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‘We’re only 
getting 
started.” 
With a 
growth 

rate of more than 9,900 per 
cent over the last four years, 
these words from eShopWorld 

chief executive Tommy Kel-
ly, provide a clear indication 
of the ambition and sense of 
purpose that has propelled 
the company to the top of 
this year’s Deloitte Fast 50 
rankings.

A leading name in global 

cross-border e-commerce 
and logistics management, 
eShopWorld offers a modular 
solution that allows retailers to 
sell globally, but feel local to 
cross-border shoppers. 

eShopWorld does this by 
providing a suite of e-com-
merce solutions allowing the 
consumer to see pricing in a 
local currency and to choose 
the payment method most 
convenient for them. The re-
tailer is relieved of manag-
ing foreign transactions and 

developing a global network 
of shipping and delivery part-
ners.

Founded in 2010 by serial 
entrepreneur Kelly, the com-
pany went through several 
iterations before arriving at 
its current offering. In the last 
year alone its staff has dou-
bled, now numbering almost 
70 employees, with offices in 
Dublin, Newry, the Nether-
lands, and New York, in ad-
dition to a number of partners 
around the world.

Kelly credited eShopWorld’s 
popularity among high-pro-
file brands to their ability to 
work seamlessly behind the 
scenes: “We’re very flexible, 
and to a large degree we op-
erate in the background. Our 
competitive advantage comes 
from retailers being able to 
protect and enhance their 
own brand while using our 
product. When you’re dealing 
with some of the most iconic 
brands in the world, what is 
quite often the most important 
thing for them is to be able to 
guarantee their brand expe-
rience.”

Finding eShopWorld’s pur-
pose has meant singling out 
the biggest ‘pain points’ in on-
line retail. Kelly said: “Essen-
tially we help brands – most 
often large, iconic worldwide 
brands – to sell internationally. 
Shoppers want a local shop-
ping experience, for example, 
to pay with their own local 
payment methods. As we 
move towards a true global 
economy, it’s important that 
retailers focus on localising 
every aspect of the shopper 
experience. When a shopper 
is browsing an online store, 
pricing is presented in a fa-
miliar currency, and a guaran-
teed fully delivered cost. This 
means no surprise additional 
costs when the delivery man 
knocks at the door.”

eShopWorld targets and 
eliminates the key challeng-
es for cross-border shoppers 
that often lead to shopping cart 
abandonment: “Being able to 
present them with informa-
tion that’s relevant to them, 
when it matters, can be in-
strumental in whether they 
complete the purchase or 
not. Having the best payment 
methods and delivery options, 
being able to choose in-coun-
try pricing, or whether to pay 
the duty and taxes at the time 
of checkout, and offering lo-
calised return services. It just 
makes for a superior shopping 
experience and ultimately in-
creased conversion rates for 
our retailers,” Kelly said.

eShopWorld focuses on 
retailer key requirements as 
well. Retailers have the option 
to adopt eShopWorld’s mod-
ular structure, which means 
they can sample from a suite 
of different solutions includ-

ing international checkout, 
payments, shipping, returns 
management, and marketing 
insights. 

“Our ability to give retail-
ers the specific solutions they 
need and the data to make 
better business decisions is 
what truly gives them full 
control of the entire customer 
journey,” Kelly said.

Working with approxi-
mately 60 local payments 
methods worldwide gives 
eShopWorld a unique van-
tage point across interna-
tional retail, and the cultural 
differences retailers need to 
consider – which countries 
make the most and least re-
turns, which prefer to pay in 
instalments or favour cash on 
delivery, and what messages 
should be incorporated into 
which country’s advertising.

This is where eShopWorld 
excels – not only do they im-
prove day-to-day functional-
ity and sales, they also provide 
companies with a stream of 
customer feedback and data 
analytics.

“We strive to provide a 
superior local shopping ex-
perience in each country 
we operate in,” Kelly said. 
“We’re supporting around 95 
currencies, and we take on all 
of the fraud risk, the foreign 
exchange risk, the movements 
of the goods, controlling the 
purchase to door experience. 
We’ve developed strategical-
ly located hubs around the 
world for both inbound and 
outbound deliveries.” 

eShopWorld also prides it-
self on being ‘carrier agnostic’: 
they’ll find the best customer 
experience available.

Of course, there are al-
ways challenges, especially 
in fast-growing emerging 
e-commerce markets such 
as India. “You’ve got 30 per 
cent of the population living in 
cities with 60 to 70 per cent of 
the spending power – retailers 
need to get out and reach all 
regions in a country. Through 
our technology and payment 
offerings, coupled with our 
supply chain services – which 
are typically best in-country 

providers – we’re able to offer 
a local buying experience, and 
help retailers penetrate these 
difficult but massive new 
markets,” Kelly said.

eShopWorld keeps abreast 
of developments around the 
world, and is able to inform 
retailers when the time is right 
to move into new markets. 
Online shopping is growing at 
a rapid pace around the world 
and will impact the way re-
tailers engage their customers 
– to think about eShopWorld’s 
next move is to consider the 
future of retail itself. 

China now leads worldwide 
for e-commerce, its market is 
around twice the size of the 
second-largest worldwide, 
which is the US. Kelly referred 
to new insights taken from 
‘Singles’ Day’, the retail hol-
iday on November 11 created 
by Alibaba: “It’s substantially 
bigger than Black Friday, it’s 
the biggest shopping day in 
the world. What we found in-
teresting is that around 10 per 
cent of shoppers are just doing 
it for fun, which indicates to 

me at least that online shop-
ping is starting to emerge as a 
lifestyle choice. That’s really 
powerful for retailers.”

The company is also keep-
ing a focus on India’s rise in 
mobile retail: “There’s very 
little broadband infrastructure 
in India, but while the pene-
tration of mobile is still low, 
they’re still adding around ten 
million users every month. 
You’re looking at around 120 
million or more new users ev-
ery year, which is phenome-
nal growth, and represents a 
huge opportunity for global 
retailers.” 

Though rural locales are ex-
pensive and difficult to reach, 
Kelly talked about futuristic 
methods in trial phase, such 
as Amazon’s delivery drones, 
as having huge potential. But 
he said that they have enough 
on their plates already, deal-
ing with less futuristic de-
livery methods: “For now,  
the organic growth of online 
shopping around the world is 
sufficient to drive our growth 
for quite a long time to come.”

 The online retail solution 
provider has seen 9,900 per 
cent growth over four years

It’s been a year of mile-
stones for Action Point; 
celebrating ten years 
in business, further 
growth and expansion 

into Britain and US, cou-
pled with a move to a new 
HQ with an ultramodern 
network operations centre. 
The independently managed 
company has been providing 
IT services since 2005, with 
a strong focus on Managed 
Services, Infrastructure Solu-
tions and Custom Software 
Development. 

It’s the company’s second 
consecutive year ranking in 
the Deloitte Fast 50, having 
jumped nine places from 
26th to 17th this year. David 
Jeffreys, managing director, 
Action Point, attributes this 
success in part to their ability 
to deliver a holistic technol-
ogy service. 

“Action Point’s depth of 
technical knowledge across 
all technologies found in the 
modern business, from cus-
tom applications right down 
to the physical infrastructure, 
provides us with a unique 
value proposition to the 
customer. There is no need 
to engage multiple parties to 
solve technical problems as 
Action Point has the capabili-

ty to both consult and deliver 
across the board.”

“We work with our clients 
to ensure they are utilising 
technology in a way that al-
lows them to be more pro-
ductive and resilient, with the 
ability to work securely from 
anywhere. We take the time 
to help them think through 
their issues and challenges, 
and tailor an IT solution that 
aligns with their business 
strategy” says Jeffreys.

The company has offices in 
Limerick, Dublin, Cork and 
Los Angeles, and recently 
opened a new London of-

fice. They are a Dell Premier 
Partner, one of three in Ire-
land, and were Dell Partner of 
the year in 2014 and a finalist 
in 2015. 

Another key growth area 
has revolved around the In-
ternet of Things (IoT). This 
buzzword may be new to 
some, but Action Point has 
built custom IoT software 
and smart manufacturing 
solutions for well-known 
organisations such as B+B 
Smartworx, EI Electronics 
and AGA Rangemaster. 

“We are working on a 
number of custom software 

development opportuni-
ties in the UK and the US, 
through local partners and 
with support from Enterprise 
Ireland,” said John Savage, 
technical director, Action 
Point. 

“Distance is a non-issue 
when it comes to delivering 
custom software solutions; 
one of our biggest projects to 
date is a US-based project for 
a metal finishing company 
which finishes metal parts 
for civil and military aviation. 
We are developing an end-to-
end manufacturing planning 
and traceability system for all 
parts right through from in-
take to dispatch” said Savage. 

Said Jeffreys: “Ranking 
in the top 50 is also very 
valuable when it comes to 
attracting skilled employees. 
The accolade recognises the 
capabilities of our team, and 
our commitment to excel-
lence, thus helping attract 
more likeminded individuals 
to play a part in the growth 
trajectory of Action Point.”

For more details on Action 
Point IT services, visit actionpoint.
ie; or software development, visit 
action-point.com. Otherwise, call 
01-5253366

Helping you do what you do, 
all day every day

AWARD WINNER: Action Point

l-r: Ivan O’Connor, Ger O’Mahony, Jonathan Deane, John 
Savage, Cyril Dunworth
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Les Byrne of Asystec has 
an eye on the future: 
“We had a very clear 

vision of what we wanted 
to create – we wanted to be-
come an enterprise player. 
And it’s taken four or five 
years to get to that point, but 
we’re where we want to be 
now. It feels like it’s only the 
start . . . ”

Founded in 2011 by Byrne 
and Brendan McPhillips, the 
data management solutions 
company has grown.  Now 
also under the directorship of 
Aonghus O’Neill, the Asystec 
team is now 30 people strong 
and has grown to encompass 
branches in Dublin, Cork, 
Limerick and Edinburgh 
and ranked in an impressive 
tenth place on this year’s Fast 
50. 

“It started out with just 
two guys, and it’s just been 
organic growth from there” 
said Byrne. “We never had 
investors. We just sold solu-
tions, hired guys, sold a few 
more and kept going.”

Today they work with in-
dustry leaders like VMware, 
SAS, Oracle and EMC to en-
sure the security of some of 
the country’s most valuable 
data assets. 

“There are financial in-
stitutions, lots of the bigger 
pharmaceutical companies, 
large manufacturing compa-
nies . . . Anyone held to very 
high account regarding com-
pliance, people who can’t af-
ford to have any downtime, 
whatsoever.”

Asystec’s work goes far 
beyond storage, Byrne ex-
plained.

“The three emerging areas 
for us would be security, data 
analytics, and software-de-
fined data centres with VM-
ware. Then there’s automated 
processes, cloud-readiness 
and the hybrid cloud, which 
is becoming a lot more pop-

ular and topical.”
But before launching 

headlong into these options, 
Byrne stressed the impor-
tance of a preparation and 
education. Often this starts in 
one of Asystec’s Innovation 
Labs, in which the company 
invested €2 million in 2014, 
creating 20 jobs. 

The process begins with a 
two- or three-day workshop, 
drawing on a network of data 
scientists to refine and trial a 
data set for six to eight weeks 
to find a client’s problem 
areas and how they can be 
improved. 

“It’s a chance for clients to 
put a toe in the water, and for 
us to talk them through data 
analytics. We’ve done quite 
a few, and the results have 
been very positive.”

For clients, the labs are of-
ten a step towards full-blown 
IT transformation, guiding 
them away from on-prem-
ise data storage and towards 
a full cloud or hybrid cloud 
alternative which will help 
them put their data to bet-
ter use. 

Asystec help clients derive 
the most value possible from 
the switch over. “We do labs 
around helping organisations 
to become cloud-ready – it’s 

all part of that journey, taking 
them from an on-premises 
solution to a cloud solution 
and helping them develop a 
converged infrastructure.”

Ultimately, Asystec’ pride 
themselves on delivering the 
highest quality of service. Its 
strength lies in its employees.

Byrne said: “We hire ex-
ceptionally good people and 
we look after them very well, 
and they look after our cus-
tomers very well. To deal 
with the kind of people we 
deal with – very large organ-
isations with highly skilled 
employees – you have to 
hire people who are even 
above that level. Everyone 
has bought into what we do 
here, completely, and we’ve 
kept that hungry start-up 
mentality.”

It’s a constantly evolving 
landscape, but self-belief 
keeps Asystec ready for 
change: “We just kind of see 
it as our time.”

Contact details:  
www.asystec.ie; 1800 844 321

Team work turns data solutions 
firm into major player

award winner: asystec

L- R  Aonghus O’Neill (Director) Claire Kenny, Mike Spillane, 
Richard Joyce, Matthew A. R.  Sherian

The sky is the limit for eShopWorld

Tommy Kelly, 

chief executive, 

eShopWorld



‘In many ways it’s still 
off in the future.” 
Asked about the 
Internet of Things 
(IoT), Paul Sallomi’s 

response draws on present day 
tech as well as ideas yet to be 
made real. 

“You start with technology 
enabling the art of the possible 
– in this case the continuing 
fall in the cost of computer 
power, the falling cost of data 
storage, and then the ubiquity 
of bandwidth and the rise of 
mobility.” 

Vice chairman and global 
technology, media and tele-
communications leader for 
Deloitte LLP, and keynote 
speaker at the Deloitte Fast 
50 awards, Sallomi helps busi-
nesses address the emergence 
of new technologies and keep 
pace with the radical change 
they present. 

Key among these innova-
tions is the Internet of Things, 
already in use in ‘smart’ 
buildings, objects and ser-
vices worldwide: “When 
you continue that to the ac-
tual components, you have 
the ability to embed pretty 
powerful computing power 
into sensors. You can almost 
lighten up any so called ‘dark 
asset’, which can now be con-
nected.” 

Transformation is a key 
theme in Sallomi’s work – 
both digital transformation, 
and that of business mod-
els: “All companies struggle 
with real transformation,” he 
admitted. “Especially when 
companies are publicly traded 
and are accountable to their 
shareholders. To fundamen-
tally transform takes effort, 

time, focus, rigour, discipline 
and leadership.”

The other issue is that this 
change should be holistic, re-
quiring alignment and collab-
oration to affect every aspect 
of how the business evolves. 
Ideally this starts from the top 
down: “It’s not just the IT de-
partment saying ‘this is what 
we’re going to do’. It takes HR, 
salesforce, finance, tax. It takes 
the business leaders them-
selves, and overall strategic 
thinking.” 

Sallomi advocates a toe-in-
the-water approach at first, 
with companies taking small, 
specific and logical steps rath-
er than making a commitment 
to IoT all at once. 

“It helps enterprises be-
come more comfortable 
with how technology can be 
used. It can help them make a 
contained investment, which 
can be implemented relatively 
quickly, without requiring an 
overall transformation.” 

In many cases what seems 
like radical change can inte-
grate with and improve the 
existing product: it’s not so 
much about changing what 
you do, as how you do it. 
Sallomi gave the example of 
GE’s new direction: “I saw an 
advertisement on US televi-
sion last week, and the tagline 
was ‘GE: The digital company. 
That’s also an industrial com-
pany’. That’s pretty dramatic, 
isn’t it?” 

Sallomi wins companies 
over to innovation by stressing 
the specific ways that IoT can 
work for them, collecting and 
analysing the data it gathers to 
constantly improve their out-
put. “We talk them through a 

business framework, just like 
any other business develop-
ment decision. We don’t tell 
companies that they need to 
rush to implement it just be-
cause all of this technology is 
there. First they need to figure 
out what problems they want 
to solve, and then drill down 
through layers, to get at what 
the root causes are before they 
invest in and implement a 
solution.”

This begins in discussions 
at a senior level. For example, 
if the issue is with customer 
retention, Sallomi suggested 
following a trail back to the 
product itself to target its 
shortcomings.

“They might need more ho-
listic relationships with their 
customers, relationships that 
transcend the purchase. Then 
you need to drill down further 
– maybe you find out that the 
responsiveness from the call 
centre isn’t as timely as they’d 
like. Or maybe you find certain 
kinds of products are more 
likely to break. And maybe 
there’s an IoT solution that you 
could build into that product 
that would help you predict 
when those sort of problems 
are going to occur, and how to 
fix them. And then suddenly – 
lo and behold – from a discus-
sion that addresses a problem 
with customer retention, you 
might find you have an IoT 
solution that can solve it.” 

The Internet of Things is not 
so much about automation as 
about balancing resources be-
tween machines and humans, 
with each role complement-
ing the other. Sallomi said: 
“At its source, it’s an analyt-
ical process, and a strategic 

process. But it’s no different 
from any other framework for 
solving problems, it just has 
really rich possibilities that 
five years ago weren’t prac-
ticable or affordable.” 

This translates especially to 
sensor-enabled systems and 
areas like predictive mainte-
nance: machines which mon-
itor themselves, and alert their 
owners when they run into 
problems. 

“If you think about sensors 
that can monitor the perfor-
mance of equipment on an 
assembly line, in contrast to 
in the old days when you had 
to know when a scheduled 
maintenance was to occur and 
only found out if the machine 
went down, now you have 

sensors that can predict when 
a machine is going to break 
before it happens. You can 
service the machine without 
losing assembly line time, so 
you get much more efficiency 
out of it.” 

This innovation isn’t just for 
industrial use: Sallomi sees 
machines in the home ben-
efiting from similar methods. 

“The machine can start 
making design decisions, in-
forming the future of devel-
opment. Take for instance the 
functions on a smart washing 
machine. 

“The manufacturer will get 
feedback constantly on what 
is being used. Maybe then 
they’ll start to consider what 
features they need and don’t 

need, and they can redesign 
it.”

But exponential change 
can seem intimidating: in-
stitutions in particular have 
been slow to change, though 
Sallomi noted a rising tide of 
strategic discussion. “I think 
more and more enterprises 
are at least thinking about 
the technologies themselves, 
how they might be beneficial 
for their businesses, and how 
they might implement. Af-
ter that strategic phase, we’ll 
move on to seeing implemen-
tation.”

Sallomi also sees great 
promise in ‘smart cities’, 
where sensors monitor and 
improve issues like security, 
parking, congestion, lighting 

and utilities. “There are very 
few barriers to the technol-
ogies themselves – it’s re-
ally about focusing on what 
the value proposition is and 
how, as a municipality, do we 
plan for the future? Change 
is difficult to achieve, but the 
promise is real, the value is 
real, and the journey to imple-
mentation takes time.”

For those who dare take the 
steps forward, the rewards are 
great: “If you take, for instance, 
manufacturing, large-scale 
manufacturing and large-
scale distribution,” Sallomi 
noted, “the earliest adoptions 
were there. And what’s really 
fascinating is we’re seeing a 
move away from what used 
to be a simple transaction – 

with the customer purchasing 
a machine – evolving towards 
a mix of product and prod-
uct-as-service. That chang-
es the business model of the 
company – when you start to 
commingle a service with a 
product, everything about an 
enterprise starts to change.”

In some cases the sale of the 
product can even disappear 
to become totally a service. 
IoT-enabled companies will 
demand different marketing, 
a differently-trained sales-
force, different accounting 
systems and different taxa-
tion and revenue recognition: 
“Everything changes through 
the business model. And we’re 
actually seeing this happen-
ing, already.”

Vice chairman of Deloitte, Paul Sallomi, says 
the emergence of the Internet of Things will 
offer unlimited opportunities for the way 
companies produce and sell their products

Operating in the 
‘regtech’ (regu-
latory technol-
ogy) space, Vi-
zor licenses its 

software platform to central 
banks, financial regulators 
and tax authorities in more 
than 30 countries around the 
world.  

“Our aim is to help finan-
cial regulators safeguard their 
economies and prevent future 
recessions. We give them the 
tools to gather information 
and gain valuable insights 
into the current and future 
state of financial institutions 
and the wider financial sys-
tem,” joint chief executive 
Ross Kelly explains. 

Vizor employs 80 people 
across three offices in Dub-
lin, Dubai and Ottawa and its 
turnover has grown at an av-
erage rate of 140 per cent per 
annum since Conor Crowley 
and Kelly became joint chief 
executives in 2011. Turnover 
is expected to exceed €14 
million in 2015.

“We were very pleasantly 
surprised when we found out 
that we ranked number four 
in this year’s Deloitte Tech-
nology Fast 50,” said Kelly. 
“We’ve have been really fo-
cussed over the last couple 
of years on delivering against 
the business we have been 
winning. We didn’t really 
have awards in mind but one 
of our managers heard about 
the Deloitte programme and 
suggested we apply. It was 
very exciting to get ranked 
so highly on the night of the 
awards – we honestly didn’t 
expect it.”

Kelly and Crowley joined 
Vizor as junior founders in 
2001, straight after graduat-
ing from Trinity College with 
degrees in management sci-
ence and computer science 
respectively. “We started out 
as the engineers in the busi-
ness, designing the software. 

In the beginning we didn’t 
know that much about the 
business of financial regula-
tion, we were very much the 
techies,” said Kelly.  

Kelly and Crowley became 
joint chief executives in 2011. 
“It was a bit of a poisoned 
chalice at that time. The com-
pany had been floundering 
for a number of years and 
appointing us as chief ex-
ecutives was very much a 
last throw of the dice for the 
investors. We had designed 
what we thought was a 
wonderful product but had 
no customers for it. We were 
down to a handful of staff and 
no revenue.”

How did they turn it 
around? “A lot of entrepre-
neurs will say they had to 
‘pivot’ their product to make 
the company succeed. In our 
case, Conor and I had to pivot 
ourselves – we had to turn 
ourselves from engineers into 
salesmen.”

The breakthrough came in 
late 2011 when Vizor won a 
major deal with the Cana-
dian Central Bank – highly 
regarded globally for their 
management of the Canadian 
economy through the global 
economic downturn. “This 
win changed everything for 
us – our product was sud-
denly being used by the most 
respected financial regulator 
in the world at that time. We 
put everything we had into 
winning that business, and it 
paid off. Since then our busi-
ness has been growing at a 
rate of knots and it doesn’t 
show any signs of abating.”

This year, Vizor has seen its 
software go live with some of 
the most prestigious central 
banks in the world, includ-
ing the Bank of England and 
the Saudi Arabian Monetary 
Agency. In addition, the com-
pany has introduced a new 
product for tax authorities 
to enable FATCA and AEOI 

compliance. Introduced in 
late 2014, the product (based 
again on Vizor’s proprietary 
technology) has already been 
implemented with the Inland 
Revenue of New Zealand and 
the Cayman Islands Tax Au-
thority among others.

“We’re very excited about 
the FATCA and AEOI prod-
ucts, which enables tax au-
thorities collect information 
about high net worth individ-
uals with off-shore bank ac-
counts, with a view to rooting 
out this form of tax evasion,” 
Kelly said. “As with helping 
central banks and financial 
regulators supervise financial 
institutions to prevent eco-
nomic collapse and protect 
consumers, we really believe 

our software is making a dif-
ference. In addition to believ-
ing in it, it is also helpful that 
the world has changed since 
2008 and the business of fi-
nancial supervision is very 
much centre stage now.”

What challenges does the 
business face? “I think any 
business growing at our rate 
will have challenges, but 
mostly they are the standard 
‘good’ problems to have – the 
problems that arise when a 
business is failing are far 
worse. Specifically to our 
business, however, we face 
a unique challenge in that we 
tend to have one, or maybe 
two, clients per country. Al-
most every project involves 
entering a new country and 

our business model needs to 
account for this. Consider-
ations before taking on a new 
project will include logistics, 
resourcing the on-site team, 
client culture, client maturity 
and capability, infrastructure 
within the country – the list 
goes on. This is probably the 
biggest challenge in our busi-
ness.”

“I think being Irish really 
helps in this regard,” Kelly 
adds. “It’s a cliché but true 
nonetheless – everyone loves 
the Irish. And it is also gener-
ally true that if the personal 
relationship with the client 
is good then everything else 
follows. I believe being Irish 
really helps us deliver inter-
nationally the way we do. 

We have always delivered 
great systems regardless of 
the challenges we have faced. 
The most important factors in 
our success, however, are our 
technology, which is written 
here in Dublin, and our won-
derful team.”

What sort of person makes 
a good Vizor employee? “Well, 
we look for two kinds of peo-
ple as there are effectively two 

functions within Vizor – R&D 
and implementation services. 
On the R&D side we are look-
ing for very strong software 
engineers who are actively 
interested in learning about 
new technologies and are also 
interested in the challenges 
associated with transmitting, 
processing, manipulating and 
storing very complex data. 
Vizor is at the cutting edge of 
that. On the implementation 
services side, the key thing we 
look for is consultants that are 
really excited by the idea of 
going and living in an exotic 
location for six months as part 
of an implementation team. 
A love of travel and culture 
is key in this role. For exam-
ple, our 2015 employee of the 
year award winner spent the 
preceding 12 months living in 
Botswana, London and Dubai 
with only a couple of weeks 
spent in Ireland.”

What does the future hold? 
“We continue to do a lot of 
R&D,” Kelly said. In the area 
of financial regulation, we are 
very interested in the nascent 
discipline of bank stress test-
ing, which at this time only a 
handful of regulators are ca-
pable of executing. Our vision 
for the future is to offer an out 
of the box stress testing pack-
age that an emerging market 
regulator can implement in a 
short time frame and stress 
test its banks to the same level 
as one of the top tier regula-
tors. We feel something like 
this would have an impact 
on global economic stability, 
which would be very excit-
ing. Of course we are not sure 
right now if such a product 
is viable, but that is the fun 
of R&D.”

For more information, visit     
vizorsoftware.com or email:  
info@vizorsoftware.com

Vizor leading the regulatory technology charge
award winner: Vizor

Joint CEO Ross Kelly accepts the 4th of 50 Deloitte Technology Fast 50 Award from David Crawford on behalf of Vizor Software

Irish ‘regtech’ firm employs  
80 people across offices in 
Dublin, Dubai and Ottowa

We were very 
pleasantly 
surprised when 
we found out 
that we ranked 
number four in 
this year’s  
Deloitte 
Technology  
Fast 50
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Dreaming of the Internet of Things

Paul Sallomi: ‘There are 

very few barriers to the 

technologies themselves’



For its 16th year, 
Deloitte’s Fast 50 
Awards has gone 
through a few 
changes. The terms 

for applying were made more 
lenient – businesses need to 
have been established for at 
least four years, now, rath-
er than five – and five new 
MNC Patron Awards have been 
added, awarded in associa-
tion with some of the best-
known tech multinationals 

in the country.
If there was theme for this 

year’s awards, it was the forg-
ing of connections between 
these multinationals and the 
indigenous tech industry, with 
each of the new awards bring-
ing together an MNC and one 
of the best and brightest in 
homegrown tech. 

“It’s probably never been a 
better time for Irish indige-
nous companies to scale and 
expand, and to draw on the 

international talent pool com-
ing here,” said Joan O’Connor, 
a senior international tax part-
ner at Deloitte. 

O’Connor noted a huge in-
crease in the number of peo-
ple applying to the Fast 50 
this year, and a high standard 
among all applicants. 

“There’s always been a great 
deal of potential in Ireland’s 
indigenous industry, looking 
at the whole island of Ireland. 
We have 200 of the largest tech 
multinationals present here, 
mostly between Dublin and 
Galway, and probably around 
2,000 tech start-ups.” 

O’Connor hopes to see the 
Fast 50 develop further along-
side the Irish tech scene. “The 
potential for us to grow this 
programme is huge,” she said.

Deloitte view the pro-
gramme as strengthening 
connections and knowledge 
transfer between MNCs and 
indigenous enterprise, as well 

as anchoring Deloitte’s own 
place in the Irish tech eco-
system. 

“We see that as really im-
portant,” O’Connor said. “We 
have a huge tech consulting 
practice at Deloitte, alongside 
our traditional practice. I see 
us as facilitating the objectives 
of both parties, and driving 
interaction between the two.”

The government’s increas-
ing recognition of Irish tech 
is something Deloitte would 
like to align with, too. The 
climate for start-ups has im-
proved significantly since the 
awards were founded 16 years 
ago. “There’s always been a 
recognition that tech industry, 
and the development of indig-
enous tech industry, is good for 
the country. But I think there’s 
much more of a focus on it 
now from a government per-
spective, and we’re seeing the 
results of that come through 
this year in the programme.” 

O’Connor is especially 
passionate about connect-
ing multinationals with local 
talent: “I think traditionally 
Ireland has almost been a silo 
system, with multinationals 
operating their own IP and 
their own workforce, though 
there’s been a little spillover 
with employees leaving mul-
tinationals and going on to 
found their own companies. 

“But globally, in the last few 
years, the trend has been for 
multinationals to innovate 
through buying up smaller 
businesses and leaving them 
intact, so the teams and the 
innovation and energy are left 
intact.”

The five additional Fast 50 
awards function as a kind 
of matchmaking exercise. “I 
thought there would be in-
terest from indigenous busi-
nesses to get to know multi-
nationals, and then from the 
multinationals to see what’s 
out there,” O’Connor said. 

“With each award we 
thought very carefully about 
them, and tried to match the 
multinational with right type 
of title. It’s the first time we’ve 
done this, but I think it’s al-
ready very clear that many 
of the multinationals are al-
ready focused on the idea. It’s 
part of driving their business 
internationally and staying 
innovative, and clearly from 
the point of view of the Irish 
indigenous companies, any 
form of collaboration is good 
for them too.”

The changes made to the 
programme are small but 
crucial, when even a year is 
a long time in internet years. 
O’Connor agreed: “It’s an aw-
fully long time – even for the 
major multinationals, the life 
of their IP might only be three 
years.” 

This year sees an eclectic 
winner’s list: “Some compa-
nies on the list have 400 staff, 
which is huge by anyone’s 
estimation, while others are 
much smaller. There’s a whole 
variety of trends, companies 
in the financial services, on 
the product side of things, 
some doing web-based solu-
tions and R&D . . . ” 

The Rising Star awards gave 
the programme further diver-
sity still: given to companies 
between three and four years 
old, the two awards afford 
newer companies a chance 
at recognition. 

The main competition, too, 
saw a boom in newer, younger 
applicants: “There are com-
panies who have been on the 
list for five or ten years, both 
from Northern Ireland and the 
south. But unfortunately with 
all the new entrants this year 
–26 to be exact – a couple of 
veterans fell off the page.” 

For O’Connor, this is the 
perfect time for Irish start-

ups – there’s enough history 
and established ‘scenes’ both 
North and south to fall back 
on for support, while multi-
nationals are quick to see the 
potential in new additions to 
the scene. 

“Because of the very buoy-
ant and hot M&A sector for 
tech companies we’re see-
ing, and the fact that there’s 

a strong infrastructure of 
people who are a long time 
in the industry, we’re seeing 
more companies. This number 
matches global developments. 

“And the other factor that’s 
coming into play is that com-
panies are being chased by 
purchasers – much bigger 
purchasers – and obviously 
they want to sell and cash-
in, partially or wholly. That’s 
driving interest, and can only 
be good for the sector.”

But it’s rarely easy, especial-
ly in the early days of a start-
up: “For Irish companies the 
early stages can be difficult. 
It’s quite tricky, obviously, to 
access funding. But the poten-
tial to create really great IP is 
much more realisable these 
days, especially given the po-
tential to scale and expand, or 
cash-in partly or completely. 

“It’s great to see so many 
young companies in Ireland. 
If you think about the devel-
opment of apps for the iPhone, 
for instance, most of that work 
was done by really young 
companies working globally.”

On Deloitte’s side, offering 
companies guidance in this 
rapidly evolving landscape 
demands a combination of 
traditional and untraditional 
approach. 

“There’s a certain amount of 

advice every business needs: 
up to a point every business 
is governed by the same reg-
ulations. The ways we do busi-
ness and how we regulate it, 
broadly, hasn’t changed, and 
they require the same advice 
on things like auditing, tax and 
value of returns as we gave 
people ten years ago,” O’Con-
nor explained. 

“But then there’s the whole 
business of how they go to 
market, and how they interact 
with their supply chain and 
customers. It’s a combination 
of different advice relating to 
delivery, and then some as-
pects of businesses which are 
very local to the community.”

One thing is assured: the 
impact of digital on Irish 
businesses, and the change 
it has brought about, cannot 
be ignored. 

And there is further disrup-
tion yet to come, O’Connor 
said. “I can’t say I’ve seen any 
company that doesn’t recog-
nise how digital will impact 
on them, now and in the next 
five to ten years. I think in that 
sense it’s just transformation 
across all industries. It’s going 
to disrupt the way we work, 
the supply chain, the careers 
we need, the availability of 
jobs. The social implications 
will be vast.”

Ireland forges 
ahead in tech
The growth of the Irish tech 
scene, thanks to established 
multinationals as well as 
indigenous start-ups, has 
seen Deloitte’s Fast 50 
Awards grow in scale and 
scope

Front row left to right: Share Doran, Jason McLaughlin, Sibel Hambar, Cian 
Prendergast, David Brophy, Leona McEvoy, Ryan Ging.
Back row left to right: Charlie Carroll, Bryan Fitzpatrick, John Pritchard, 
James Moran, Chris Nutt.

AWARD WINNER: Ortus
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Valentia Technol-
ogies’ products 
might just help 
save your life 
one day. The 

company, which provides 
software solutions and ser-
vices for healthcare outside 
of hospital, operates in Ire-
land, Britain, Belgium, New 
Zealand, South Africa, Aus-
tralia, Pakistan, Qatar and 
the United Arab Emirates.

Barry Johns, chairman of 
Valentia Technologies, said 
“The landscape has really 
changed and developed in 
the 11 years that Valentia 
has been operational, cul-
minating in the award last 
Friday.” Valentia Technol-
ogies ranked an impressive 
8th on Deloitte’s Fast 50 list 
for 2015, and what’s inter-
esting is that much of their 
dramatic growth has been 
relatively recent. “This last 
two years has seen phenom-
enal growth for Valentia, in 
particular overseas in New 
Zealand, South Africa and 
the Middle East.”

Valentia specialises in 
supplying solutions for 
emergency medical care, 
urgent care, community 
healthcare, supported liv-
ing and enterprise solutions 
for healthcare providers. “At 
present, we are actively pro-
moting five major products,” 
said Johns, “but there is a 
whole suite of sub-systems 
which some clients choose 
to take and some don’t. We 
have a very flexible ap-
proach to providing an in-
tegrated service”.

He credits the compa-
ny’s success to multiple 
factors: “We have a superb 
multi-discipline, highly mo-
tivated and committed team 
which is the cornerstone of 
our business. Couple this 
with an excellent product 
suite, consultancy service 
and flexibility in responding 
to the ever-changing face 
of healthcare in our chosen 
geographies. Lady Luck has 
also been kind – we entered 
New Zealand and South 
Africa at the best possible 
times when shifting health 
policy in both countries en-
abled us to make our mark.”

This year has seen a series 
of landmark successes for 
Valentia leading up to their 
Fast 50 triumph. In Octo-
ber, hospitals in St John, New 
Zealand began the roll-out of 
their CareMonX ePRF Suite 
software to what will be 
over 600 ambulances, one 

of their largest implementa-
tions worldwide. Meanwhile 
in June this year Valentia’s 
Spectrum suite was chosen 
by New Zealand’s Home-
care Medical as the core CRM 
system for a national tele-
health service. “This really is 
a significant achievement,” 
said Johns. 

Next, while Valentia re-
mains committed to ser-
vicing and leveraging their 
existing client base, it is in-
tent on expanding both its 
domestic and international 
presence so that more health 
organisations might benefit 
from the innovative prod-
ucts offered by the company. 
Originally the majority of 
its business came from Ire-
land with international sales 
coming second, but that sit-
uation has changed of late. 
“It’s completely reversed 
itself now,” said Johns. “80 
per cent of our income now 
comes from overseas clients, 
and 20 per cent from Ire-
land,” said Johns.

“Naturally, we will con-
tinue to pursue internation-
al opportunities. However, 
we feel we have unfinished 
business in Ireland. We have 
seen first-hand the very real 
benefits of our software to 
health organisations (both 
public and private) in Ire-
land and other countries. As 
an Irish company, we would 
love the opportunity to do 
more in Ireland. It is com-
mon knowledge that the 

health system in Ireland is 
under constant and varied 
pressure. We believe that our 
range of products can allevi-
ate some of these pressures. 
Our integrated suite of appli-
cations enables new models 
of joined-up converged care 
that address many of the 
mounting challenges fac-
ing healthcare today: rising 
demand, escalating costs, 
improving quality outcomes 
and accountability. We are 
ready and willing to facil-
itate greater efficiency, ac-
countability and effective-
ness within the Irish health 
system,” said Johns.

“The future is extremely 
bright for Valentia. Health-
care providers are now 
compelled to save more and 
more money while ensuring 
greater accountability. We 
see investment in world-
class software, of the kind 
offered by Valentia, as key 
to achieving this.” 

But the greatest argument 
in favour of Valentia’s tech-
nology is that it makes a 
tangible difference – each 
implementation is a chance 
for them to change people’s 
lives. “I firmly believe that 
software makes a critical 
difference in the care of 
patients. Patients are at the 
core of everything we do – 
we take pride in the fact that 
our products are being used 
to help people.”

For more visit  
www.valentiatech.com

The world 
is Valentia 
Technologies’ 
oyster

award winner: Valentia Technologies

Data at the speed of life!

The potential 
to create  
great IP is 
much more 
realisable 
these days, 
especially 
given the 
potential to 
scale and 
expand

Joan O’Connor, senior international 

tax partner at Deloitte



‘One thing we 
really try to 
emphasise 
is that user 
experience 

can be even more important 
than functionality. If you can 
take the customer on a jour-
ney, then that’s more than half 
the battle . . . ” 

Mark McCann is director 
of Flint Studios, which cre-
ates bespoke web design and 
development and which has 
just scooped a Rising Star 
award reserved for compa-
nies too young to qualify for 
the Deloitte Fast 50, but which 
have experienced phenome-
nal growth. Fusing creativity 
and coding, it was founded in 
2011, and has since grown to 
a team of 20. 

Communication is key to its 

work, and keeping the team 
small means that back-end 
and front-end developers 
can seamlessly integrate their 
services. McCann explained, 
“We’re all pretty much in the 
same room together, in an 
open-plan office. We used 
to be split across three rooms 
and it was really telling that 
the knowledge wasn’t being 
shared properly. Now it’s bet-
ter, there are people to bounce 
ideas off.”

Browser standardisation has 
raised the bar for UX design in 
recent years, a challenge Flint 
Studios is happy to rise to: “We 
go for a cross-platform ap-
proach – there’s the old adage 
that people will check some-
thing on their desktop at work, 
review it on their phone on the 
way home and then complete 

the transaction on their tab-
let sitting on their sofa. So we 
work on that journey – you 
never know how the user will 
access your services next.”

Clients, too, are waking up 
to the possibilities of good UX 
and are more open to change: 
“What we’ve noticed is that 
customers are starting to ap-
preciate the front end of our 
work more. They’re starting 
to understand it as an art in 
itself, and once it’s explained 
properly they’re completely 
on board.” 

McCann sees people return-
ing after back-end develop-
ment work, asking for their 
UX to be overhauled next.

Operating from Belfast, 
Flint Studios is placed within 
a tech ecosystem which has 
gone from barely visible to 

thriving in the last decade, 
with its own hacker-spaces, 
meet-ups and tech advocates 
as well as the Northern Ireland 
Science Park. 

McCann said: “There’s a 
great tech scene in the North 
– one that I think is going to 
be booming very soon. We see 
ourselves as a big part of that.” 

The firm places an empha-
sis on delivering high-quality 
code with services to match, 
maintaining a diverse mix of 
clients, some who have been 
with them since the company 
was founded. 

“We have public sector, pri-
vate sector, property manage-
ment, insurance companies, 
charities . . . the good thing 
about UX is that it’s transfer-
able into all markets and is 
applicable to everyone. That, 
coupled with very strong 
back-end systems develop-
ment, is what really brings a 
project to life.”

Improving UX might seem 
a skin-deep solution for busi-
nesses, but what seem like 
superficial changes can drive 
real profit: “We get companies 
who end up saving money, the 
more of their business they 
move online. Even with their 
employees, they don’t want 
to use old systems. They want 
access to data there and then – 
no one’s going to hang around 
and wait for it.” 

For many clients this proves 
to be transformative: “Chang-
ing the front end of a site im-
proves the overall flow and the 
collection of data, and busi-
nesses see benefits from that.”

Web design company 
proves a Rising Star

Agile Networks 
(Agile) has 
come a long way 
in four years 
from start-up to 

being Ireland’s largest inde-
pendent network integrator. 
The firm was founded with a 
very clear vision – to set new 
standards in IT networks.  

“The key to our success is 
very simple,” said MD Dar-
ragh Richardson. “We have 
built our company around 
attracting the best network 
engineers in Ireland. Our 
unique operational model, 
Focal Engineering, gives our 
customers direct access to 
these engineers and allows 
them build a network cus-
tomised to their business 
needs.”

The strategy has clearly 
worked – with more than 
100 blue chip clients across 
1,400 sites Agile is supporting 
1.8 million end users every 
single day. While the com-
pany has shown impressive 
growth and built a strong 
balance sheet, the most im-
portant metric it measures is 
customer satisfaction. 

“Every year we com-
mission a postgrad student 
from UCD to undertake an 
independent survey of our 
clients,” explained Richard-
son. “This year’s results are 
our strongest yet. On all our 
key metrics – engineer ex-
pertise, support teams, proj-
ect management – 100 per 
cent of our customers rated 
us either excellent or very 
good. And most importantly, 
94 per cent would definitely 
recommend us to others.”

These foundations have al-
lowed Agile to build strong 
partnerships with leading in-
ternational vendors. Through 
investment in training, labs, 
and spares holdings, the firm 
now holds the highest level 
of accreditation for firms 
such as Juniper, Aruba, F5, 
Palo Alto and Extreme Net-
works. Complimenting this 
are mainstream partnerships 

with IBM and Cisco, allow-
ing Agile to tailor solutions 
to each client requirement.

An impressive client list 
includes household names 
like Amazon, Microsoft, 
Three and 16 of the top 25 
ISPs in Ireland. Within fi-
nancial services Agile clients 
process some €28 billion of 
annual payments, manage 
$12 billion of assets and ac-
count for over 50 per cent of 
all online banking. Equally 
impressive public sector cli-
ents include HEAnet (con-
necting 360,000 post-pri-

mary students) as well as 
universities, hospitals, and 
several central government 
departments. 

What connects this diverse 
range of clients? Firstly they 
are all very network centric 
– downtime is simply not an 
option for their employees, 
customers, or partners. Sec-

ondly, they typically have a 
mix of legacy networks and 
need to migrate their systems 
without being forced into a 
forklift upgrade. Finally they 
need technical expertise to 
enhance their internal skills 
– essentially they want en-
gineers who they see as an 
extension of their team and 
allow them complete project 
on time, in scope, and under 
budget.

Aside from strong cus-
tomer feedback, Agile has 
also been recognised with 
some 17 awards in the past 
three years. These include 
international awards such as 
National Champion for three 
years in the European Busi-
ness Awards, and national 
awards including Deloitte, 
Bank of Ireland, SFA, and EY 
Entrepreneur of the Year. Fi-
nally, within technology the 
firm has won vendor awards 
from both Juniper and Cisco, 
as well as three awards from 
the ICT/Tech Excellence 
Awards.

“Awards are a great vali-
dation of our model,” Rich-
ardson said. “The key to our 
success is customising what 
we do to each client need. 
Most of our competitors 
are trapped in a model that 
forces standardisation and 
frustrates customers. Whilst 
90 per cent of what we do 
is fairly common across all 
our clients, it is that final 10 
per cent which makes all the 
difference. It does force us 
to be flexible, but given our 
company name there’s no 
excuse for being hidebound 
by tradition.”

For more information, visit 
www.agilenetworks.ie or  

email: agile@agilenetworks.ie

Agile by name, agile 
by nature

award winner: agile networks (agile)

Darragh Richardson, managing director, Agile Networks

Ortus rises to the challenge
IT and cloud management 
company Ortus offers a 
dramatic guarantee: 99.9 
per cent uptime or your 
money back, along with 
free support and training. 
For businesses making 
their first steps to cloud 
usage it’s an offer that’s 
hard to refuse, and Ortus’ 
extraordinary growth has 
led to a Rising Star award 
from Deloitte this year. 

Commercial director 
Cian Prendergast worked 
with the cloud before it 
had a name – he even re-
members writing patches 
for the Y2K bug. 

“Before the cloud, it 
wasn’t called anything: 
that’s why it was so hard 
to sell. People did have 
multi-site IT, and if they 
could find a building that 
had good internet access 
they might decide to store 
their data there. Eventual-
ly, they’d start storing data 
for other people too. And 

then, all of a sudden, regu-
lations came in . . .”

Today, Ortus has offices 
in Dublin and Portlaoise, 
and has partnered with 
Microsoft to offer ‘military 
grade’ 128-bit encryp-
tion. “No one with 128-bit 
encryption is going to 
get hacked,” Prendergast 
explained, joking: “Not 
unless they’re the Russian 
government or some-
thing.”

The Microsoft partner-
ship also gives customers 
peace of mind, and clients 
are able to liaise with Mi-
crosoft themselves and 
bypass Ortus completely if 
they choose to. 

“They can leave us at 
any stage, or go to them 
or choose a new partner,” 
said Prendergast. “For a lot 
of companies, the philoso-
phy is to trap the customer. 
But I think one of the rea-
sons people are so fast to 
move to us is that we don’t 

do that.” 
Customers have a ten-

dency to rush into cloud 
usage without taking the 
time to put an infrastruc-
ture in place, something 
Prendergast stressed the 
importance of. 

“What we’re doing now 
is what most companies 
will be doing in a year,” he 
said. 

“For us, if the infrastruc-
ture isn’t in place linking 
to the cloud, then none of 
it will work. If your broad-
band goes down, then 
another one automatically 
kicks in. If there’s an in-
truder alert on your fire-
wall, it’ll send us an alert. 
That’s the kind of thing we 
do to ensure our sites are 
secure.”

Another major perk to 
using Ortus’ services is 
the unlimited support and 
training it offers, including 
the promise that it’ll send 
over help if any problem 

occurs more than twice 
for a particular customer. 
It hasn’t lost a customer to 
date, apart from one who 
left to start their own com-
pany, and another who 
was asked to sign with one 
of their own clients.

For Ortus, success can 
be put down to human 
as well as technical ex-
cellence. Prendergast ex-
plained: “We hire people 
who, as well as being the 
typical ‘IT guy’, have the 
patience in their personal-
ity to sit down with clients 
and go through the prob-
lem. People like us not just 
because we’re good, but 
because we take the time 
to explain what happened 
and why. 

“To know that we mean 
well makes a huge differ-
ence. We’re very training 
focused – it’s not some-
thing we offer on a charge-
able basis, it’s something 
that we just do.”

It’s a welcome double for 
the Aspira Consulting and 
IT Services team, featuring 

in the Deloitte Technology 
Fast 50 for the second year 
in a row and achieving 
accelerated growth in 2015. 

AspiraCon was established 
in Cork in 2007 and opened 
its new Dublin office in the 
past 12 months to cater for the 
rapidly expanding client base 
in the region. The company 
is now rebranding its range 
of services as Aspira and will 
be moving to a new state-of-
the-art headquarters in Cork 
before the end of 2015.

Announcing the winners 
of the Deloitte Technology 
Fast 50 programme, Joan 
O’Connor, partner, Deloitte 
said: “The awards showcase 
the agility, innovation and 
strength of the industry. The 
winners epitomise these 
characteristics.”

Co-founder and chief 
executive of Aspira, Pat Lucey 
said: “It is an exciting time for 
the Aspira team and we are 
delighted to be recognised 
again by the Deloitte award 
for our sustained growth in 
a competitive environment.

“As an Irish company that 
delivers Project Management 
Consultancy, Software 
Solution Development, 
Project Resourcing and IT 
Services to enterprise clients, 
we are competing with major 
international organisations 
and we need our team to 
continue to out-perform 
those competitors and form 
strong partnerships with our 
clients.” 

The company is regarded 
as an industry leader in the 
provision of these services, 
being the only company in 
Ireland certified by both 

the PMI® and the IIBA® 
international professional 
bodies. Emma Daly, director 
of project services, said: 
“Aspira Consulting provides 
the IT solutions and people 
that businesses need to 
deliver their projects. As 
our clients have enjoyed 
their own success and 
growth, they’ve required us 
to expand and scale up our 
range of services on offer. 
This has created its own 
momentum, bringing a lot 
more clients on board and 
driving our strategy to invest 
in future growth.”

One noteworthy aspect 
of Aspira’s growth is its 
impressive list of clients 
across different industry 
sectors, Pat Lucey explains: 
“A huge advantage of project 
management expertise is 
that it allows us to deliver 
value to different sectors 
that face similar project 
challenges whether it is IT, 
utilities, financial services, 
medical devices or pharma, 
the challenges of managing 
resources and risk and being 
efficient and organised are 
all project management 
challenges. We use those 
skills to manage our 

deliveries to clients – we 
have to practice what we 
preach.”  

Lucey elaborates: “In this 
way we have helped a wide 
selection of enterprise clients, 
from indigenous companies, 
Fortune 100 multinationals 
to major governmental and 
semi-state organisations. 
By meeting their IT and 
project resourcing needs 
in a professional, flexible 
manner, clients quickly 
become comfortable dealing 
with us. A guiding principle 
since 2007 has been that 
if we commit to doing 
something – it gets done. This 
makes a refreshing change 
for organisations who just 
don’t have the time to micro-
manage their suppliers”  

It’s a principle that 
is working for Aspira 
Consulting and IT Services.

 
For more details on Aspira 

Consulting, visit aspira.ie, 
aspiracon.com or call 01-517 5777

Aspira Refreshes Brand, 
Builds Momentum

award winner: aspira Consulting

ASPIRA
CONSULTING & IT SERVICES

Celebrating the Deloitte award are Arron Keenan, Pat Lucey, 
Emma Daly and Russell Moore, part of the Aspira team 
outside its Dublin office in the Docklands       Pic: Joey Dunne
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We get 
companies 
who end up 
saving money, 
the more of 
their business 
they move 
online. Even 
with their 
employees, 
they don’t 
want to use old 
systems

Mark McCann of Flint Studios 

with David Crawford of Deloitte

Cian Prendergast of Ortus 

with David McDonnell of 

The Sunday Business Post



In the spirit of forging 
connections between 
Ireland’s tech multina-
tionals and the indige-
nous start-up ecosystem, 

this year’s Fast 50 programme 
saw the introduction of five 

new MNC Patron Awards giv-
en to companies on the Fast 
50 list. 

Each category recognised 
a different area of strength in 
our homegrown tech indus-
try, and was sponsored by a 

different multinational. 2015’s 
winners reflect the diversity 
of Irish enterprise, including 
everything from secure infor-
mation exchange software to 
digital tumour analysis. 

The Export award was 

claimed by Dublin-based 
fin tech company Fenergo, 
which produces client life-
cycle management, regulatory 
onboarding and data manage-
ment software for some of the 
world’s best-known financial 
institutions. The award was 
sponsored by Intel, who first 
established their campus in 
Leixlip in 1989.

The Innovative New Tech-
nology award in association 
with Google was given to 
Asavie, the Dublin-based 
SaaS company which pro-
vides connectivity solutions 
to mobile carriers. With cli-
ents including AT&T, Telefon-
ica, Three and Vodafone and 
customers on five continents, 
they also ranked 12th on the 
Fast 50 list.

Pioneering digital pathology 
company PathXL scooped the 
Research and Development 
award–founded in Belfast as 
a spin-out from Queen’s Uni-
versity, they maintain links 
with their academic origins 
and are known for their Tis-
sueMark tumour analysis 
products used by pathologists 
and in research, clinical and 
education laboratories. This 
award was given in association 
with Groupon.

The Impact Award was giv-
en to veteran car rental mar-
ketplace CarTrawler. Founded 
in 2004, the same year award 
sponsor Paypal opened their 
first office in Dublin, Car-
Trawler connect over 1,200 
travel companies to 30,000 car 
rental locations in 174 com-
panies. One of the larger tech 
companies on the Fast 50 list, 
it works with global brands 
including Emirates, Air Asia, 
Kayak and Aer Lingus.

Finally the Leading Female 
award, in association with 
Vodafone, went to co-founder 
and director of VoxPro, Linda 
Kiely. She has grown VoxPro 
to a workforce of 900, with 
headquarters in Cork and 
offices in Dublin and San 
Francisco. It provides multi-
lingual customer service and 
technical support to brands 
like Airbnb and Nest.

If your company uses 
a phone system, cloud 
phone services, VoIP or 
high speed broadband, 
chances are you’ve 

heard of Welltel. Combin-
ing best in class VoIP, phone 
systems and broadband, the 
company has been providing 
communications services 
to businesses across Ireland 
and Europe for almost ten 
years.

A growing economy, an 
expanding workforce and 
a new Unified Communi-
cations Platform have given 
Welltel another great year to 
celebrate. “Featuring in the 
Deloitte Technology Fast 50 
for the second consecutive 
year is a great milestone for 
us, we’re constantly innovat-
ing and getting the recogni-
tion is something we’re very 
proud of. Deploying business 
phone systems is something 
we know we do well, but this 
year has seen significant 
growth in a number of other 
areas of our business includ-
ing fibre broadband and Uni-
fied Communications sales,” 
said Ross Murray, managing 
director, Welltel.

The company has doubled 
its workforce in the past 12 
months and has plans to add 
a further 20 people next year.

Welltel now provides ser-
vices to over 550 corporate 
businesses across Ireland 
and Europe and 2016 will 
see the official launch of 
ThreeSixty, Welltel’s com-
munications platform, to the 
public.

This service will allow 
companies operating here 
and abroad to connect their 
entire business through 
desktop client applications, 
office phones and remote 
workforce on one single 
platform.

“Many of our customers 
are using remote workers or 
operate in multiple locations, 
or both, and they really ben-
efit from the functionality 
and design of the ThreeSix-
ty application. Users simply 
download to their desktop, 
log in their details and will 

then be presented with a full 
view of who is online and 
more importantly if they are 
free to chat/call etc. For ex-
ample, if someone is on a call 
they will appear as ‘on the 
phone’ or you can set your 
status to busy if you don’t 
wish to be disturbed. It al-
lows users to communicate 
and collaborate regardless of 
location,” said JP Crilly, sales 
director, Welltel.

Welltel is also now a ful-
ly fledged internet service 
provider offering dedicated 
internet access to a number 
of multinational companies. 
Being able to offer dedicated 
internet access to custom-
ers has made vast improve-
ments to the quality of their 
voice and data said Murray. 
“While we continue to sup-
port phone systems operat-
ing on other networks, we’re 
now able to provide our own 
high-speed broadband solu-
tions and have just recently 
launched a 1Gbps dedicat-
ed internet access package 
delivered over fibre nation-
wide,” he said.

Internet connectivity is 
an essential service for all 
businesses today, whether 
it’s email, web browsing, 
VPN or data transfer. The 
DIA service also comes with 

24/7, 365 days a year dedi-
cated business support and 
a service level agreement 
based on fault resolution 
rather than response time. 
“We’re committed to pro-
viding the best call quality 
for our customers. Being able 
to deploy 1Gbps fibre instal-
lations is something many of 
the silicon valley companies 
look for as their businesses 
are largely dependent on a 
strong, reliable data service,” 
said JP Crilly.

This year, Welltel an-
nounced details of a lucrative 
deal with Qualtrics, one of 
the world’s leading insight 
technology providers. The 
two companies signed a deal 
worth €260,000 which sees 
Welltel provide inbound and 
outbound VoIP services to 
Qualtrics in 12 countries 

across Europe. 
Ross Murray said of the 

deal: “We are delighted to 
work with Qualtrics. They 
are a great company that 
have achieved a compound-
ed growth rate of over 90 per 
cent in the last five years 
while maintaining profit-
ability. They are the world 
leaders in their industry and 
will hopefully continue to 
grow and increase their 
footprint all over the world. 
We are looking forward to 
supporting their expansion 
across the EMEA.” 

As a company, Welltel fo-
cuses on giving customers a 
single platform for all their 
telephony needs across the 
EMEA, something they have 
done for other companies 
such as Adroll and indeed.
com. 

Welltel winning big with new Unified 
Communications platform – ThreeSixty

award winner: welltel

l-r: Ross Murray and JP Crilly, Welltel

Welltel is a leading provider of business phone systems, VoIP and 
broadband solutions to businesses operating in Ireland and over-

seas. ThreeSixty – The Company’s newest Unified Communications 
Service offers businesses an easy and cost-effective way of manag-
ing their office communications across desktop, phone and mobile.
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Fast 50 on the double 
for AccountsIQ 
Ranking in the Fast 50 is 
good, doing that while also 
being a partner with a bunch 
of other businesses on the 
list is better. That’s what Ac-
countsIQ managed this year, 
claiming 38th spot after 10 
years in business.

“The focus is on making 
every day accounting eas-
ier, and on productivity” 
said Tony Connolly, chief 
executive of AccountsIQ. 
The firm’s cloud-based ac-
counting and consolidation 
software is particularly suit-
ed to multi-site businesses, 
start-ups and multi-subsid-
iary groups. 

Based in Blackrock, Dub-
lin, AccountsIQ employs 25 
staff and continues to grow 
after being on the go for a 
decade. The product is con-
stantly updated, but because 
it’s in the cloud there’s no 
waiting around for new up-
dates to download. “Rather 
than waiting until you are 
back in the office, you can 
do things there and then. 
You can store all your doc-
uments online, and never 
need to go dig them out of 
the filing cabinet. Accessi-
bility is at your fingertips,” 
said Connolly.

Having started out as a 
chartered accountant, Con-
nolly has spent 25 years in 
business and IT. He left Far-
rell Grant Sparks to set up 
AccountsIQ in 2005, a time 
when cloud computing was 
less ubiquitous than it is to-
day. “I saw an opportunity in 
having a solution delivered 
through the cloud, though it 
wasn’t called the cloud back 
then. It was essentially just 
anything internet-delivered. 
Sometimes we’d be called 
software-as-a-service. 
Over the years we’ve been 
labelled many things, though 
‘cloud’ is the term that seems 
to have caught on now.” 

As businesses and the de-
vices which support them 
have evolved, so has ac-
counting. “It used to be the 
case that all of your account-

ing software would be put on 
the server, and it was only 
accessible from the office. 
But now all that has changed, 
you can access it online any-
time and anywhere.” 

The firm has clients in over 
40 countries with the pri-
mary markets being Ireland, 
Britain, and the US. “Most of 
our customers are accoun-
tants who use it to deliver 
accounting as a service,” said 
Connolly. 

As businesses shift their 
mailing systems, HR and 
other elements to the cloud, 
Connolly’s firm is focused 
on providing easy-to-use, 
accessible solutions to the 
traditionally arduous task of 
company accounting.

The software is designed 
and supported entirely in 
Ireland, and can be accessed 
from any device which uses 
a web browser. With over 
7000 users worldwide, cli-
ents include Grant Thorn-
ton, BCK Mercatus, Mekad 
Limited and Squires and 
Co Chartered Accountants. 
“We’re changing the way ac-
countants interact with their 
clients,” said Connolly. “If 
anything it’s allowing them 
to expand their services, 
rather than the other way 
around.”

2015’s winners 
reflect the 
diversity of 
Irish enterprise

Indigenous unified com-
munications service 
provider Intellicom has 

ranked in the top ten of this 
year’s Deloitte Technology 
Fast 50 awards.

At a recent awards cere-
mony in Dublin, attended by 
the cream of the country’s 
crop of technology compa-
nies, Intellicom notched up 
an impressive sixth place 
overall, recording a stag-
gering 842 per cent reve-
nue growth over the period 
2011–2014.

Commenting on the win, 
Neil Wisdom, managing di-
rector with Intellicom said: 
“Number six is like number 
one for us. We’re delighted to 
achieve such a high ranking 
at these prestigious awards 
and it’s all down to the loy-
alty of our customers.  

“They have responded 
very positively to our evolv-
ing, unified communications 
technology across many in-
dustry sectors including re-
tail, insurance, healthcare, 
public sector and agricul-
ture.”

Intellicom continues to 
add new customers to its 
portfolio. Its team of highly 
accredited engineers de-
signed and deployed the 
hosted contact centre solu-
tion, which supported the 
launch of the country’s post-
code system, Eircode.  

Following a competitive 
tendering process, Intel-
licom’s Intelligent Com-
munications Platform 
(ICP), an enterprise-class, 
multi-channel telepho-
ny solution was chosen by 
Capita Ireland, the company 
licensed by the Department 
of Communications, Ener-
gy and Natural Resources to 
build and operate Eircode.

Intellicom secured the 
high-profile contract de-
spite stiff competition from 
some of Ireland’s biggest and 
best known telecoms service 

providers.
Commenting on the proj-

ect, Liam Duggan, business 
development director with 
Capita said: “Several parties 
responded to our tender re-
quest, but Intellicom put in 
the best solution with the 
most flexibility and at the 
best value for money. That’s 
why it got the business,” he 
said.

The solution needed to be 
hosted because of Capita’s 
requirements.

“We knew there would be 
a big surge of calls at launch 
and then it was going to taper 
off. If we were to buy hard-
ware for the volumes we 
were expecting at launch, it 
would be largely redundant 
for our business as usual ac-
tivities. As it stands, we can 
scale our operations up or 
down as business requires, 
he said.”

“One of the more chal-
lenging aspects of the proj-
ect was the fact that Capita 
couldn’t forecast the volume 
of calls expected, as this was 
a very unique exercise and 
one that didn’t have a spe-
cific call to action,” said Neil 
Wisdom, managing director 
with Intellicom.

“But Intellicom ICP is ideal 
for such environments and 
is one of the most advanced 

unified communications 
contact centres on the mar-
ket. It has a broad feature set, 
such as advanced call queu-
ing and PCI compliant call 
recording out of the box.  A 
simple licensing model al-
lows organisations such as 
Capita to add or remove 
agents as required,” he said.

“The reporting engine is 
phenomenal,” said Duggan.  
“We can generate reports 
by agent, by call, by time of 
day and by any metric we 
want.  After a couple of days, 
call volumes became easier 
to predict and we actually 
changed our shift patterns 
based on the reporting infor-
mation that we had.”

Management staff could 
also identify the agents with 
longer handling times. Lis-
tening in on calls allowed 
them to identify opportu-
nities for further training. 

“We needed reliability and 
flexibility and Intellicom ab-
solutely delivered on both 
fronts,” said Duggan. “The 
hosted nature of the solution 
means that we can tender for 
more business contracts out 
of the Maynooth site.”

intellicom.ie

Top ten ranking for Intellicom at 
Deloitte Fast 50 technology awards

AwArd winner: intellicom

l-r:  Neil Wisdom, managing director, Intellicom, Liam 
Duggan, business development director, Capita and Cian 
Maher, CTO of Intellicom

Five new categories are 
added to Fast 50 awards

Joe Kilgannon, Intel; Colm Heffernan, Fenergo and Joan O'Connor, Deloitte

Anne O'Leary, Vodafone; Linda Kiely, Voxpro and Joan 
O'Connor, Deloitte

Paddy Flynn, Google; Tom Maher, Asavie and Joan O'Connor, 
Deloitte

Paddy Benson, Groupon; Junior Nelson, Path-XL and Joan 
O'Connor, Deloitte

Louise Phelan, PayPal; Mike McGearty, CarTrawler and Joan O'Connor, Deloitte

Tony Connolly, chief 
executive of AccountsIQ




