
besides his must also have piles of home 
movies gathering dust in obsolete for-
mats. The startup made slow progress 
over a decade, striking deals with retail-
ers and opening footage-processing offic-
es in Santa Clara, Calif., and Atlanta. In 
its early years, YesVideo raised $20 mil-
lion from a group of investors includ-
ing now-bankrupt Kodak and Polaroid. 
The operation has been profitable, but 
modestly so, and in 2012 Fu sold out to 
Chang and his partner, Andy Choi, who'd 
sold mobile-ad network Greystripe 
the year before to online marketing 
company ValueClick. They have bigger 
plans. "Within the next five years every-
one will have connected televisions, and 
our belief is that personal movies have to 
be the killer application," Chang says. He 
wants YesVideo to become a kind of pre-
mium YouTube-a one-stop service for 
storing and sharing favorite videos. 

In the past year, YesVideo's new 
managers have rebuilt the company 
with an eye toward cloud services and 
exploiting the latest in online sharing 
technology. One of the first moves by 
Choi, who is now chief technology offi-
cer, was to use his personal credit card 
to open an account with Amazon.com's 
cloud computing unit, Amazon Web 
Services. Customer video now resides 
on Amazon's servers, and its content 
delivery network streams YesVideo to 
customers. It also says it will soon start 

using its Elastic Transcoder service to 
convert video to formats that are play-
able on any smartphone, tablet, or PC. 
"I imagine we are a midsize account at 
best," Chang says, "but we're growing 
quickly and Amazon has been giving us 
a lot of attention recently." 

Surrounded by chip companies and 
Web startups, YesVideo's 25,000-square-
foot Santa Clara production facility sticks 
out. It hums with the staccato rhythms 
of old movie projectors and slide carou-
sels. There's dedicated floor space for 
VHS, Betamax, 16mm, and Super 8 film, 
and even standard 8mm film, a format 
invented in the 1930s. One room is devot-
ed to photo albums, wath each page digi-
tized using a high-resolution camera. In 
another, used to convert slides, YesVideo 
engineers have cut holes in the sides of a 
half-dozen vintage Kodak Carousel pro-
jectors and inserted Nikon DIO digital 
cameras to directly capture each slide. 
The company buys many of its retro play-
ers and replacement parts on EBay. "You 
won't be able to recreate this business in 
about three years" because there won't 
be enough working equipment, says 
YesVideo engineer Rolf Breuer. 

Overhead video cameras monitor Yes-
Video's operations floor, and batches of 
customer media are stored in gray trash 
cans, which are secured with locks and 
labeled in large letters: "Caution: Cus-
tomer's memories inside." The com-
pany's 300 employees are supposed to 
review each video to ensure a high-qual-
ity transfer and to prevent infractions 
of the user agreement, such as its ban 
on home pornography. Like the weep-
ing Brown, employees sometimes find 
themselves drawn in further during the 
conversion process, when the videos 
play out in real time on their computer 
screens. They say they see many birth-
days and weddings and a lot of bad 
dancing, but some clips stand out. One 
employee recalls seeing an old 8mm 
black-and-white film of a safari that en-

countered a lion on the savanna. The 
movie ended abruptly, with the lion 
charging the group and the camera fall-
ing to the ground. 

Over the next two years, Chang wants 
to expand YesVideo's nascent operations 
in Japan and Britain. In February the 
company introduced an app that lets cus-
tomers view their converted media on 
the iPhone, and it plans to release a simi-
lar app for the iPad this summer. Chang 
says YesVideo is developing premium 
services such as video editing software 
and a facial-recognition tool-to allow 
customers to quickly identify all their 
videos in which specific persons make 
an appearance. Another service coming 
this summer, called Snapshot, will let 
users print a photograph from individual 
frames. 

"We think that once we're able to 
access more of those 90 million house-
holds with old media in their closets, 
we can pivot the business from storage 
and add value on top of the video," says 
Chang, who imagines charging $10 a 
month for the service and sharing that 
revenue with retailers. "Not to get too 
cheesy about it, but I think everybody 
here has the thought that what we are 
doing is pretty special. We are unlocking 
people's memories." —Brad Stone 

The bottom line The go-to digital conversion 
company for major U.S. retailers wants to become a 
premium YouTube for users'favorite videos. 

Mobile 

Alibaba Makes Its Move 
Against Android 

• China's e-commerce kingpin pushes 
into the mobile OS market 

• Its chairman says the nation's 
"mobile Internet has arrived" 

Jack Ma, the founder of Chinese 
e-commerce giant Alibaba Group, has 
made a career of taking on big-name 
rivals from the U.S. As the company has 
grown since its 1999 founding into a 
hybrid of Amazon.com and EBay and 
become a leader in business-to-business 
sales, only Google has gotten the better 
of Ma. In September, Alibaba accused 
the search giant of scotching the debut 
of a smartphone using its homemade 
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operating system just hours before its big 
coming-out party in Shanghai, prompt-
ing Android seller Acer to drop its part-
nership with Alibaba. The U.S. search 
company says the Chinese company's 
system "is based on the Android plat-
form and takes advantage of all the hard 
work that has gone into that platform," 
as Google developer Andy Rubin wrote 
online at the time. 

On May 10, Ma officially stepped 
down as chief executive officer, part of 
his plan to focus on longer-term strategy 
while handing day-to-day responsibilities 
to company veteran Jonathan Lu. Ma re-
mains executive chairman, though, and 
his fight with Google isn't over. In April, 
Alibaba announced deals with five lower-
profile Chinese smartphone makers, in-
cluding G'Five and Zopo, to sell devices 
using its operating system. The compa-
ny maintains that its OS has always been 
a distinct creation. "Google is not the 
judge," says Chief Technology Officer 
Wang Jian. "Let the market and the con-
sumer decide." Vendors who sell goods 
on Alibaba websites Taobao Marketplace 
and Tmall.com will be able to manage 
their online operations from apps built 
into the new mobile system, he says. 

Despite last fall's setback, Alibaba is 
in a strong position to eat into Android's 
Chinese market share, which stands 
at more than 80 percent according to 
market researcher IDC. Sales on Taobao 
and Tmall reached 1 trillion yuan 
($163 billion) last year, exceeding 2 per-
cent of China's gross domestic product. 
Alibaba earnings rose to $642.2 million 
in the last quarter of 2012, more than 
double those from the year before, 
ccording to an SEC filing by Yahoo!, 
which owns about 24 percent of the 
company. Morgan Stanley estimates 

Alibaba's profits may reach $2.18 billion 
in 2013. A public offering later this year 
or next could value it at about $62.5 bil-
lion, the median of eight estimates by 
investment banks and research firms 
since February, according to data com-
piled by Bloomberg. 

Still, Chinese online habits are 
changing. Next year more Chinese will 
access the Internet via mobile devices 
than through PCs, says Will Tao, an ana-
lyst with IResearch. Smartphone ship-
ments in China jumped by 135 percent, 
to 213 million, last year, and by 2017 will 
grow to 460 million, IDC says. "Many 
of us have not even figured out what 
the Internet on the PC is, and mobile 
Internet has arrived," Ma told tens of 
thousands of Alibaba employees gath-
ered in the Hangzhou headquarters for 
the ceremony marking his last day as 
CEO. Before his speech, Ma, decked out 
in a silver lamé jacket and backed by a 
rock band, belted renditions of Chinese 
songs I Love You China and Friends. 

Ma will likely continue to guide 
Alibaba's strategy as it tries to adapt 
and avoid being outflanked by Baidu, 
China's top search and digital-map 
company. Then there's Tencent Hold-
ings, which operates the ubiquitous 
Chinese instant-messaging service 
QQ, as well as WeChat, a free app that 
allows its more than 300 million users 
to send text, image, and audio mes-
sages. "Jack Ma understands that Ten-
cent wants to become his major rival in 
e-commerce and has the money to do 
it," says Michael Clendenin, managing 
director of market researcher RedTech 
Advisors, noting that Tencent could use 
WeChat's popularity to lure shoppers 
away from Alibaba's online payment 
system and vendors. Ma, he says, "has 

got to find a way to counter WeChat." 
Alibaba is trying to move in on its 

rivals, too. On May 10 the company an-
nounced the $294 million acquisition of a 
roughly 28 percent stake in Beijing-based 
mapping company AutoNavi Holdings, 
and last month it agreed to pay $586 mil-
lion for about 18 percent of Weibo, the 
500 million-user Twitter-like service 
owned by Sina Corp., with an option to 
increase its stake to 30 percent. Since 
Alibaba's early days, "we have always 
been innovating," incoming CEO Lu told 
reporters in Hangzhou on May 10. "Inno-
vation has upheld our business and our 
future." —Bruce Einhom, with Lulu Chen 

The bottom line As Alibaba's profits soar, the 
e-commerce company is trying to reinforce its 
position by pushing into the mobile OS market 

Games 

Zynga Alums 
Battling Zynga 

• Defectors build mobile games to 
outflank their former employer 

• "We encourage people to pursue 
their passions" 

One mile north of Zynga's shopping 
mall-size headquarters in San Fran-
cisco, a dozen employees at Juice-
Box Games crowd into a single-room 
office with one window and Ikea desks. 
They're building a smartphone card-
collecting game called HonorBound, 
which will compete with Zynga's War 
of the Fallen and similar mobile offer-
ings when JuiceBox launches it 
this summer. While the company A ut

iliz
aç

ão
 de

ste
 ar

tig
o é

 ex
clu

siv
a p

ar
a f

ins
 ed

uc
ac

ion
ais

.

Text Box
Matéria

Text Box
Fonte: Bloomberg Businessweek, New York, p. 36-37, 20 May - 26 May 2013.   




