TEAM
Founders: Alfred Rivas (StarMedia), Antonio Pérez (StarMedia), Jordi Sans (entrepre-
neur) and Enric Gutiérrez (entrepreneur). Advisory board: Sacha Michaud gen. man-
ager Betfair),), Pere Torrents (GSMA), Josep Solé (Orange). Staff: 7 employees.

CONTACT
Alfred Rivas
alfred@slidapp.com
Av. Ernest Lluch, 32. Torre 2, p. 1a, of. 15 
08303 Mataró
692 121 025

http://www.slidapp.com
https://www.linkedin.com/in/alfredrivas
mailto:alfred%40slidapp.com?subject=
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Company founded: 03/2012
Monthly burn rate: 20 
K previously contributed by the team: 183 
External K raised so far: 0
Own K to be contributed by the team in 
the next round: 200

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
Our clients are SMEs who need commercial assistance to compete with big companies 
and overcome the lack of funding.

COMPETITION
In Europe there is WIR (Switzerland), RES (Belgium) and Chiemgauer (Germany). In the 
US there are hundreds of bartering companies. And in Spain there is trocobuy.com.

OUR SOLUTION
We want to help SMEs increase their sales and give their consumers greater purchasing 
power. The result is up to a 15% increase in business for SMEs. Our competitive advantage 
is that our business is scalable, online and for network marketing.

BUSINESS MODEL
Transaction fees for SMEs and an annual fee: 3.5% per transaction (700 euros/SME), the 
gross margin is 90%.

MARKETING PLAN
Network marketing where sellers in charge of implementing the currency invite SMEs 
and individuals to use it and attract new sellers.

NEED FOR FINANCING AND USE OF FUNDS
660,000 euros for the commercial development and marketing of the project in Spain. 
The financing from the entrepreneurial team is 200,000 and the rest is from investors.

2013 2014e 2015e 2016e

Turnover 28 89 570 2,300

EBITDA -212 -193 107 1,153

Financial need 0 660 0 0

Amounts in thousands of euros

EXIT STRATEGY
We expect our exit strategy to be through increased capital from VC funds and funds 
contributed by the founders for the currency's international development. We hope to 
achieve breakeven in 2015.

Josep Lluís de la Rosa

What is the company’s most significant risk and 
how will you tackle it?

We must reach an ARPU of 700 euros/year per 
SME as RES Belguim does for a currency with 
high liquidity, large supply and low 
commissions. 

How do you see the company in 5 years’ time?

The expansion to 5 EU countries other than 
Spain and Belgium must become a reality.

Tell us about the most difficult business or 
personal challenge you have solved

Finding the business model and the right team 
to implement it.

How would your friends define you as a 
person?

An entrepreneur and distance runner.

What is your motto in life?

Love, dream and go for it.

ASK THE ENTREPRENEUR

23 
Social Currencies Management
More Money for SMEs and consumers 
socialcurrenciesmanagement.com
Finance and business services

SUMMARY
SMEs that buy from one another increase their sales from 5 to 15%. This is possible 
thanks to a complementary currency that offers them financing at 0% interest. Con-
sumers can also benefit by increasing their purchasing power. The currency is virtual 
and it is implemented through mobile technologies and marketing channels with net-
work marketing tools.

TEAM
Dr. Josep Lluís de la Rosa and 9 additional employees. The financing consists of 
10% in SCM shares, 9% from the Universitat de Girona and the remaining 81% from 
the team. The external consultant for the project is Walther Smets.

CONTACT
Josep Lluís de la Rosa
joseplluis.delarosa@res.cat
C. Emili Grahit, 91
17007 Girona
972 419 752

http://www.socialcurrenciesmanagement.com
http://www.linkedin.com/in/peplluis
mailto:joseplluis.delarosa%40res.cat?subject=
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Company founded: 02/2013
Monthly burn rate: 2
K previously contributed by the team: 30
External K raised so far: 50
Own K to be contributed by the team in 
the next round: 5%-10% of capital

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
At present most businesses do not have a marketing platform to attract and retain 
customers. Furthermore at peak times there are long queues to pay which worsens 
service quality and leads to customer frustration.

COMPETITION
Mymoid, Kuapay, Flashiz and Paymet are other applications for paying by mobile phone. 
There are also other alternative methods such as bank transfers in e-commerce.

OUR SOLUTION
With Swapay businesses can create and manage their campaigns to attract and retain 
customers while they also have a payment system that avoids queues at peak times. 
The big advantage for customers is total coverage as Swapay covers payments online, 
offline (shops, restaurants, taxis, etc.) and between friends.

BUSINESS MODEL
Charge for use (no implementation costs). The business pays a fixed fee per transaction 
(20 cents), a variable fee from 1.5% to 2.5% of the sale, and for any marketing campaigns 
it creates. It will be free for customers up to a certain volume. The most significant cost 
is banking charges.

MARKETING PLAN
We have outsourced the sales force to win large accounts (businesses). For customers 
through social media and promotions (e.g. first use, etc.).

NEED FOR FINANCING AND USE OF FUNDS
We need 200,000 euros, open to equity loan and business angels. The main items: the 
continued development of the apps, talent recruitment (in particular fraud, financial, internal 
salesperson and support staff) and marketing plan (publicity through promotions and 
events). This year we are being financed by an ENISA loan.

2013 2014e 2015e 2016e

Turnover 0.2 65.7 1,314.0 2,190.0

EBITDA -6.0 -34.8 78.7 255.9

Financial need 0 60.0 50.0 40.0

Amounts in thousands of euros

EXIT STRATEGY
Sale to a financial partner (such as banks) or a payments industry company.

Gemma Sarsa

What is the company’s most significant risk and 
how will you tackle it?

Bank charges that eat into our margin. The 
solution is to have accounts in different banks 
to get more competitive prices.

How do you see the company in 5 years’ time?

As one of the main players in most European 
and Latin American countries.

Tell us about the most difficult business or 
personal challenge you have solved

Leaving strategic consulting and undertaking 
this new equity-financed venture.

How would your friends define you as a 
person?

A determined woman with drive, who likes to 
do things well, meticulous. Adaptable.

What is your motto in life?

Learn something every day!

ASK THE ENTREPRENEUR

24 
swaPay
Simplify the way you pay
swapay.com
ICT

SUMMARY
Swapay is an innovative payment system via mobile phone using QR and NFC codes. 
The system benefits both businesses and users: businesses because it includes a plat-
form that retains customers, and users because they can easily, quickly and securely 
pay for all their purchases and also get discounts in their favourite businesses.

TEAM
Staff: a salesperson, a management assistant and the two founders: Jaume Bosch: ex-
CTO at Letsbonus. In charge of the technical side (fulltime). Gemma Sarsa: MBA Esade 
and business consultant. In charge of the strategic side (time commitment: 75%). Seed-
Rocket with mentors: François Derbaix, Jesús Monleón and Miguel Vicente.

CONTACT
Gemma Sarsa
gemma.sarsa@swapay.com
C. Llacuna, 162 
08018 Barcelona
606 122 078

http://www.swapay.com
http://es.linkedin.com/in/jaumebosch
http://es.linkedin.com/in/gemmasarsa
mailto:gemma.sarsa%40swapay.com?subject=
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Company founded: 07/2013
Monthly burn rate: 1
K previously contributed by the team: 30
External K raised so far: 0
Own K to be contributed by the team in 
the next round: 20

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
Connecting publishers (our customers) with tourists (customers) who arrange their own 
trips and have a smartphone by offering them a different way to visit the destination using 
gamification in places selected by the publishers.

COMPETITION
From either an end app (scvgr.com or socialscavenger.com) or a general gamification 
app platform (badgeville.com, gamygame.com).

OUR SOLUTION
We are gaining customers because it is the easiest way to use gamification. It is a lot 
more complicated at scvgr.com and socialscavenger.com. There is no gamification in 
the other “routes” options (minube.com, touristeye.com, etc.)

BUSINESS MODEL
Sale of routes to end consumers net of marketing and publication costs (listing on the 
markets) plus the payment to publishers. At a price of 3 euros per single route we have 
a gross margin of 35%.

MARKETING PLAN
Sales to consumers of publishers’ routes for the most significant destinations (urban). 
Online marketing featuring promotion of our publishers’ content.

NEED FOR FINANCING AND USE OF FUNDS
All construction and sale has been financed with equity. We need 80,000 euros, 
allocating 45% to the online marketing campaign to attract users, plus 25% to 
defray development/play-test costs (25%), plus paying. The rest is to pay the 
project team and develop contract IP. We are looking for equity loans or private 
investors.

2013 2014e 2015e 2016e

Turnover 0 442 1,286 6,930

EBITDA 0 -107 -214 3,930

Financial need 30 80 120 0

Amounts in thousands of euros

EXIT STRATEGY
Sale to a financial partner or a company in the industry (tourism) or publishing.

Carlos Cosials

What is the company’s most significant risk and 
how will you tackle it?

Not being accepted by the market. We are 
switching to address the end consumer and 
become a marketplace.

How do you see the company in 5 years’ time?

As a leader in the application of mobile 
adventures using gamification.

Tell us about the most difficult business or 
personal challenge you have solved

The implementation of the digital mock-up at 
the SEAT Technical Centre. Today it is a 
standard.

How would your friends define you as a 
person?

As a visionary.

What is your motto in life?

Two ears and one mouth, to listen twice as 
much as you speak.

ASK THE ENTREPRENEUR

25 
TuristIQ
Playing the world
turistiq.com
Mobile

SUMMARY
Platform for self-publishing gamified routes (treasure hunts) for tourism amateurs/pro-
fessionals so they can quickly and easily distribute (sell) to their users’ smartphones 
their tourism offering as adventures that are done as treasure hunts. Users compete for 
prizes awarded by the publishers based on the scores of participants, who also share 
with other participants and on the social media of their followers.

TEAM
Carlos Cosials, 100%, Òscar Herencia, 25%, David Tugués, 50%, Ismael Delgado, 
50%. External advisor: Yolanda Tarango.

CONTACT
Carlos Cosials
carlos@fantastiq-transmedia.com
C. Sant Joan de la Salle, 42
08022 Barcelona
696 486 595

http://www.turistiq.com
https://es.linkedin.com/in/carloscosials
http://es.linkedin.com/pub/oscar-herencia-mu�oz/18/848/a4a
http://es.linkedin.com/in/davidtugues
http://es.linkedin.com/in/ismaeldm
mailto:carlos%40fantastiq-transmedia.com?subject=
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Company founded: 05/2012
Monthly burn rate: 26 
K previously contributed by the team: 110
External K raised so far: 315
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
Parking means time, pollution and great expense. Yet Barcelona has more than 170,000 
parking spaces which are used less than 10% of the time. WSP makes it possible to 
leverage and monetise these spaces.

COMPETITION
BePArk, Aparcandgo, parkclick; none of these companies manages car parks internally as 
they do not bring any spaces to the system.

OUR SOLUTION
WSP’s patented solution makes it possible to offer discounts of 60% on as yet underused 
spaces available for drivers who wish to park. The owners and WSP share the revenue 
from these spaces half and half.

BUSINESS MODEL
WSP installs its system in car parks completely free of charge in exchange for sharing 
revenue with their owners half and half.

MARKETING PLAN
We currently have 6,000 users and 35 car parks, attracting users with advertising and 
car parks with individual contacts.

NEED FOR FINANCING AND USE OF FUNDS
We are looking for 500,000 euros mainly for expansion and marketing, with the aim of 
being in two countries in 2015 and four in 2016. We are open to working with both 
private investors and venture capital.

2013 2014e 2015e 2016e

Turnover 129 318 3,154 6,149

EBITDA -120 -219 1,180 3,232

Financial need 0 500 0 0

Amounts in thousands of euros

EXIT STRATEGY
Most likely is an offer from one of the big car park firms to buy the entire company. An 
alternative would be to exit in any future international round. If the company is large 
enough, it may float on the Alternative Stock Market (MAB).

Jaume Mayor

What is the company’s most significant risk and 
how will you tackle it?

Not being able to grow fast enough. We need 
to internationalise the business and leverage 
our advantage.

How do you see the company in 5 years’ time?

A leader in the world of mobility with a wide 
range of products and services available to the 
public.

Tell us about the most difficult business or 
personal challenge you have solved

The change in direction of a technical 
enterprise, as we were when we started out, 
to a market-oriented one.

How would your friends define you as a 
person?

Unquestionably as the most tiresome person in 
the world.

What is your motto in life?

Nothing is impossible.

ASK THE ENTREPRENEUR

26 
WeSmartPark
Low-cost parking 
wesmartpark.com
Environment and cleantech

SUMMARY
WeSmartPark® has been founded to address the problem of finding parking spaces in 
large cities, thus helping to improve their mobility in a sustainable way. Its patented 
smart technology system streamlines urban parking supply and demand management 
to generate revenue for owners and 60% savings for users.

TEAM
Jaume Mayor (CEO), Carles Barnet Esteve (CFO), Cristina Míguez Fernández 
(CMO). Staff: 10. Our shareholders include an investment group (Enertika) which in 
addition to sharing offices provides us with support and mentoring and is a member 
of our board.

CONTACT
Jaume Mayor
jmayor@wesmartpark.com
C. Llacuna, 22, 5è
08005 Barcelona
932 246 023

http://www.wesmartpark.com
http://es.linkedin.com/in/jaumemayoragell/en
http://es.linkedin.com/pub/carles-barnet-esteve/17/5ba/533
http://www.linkedin.com/in/cristinamiguez
mailto:jmayor%40wesmartpark.com?subject=


57  
Back to contents

INFORMATION AND COMMUNICATION TECHNOLOGIES

Company founded: 04/2013
Monthly burn rate: 13.44
K previously contributed by the team: 14
External K raised so far: 76
Own K to be contributed by the team in 
the next round: 0

Amounts in thousands of euros

PROBLEM/OPPORTUNITY
New pet owners lack of knowledge about feeding, growth, education and health 
throughout the life of their pet and the cost of a pet if you do not buy wisely.

COMPETITION
Online market led by Zooplus.com (400 million euros per year) and Tiendanimal (16 
million euros per year). Both focus exclusively on low prices and do not offer any advisory 
services.

OUR SOLUTION
E-commerce business with automated and personalised advice throughout the life of the 
pet based on its species, breed, age, size and other relevant features.

BUSINESS MODEL
Selling products with a profit margin of 11% net of product purchase, shipping and 
logistics costs. Customer acquisition cost less than 30 euros. Customer loyalty of 80%. 
Average order of 50 euros and 10 purchases per year per customer.

MARKETING PLAN
Two strategies: 1) online marketing (SEO, social media, SEM); 2) agreements with 
influencers (breeders, animal shelters) in exchange for a profit margin (breeders) or 
donations (animal shelters).

NEED FOR FINANCING AND USE OF FUNDS
So far we have raised 65,000 euros from ENISA and 11,000 from FF. We need 160,000 
euros to carry out our marketing strategies (growth in Spain and entry into France, Italy, 
Portugal and Germany as of Q4 2014) and continue the technological development of 
our automated advice product. We want to finance this round with investors.

2013 2014e 2015e 2016e

Turnover 6 728 2,550 4,231

EBITDA -16 -9 541 960

Financial need 99 160 0 0

Amounts in thousands of euros

EXIT STRATEGY
Sale to an e-commerce sector company is most likely.

Albert Rodes

What is the company’s most significant risk and 
how will you tackle it?

Persuading users that our advisory service is 
worthwhile. We will address this by 
enthusiastically adapting to their needs.

How do you see the company in 5 years’ time?

As the leaders in Europe in automated 
personalised advice.

Tell us about the most difficult business or 
personal challenge you have solved

Recovering the sales of a company that was 
losing 20% per year by reworking its strategy.

How would your friends define you as a 
person?

Persevering and outgoing.

What is your motto in life?

Effort and quality work bring results.

ASK THE ENTREPRENEUR

27 
Zoogic
The commonsense purchase for your pet 
zoogic.es
ICT

SUMMARY
Zoogic.com is a pet food and accessories e-commerce business which seeks to stand 
out from its competitors by delivering an online advisory service aimed at pet owners 
who adopt or purchase a pet for the first time and do not know which products they 
need for its food and education. 

TEAM
Staff: 3 fulltime employees and 1 working part-time. Joan Manel Diudé (CEO), 
Marina Roca (marketing manager), Albert Rodes (financial manager), Elisenda 
Saperas (product expert vet). 

CONTACT
Albert Rodes
arodes@zoogic.com
C. Silícia, 288, 1r 1a
08013 Barcelona
606 282 605

http://www.zoogic.es
http://es.linkedin.com/in/joanmaneldiude
http://es.linkedin.com/in/marinarocasilvestre
http://es.linkedin.com/in/albertrodes/
mailto:arodes%40zoogic.com?subject=





