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EDITORS’ NOTE Gaspard de Dreuzy’s passion 
for using technology and design to disrupt 
business models and empower consumers has 
led him to start business ventures in the fi nance, 
gaming, and entertainment industries, and 
now in healthcare. After producing games 
for the Xbox, PlayStation, and Nintendo con-
soles, He co-founded NYC-based fi ntech startup 
Kapitall, the fi rst online broker for Millennials, 
and TradeIt, the leader in retail brokerage APIs. 
In addition, de Dreuzy was a senior strategic mar-
keting consultant for Warner Music. 

COMPANY BRIEF At Pager (pager.com), 
employees are on a mission to transform healthcare by offering patients 
better tools and more access to high quality care. Pager is a mobile-
fi rst, patient-facing technology that is changing how people connect 
with and navigate healthcare. Founded by a group of experienced 
entrepreneurs, Pager is considered a leading innovator in the health-
care industry.

What is the mission of Pager?
We started Pager in 2014 with the goal of providing a more con-

sumer-centric way to assist in care. Our fi rst version of our product 
was developed to help providers assist consumers in the home. It also 
attempted to leverage that to make it more effi cient for providers and 
to make a profi t.

We started with an on-demand healthcare approach. From there, 
we grew a bit and then started helping patients access care on an 
online basis, and also using Pager as an education tool.

One of the challenges we identifi ed that faces all patients is that 
they usually don’t know exactly what they have or where to go. We 
built this clinical triage that enables owners to direct patients to a 
point of care. 

Pager has always been focused on this consumer-centric care. 
We started with a minimum product featuring healthcare on demand, 
and we have evolved into a communication platform that directs our 
patients to the most convenient and affordable point of care.

How are you building awareness about the product?
We originally decided to go direct-to-consumer, so we use all 

the tools that marketers have, as well as word-of-mouth. We did that 
because we initially needed to create something where we could test 
our online proposition.

Last year, we decided to shift from a direct consumer focus into 
more of an enterprise model where we now work with large systems 
and companies to help them with their patients and members.

Will the partnerships you are building be with hospitals and 
health systems?

Health systems and health plans. This year, we announced a part-
nership with Baylor, Scott & White, which is the largest health system 
in Texas. We will be announcing other partnerships in development 
now.

How quickly do you have to adapt to changing technologies 
today?

We take nothing for granted and we launch things that are not 
necessarily perfect, but the feedback helps us move forward.

Overall, with Pager, it’s important to drive user engagement, so 
our technology has to improve on the backend and we have to stay 
updated.

We want to stick to our fundamentals but also test new things.•

Gaspard de Dreuzy

Driving User Engagement

An Interview with Gaspard de Dreuzy, 
President and Co-Founder, Pager

EDITORS’ NOTE Before assuming her current post, Julie 
Samuels was Executive Director at Engine, where she 
remains a member of the Board. Earlier in her career, 
she worked at the Electronic Frontier Foundation (EFF), 
where she was a senior staff attorney and the Mark 
Cuban Chair to Eliminate Stupid Patents. Before joining 
EFF, Samuels litigated IP and entertainment cases. Prior 
to becoming a lawyer, she spent time as a legislative assis-
tant at the Media Coalition in New York, as an assistant 
editor at the National Journal in D.C., and worked at the 
National Center for Supercomputing Applications (NCSA) 
in Champaign, IL. Samuels earned her B.S. in journalism 
from the University of Illinois at Urbana-Champaign and 
her J.D. from Vanderbilt University. 

ORGANIZATION BRIEF Tech:NYC (technyc.org) represents New York’s fast-
growing, entrepreneurial high-tech industry with government, civic insti-
tutions, business, public policy forums, and the media. Its primary goal is to 
continue to attract tech talent and jobs to NYC, to support the growth of the tech-
nology sector, and to increase civic engagement by leaders of the New York tech 
community. Tech:NYC mobilizes the expertise and resources of the tech sector 
to work with city and state government on programs and policies that ensure 
New York’s pre-eminence in the global innovation economy. 

What was the vision behind the creation of Tech:NYC?
It’s increasingly clear that tech companies have become a bigger part of 

the economic pie of the city. They have become more mature and that fact 
drove the creation of the organization. 

In New York, there are many who came before us, both inside and out-
side of tech. For instance, we have to look at organizations like the Partnership 
for New York City or REBNY, which do a great job in organizing companies 
in their sector. The Tech Meetup had also successfully been organizing tech 
workers for years.

In tech, in particular, there was a lot of energy behind the concept of 
companies and their leaders coming together, so it was clear we needed to 
create an organization to facilitate that.

We’re just over one year old and we now have 500 members. Over the 
course of this year, the most important lesson we’ve learned is that there prob-
ably is only one thing that all of our members agree on, which is that they 
love New York. People in tech, especially founders and CEOs, at some point 
made a conscious decision to build their companies here. They chose to do 
so because there is something about New York that they really love, or there’s 
something about New York that really attracts them to the city. 

Is the full impact of the tech sector on the future success of New 
York City and its economic growth well understood?

Technology is having such a big impact on the economy here. The rapid 
growth of these companies and this industry is part of a larger international 
narrative being dictated by the growth of technology.

However, New York is special in this regard, and there are real advan-
tages that set New York apart. We have experience across industry, which 
comes with access to capital, expertise, and mentorship opportunities. Why 
build a startup anywhere else when the best minds in that space are right here?

We also have a very creative culture – the arts in New York lend itself to 
technology and people who work in technology, especially those who write 
code or who are engineers. I don’t think most people realize what a creative 
endeavor that is and being around the creativity that is constantly fl owing in 
New York is unique. Everyone in the city is taking the subway, bumping into 
people on sidewalks, and creating moments of spontaneity and creativity that 
don’t exist in most other places in the country. That lends itself to an entrepre-
neurial and creative spirit that helps drive technology companies.•

Julie Samuels

Representing New York’s 
Tech Economy

An Interview with 
Julie Samuels, Executive Director, Tech:NYC
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EDITORS’ NOTE Ragy Thomas founded Sprinklr in 
2009. Ragy is a technology visionary, entrepreneur, 
and investor who has played an instrumental role 
in the evolution of two business-critical channels for 
the enterprise: social media and email. Ragy earned 
his M.B.A. in Finance and Information Systems from 
New York University’s Leonard N. Stern School of 
Business and his Computer Science Engineering 
degree from Pondicherry University in India. 

COMPANY BRIEF Sprinklr (sprinklr.com) is the 
fi rst unifi ed customer experience management plat-
form for the enterprise. It helps the world’s largest 
brands reach, engage, and listen to their custom-

ers on Facebook, Twitter, and 23+ other social channels for the purposes 
of marketing, advertising, research, commerce, and care. Sprinklr does 
all of that on one unifi ed platform, which integrates with legacy systems 
and allows siloed teams to collaborate to deliver a seamless experience to 
every one of their customers across any channel – at scale. Headquartered 
in New York City with 1,500 employees in 20 offi ces, Sprinklr works with 
1,200-plus global companies including Nike, McDonald’s, Microsoft, P&G, 
Samsung, more than 50 percent of the Fortune 50, and nine out of 10 of 
the world’s most valuable brands. Its partners include SAP, IBM, Microsoft, 
and many others across the CXM ecosystem. 

What led you to create Sprinklr?
Prior to founding Sprinklr, I was the President of Epsilon’s Interactive 

Services from 2006 to 2008 and the CTO of Bigfoot Interactive, an email 
marketing leader that Epsilon acquired in 2005. Epsilon was arguably the 
world’s largest e-mail marketing company. 

My previous startups and most of my entrepreneurial life revolved 
around digital marketing and communications. I grew up in e-mail and 
watched how consumers were shifting from direct mail to e-mail in the 
late ’90s and how businesses took another 10 years to make the same 
switch for marketing and customer care. This gave me insight into an 
underlying trend – that communication channels evolve with consumers 
fi rst and then businesses adopt them.

My previous companies all involved technology that enabled busi-
nesses to interact with customers using e-mail. With the emergence and 
rapid adoption of social media, I saw that we were getting a new set of 
channels to communicate with each other that built on the capabilities of 
e-mail. It was clear to me the market was going to need a holistic way to 
interact with customers through these emerging channels, which is what 
Sprinklr is.

Who is the customer for Sprinklr and how broad is the market?
We work with Fortune 2000-type companies and very large businesses. 

We’re a B-to-B enterprise software company that provides these companies 
with a platform that allows them to work across all of their internal teams to 
connect with customers across 24 social media channels. 

Is Sprinklr a word-of-mouth and customer-to-customer sell?
Customers mainly find out about us from other customers. We 

have one “true north” at Sprinklr: creating value for our customers. We 
obsess over it. We create value by helping people solve their problems, 
and the Fortune 500 brands we work with have a very big one on their 
hands: fi guring out how to engage with each of their customers in a 
meaningful way, at scale, across every social channel. We provide a 
unique solution to an obvious problem, and that leads to value and a 
good amount of buzz around what we do. Our growth has come from 
a strong market need, an extremely competitive and unique product, 
and passionate employees.•

Ragy Thomas

Sprinklr’s Story

An Interview with Ragy Thomas, 
Founder and Chief Executive Offi cer, Sprinklr

EDITORS’ NOTE Heather Hartnett is the Founding 
Partner of Human Ventures where she and her team 
have built one of the most well-regarded company 
builders in New York City. She was recently featured 
in Business Insider as “the fi rst female-led startup stu-
dio in New York City” bringing a fresh new perspec-
tive to the tech scene. Heather serves on the leadership 
council for TechNYC and was named one of the 50 
Most Infl uential Women in America by Marie Claire. 
Prior to Human Ventures, Hartnett spent much of her 
career in impact investing and philanthropic efforts. 
She serves on the Board of Directors of the David 
Lynch Foundation and is a long-time practitioner 
and teacher of Transcendental Meditation.

COMPANY BRIEF Human Ventures (humanventures.co) sets out to create 
a studio structure that replicates the process of creating valuable companies. 
This process takes the right mix of leveraging their operational playbook, fi nd-
ing exceptional talent, and skillfully addressing the unique opportunities of 
each company. The Human Ventures team is creating a robust ecosystem in 
New York wherein industries can learn from each other and enable technol-
ogy and innovation to provide them with better, more fulfi lling lives.

What is the mission for Human Ventures?
Our mission for Human Ventures was to be, in essence, the world’s best 

co-founder for someone starting a company. It’s really about the evolution 
of company building and how it has become more systematic and mature.

Startups used to be few and far between and now they provide a way 
to push forth innovation in many different sectors. We’re seeing a maturation 
of this process starting to take place.

At the same time, we see venture capital changing as well – more and 
more capital is being put to work in funding innovation startups.

We’re a company-builder and we are widening the pool of access to 
the startup ecosystem. We’re not just looking at Silicon Valley-type industries 
but are addressing what the key industries are that New York is uniquely 
qualifi ed to accelerate. We can then match founders with funding and give 
them a playbook in the beginning for managing the start-up.

How broad is your current portfolio?
Industry-wise, it’s very broad. We’re focusing on consumer-facing 

technology products. This is a specifi c sector where we’re seeing technol-
ogy being brought in to help with some of the ineffi ciencies in traditional 
industries.

We have a product in education and one in e-commerce that is chang-
ing the way that people purchase for others. We also have a company that is 
in fi nancial technology and is fi guring out smart debit cards for children that 
will have them interacting with banking from an early age.

All these are traditional industries but, with technology and the right 
human capital, we can service a whole new generation that is coming in and 
using these platforms.

What kind of innovation opportunities do you seeing in New 
York?

We’re seeing innovation in a few ways: one is through using technology 
to make things more effi cient at scale. Another is business model innova-
tion where traditional industries are fi nding new sources of revenue utilizing 
technology to reach their customers in a different way.

Also, 15 years ago, it might not have been so commonplace to start a 
company in cities such as New York. Today, we see many seasoned profes-
sionals who have deep domain expertise and they’re looking to apply that 
to a startup and to create a more agile, innovative model to their industry, so 
that’s where this platform comes into play in New York.•

Heather Hartnett

Changing the Face 
of Venture Capital

An Interview with Heather Hartnett, 
Chief Executive Offi cer, Human Ventures

POSTED WITH PERMISSION. COPYRIGHT © 2017 LEADERS MAGAZINE, INC.LEADERS122 VOLUME 40, NUMBER 4


