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What is Information Valet Project?
• Research effort incubated at D.W. Reynolds Journalism 

Institute 
• Bill Densmore, Jeff Vander Clute, Martin Langeveld, Lee 

Wilkins, Seth Ashley, Emily Sussman, Steve Mott 
• Many other contributors of ideas 

(via http://www.ivpblueprint.org)

http://densmore.newshare.com/wiki/images/2/2f/Blueprint-photos.jpg


THE PROPOSAL



News as a service not a product

• Helping user find access to info from anywhere 
• Creating a conversation, community ... network 
• Not just about the story; smaller, larger remix 
• The news social network 
• New concept: The "InfoValet" – trusted   

advisor/broker 



Initial “hypothesis”

It is possible to organize an information-industry collaborative to build, own 
and operate a shared-user network layered upon the basic Internet which will:

• Allow end users to own, protect and optionally benefit by sharing their 
demographic and usage data with the help of their trusted, competitively 
chosen “information valet.”

• Update the role, effectiveness and compensation for online advertising and 
marketing services.

• Allow users to easily share, sell and buy content through multiple websites 
with one ID, password, account and bill.



The background 

• 1994 – a “train wreck coming”
• Access to info from anywhere – no longer print
• Clickshare:  “Making the market for digital info”
• Mass market advertising as the sole answer
• The MIT convening  -- the IDEA

•http://www.mediagiraffe.org/mit 





MIT SUMMARY – the idea 
“During the June 19, 2007 discussion, a consensus emerged. 
For journalism and some forms of entertainment to grow or be 
sustained into the digital age, the Internet must support three 
functions.”

•User-centric authentication

•Value exchange for viewing or using content

•Combine authentication, value exchange for IP sharing



PROCESS STEP ONE: Gather ideas
• The Dec. 3-5 convening

• More than 50 people attended 
• TEXT/VIDEO: http://www.ivpblueprint.org 
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Challenge: How to sustain values, 
purposes of journalism?
• Mass markets splintering 
• Search advertising effective competitor

(Google’s Schmidt: “invent something”)

• Classifieds done better on the web 
• We go anywhere for information-without-walls
• What sustains journalism in this environment? 



The end of the mass market
• Create intimate, personalized, customized, 

permission-based relationship 
• Between the consumer and “InfoValet”
• Whether that consumer is part of a "mass" 

irrelevant to their needs and value. 
• Make money providing service, not just a  

marketplace
• Less worry about pay walls and "losing eyeballs’’



APPLICATIONS
RESEARCH

• Steve Mott assembles data 
on the digital-information 
and payments marketplaces 

• Martin Langeveld considers applications 

• Jeff Vander Clute studies technologies 





• How will consumers value their 
privacy in trade for digital goods?
When will an online consumer be willing to provide 
unique demographic or personal-preference 
information? What offer (benefit, value, cash) equates 
with how much sharing of demographic information? 
And on what terms? 

RESEARCH QUESTION No. 1



SCHOLARLY
RESEARCH: “Negotiating Privacy in the 21st Century”

• Seth Ashley / Amanda Wysocki / Lee Wilkins 

• How do you implement privacy in your own life? 

• Connecting philosophy to people who live it

• Help journalists understand choices 

• Help InfoValet understand privacy / information tradeoffs



PRIVACY RESEARCH ELEMENTS

• Millenial attitude testing -- “FIG” groups

• National phone survey, adults 18-65
-- media use; demographics / details unveiled May 27, D.C. 

• Internet surveys of IRE, SABEW, health writers

• Survey via Facebook and friends 

• Visit with FTC regulators 



• Valuing news information? 
If unique news or critical information about your community 
(topical or geographic) were not available for free, would you 
pay to get it? Would you want to pay per story (or event),  by 
subscription? Would you want the bundle to include access to 
information from many websites, rather than just one?  

• Part 1: Emily Sussman’s historical survey – 1995-now

• Part 2: Circulate . .  . Coming Aug. 31

RESEARCH QUESTION No. 2



IDEA . . . to research . . . to 
experiments

Modeling three initial examples . . . 

• A logging and settlement service 
(modeled – to complicated to start) 

• An in-page “widget”
(modeled – still too complicated to start) 

• A unique ownership structure 
(modeled – capital challenge) 



Modeling experiment No. 1 

http://web.missouri.edu/~bowera/infovalet.html
(Thanks to Andrell Bower / Meredith Purcell )



MODELING EXPERIMENT No. 2
USE CASE: Jeff is a software engineer.

Using the Circulate Toolbar, he has profiled himself as follows:

The profiling which 
informs the news served:
•He is interested in the 
semiconductor industry.
•He follows John Deere & 
Co. stock prices.
•He graduated from the 
Univ. of Kansas.
•He listens to WBUR's “On 
Point" regularly.

The profiling which informs 
the text/display ad offers: 
•His occupation as a software 
engineer.
•His expressed interest in 
cuisine.
•His expressed interest in 
music.

WHAT HAPPENS? 



BEFORE



AFTER



How No. 2 can work 



EXPERIMENT No. 3 
The Journalism Trust Association

• Started with Dec. 3-5 "Blueprint" to frame issues 
• Non-stock, non-profit JTA guides early years 
• Non-competitive ownership, trusted control 
• "Founding members" advise early decisions 
• Broadly representative board gradually enlarged 
• Controlling owner of operating company 



InfoValet Service Corp. –
Convenor, integrator, (operator?) 

• For profit LLC or L3C / controlled by JTA 
• Convenes industry around specific system 
• Makes/enforces rules for use of InfoValet logo/service 
• Integrates, contracts with advertising, 

tech, financial-service pieces 
• Any profits dividended to JTA and other stakeholders 

• Transaction fees, license fees 



CONCLUSION: 
Keep it simple!

• Authentication, logging network deferred 
• In-page widget simplified 
• Ownership simplified 

• Classic corporate form 
• Founder control “friendly” to journalism



What’s needed? Three elements  
• PRIVACY management for consumers;

getting value for your ‘persona’

• ADVERTISING made more effective through
interest-based customization 

• COMMERCE for content – enabling subscription
networks and vicarious (per-click) sale to the
right person at the right time. 



Testing the millenial market 

•The strat-comm capstone: “Campaigns”
•The IVP marketing team: 

• Presentation: Friday, 2 p.m., Spencer 



FIRST APPLICATION
A customized, user-authorized service which 
interactively manages local newspaper 
branding, advertising, personalized news links 
and social-networking features.

. . . Coming Aug. 31 

. . . MORE THIS EVENING 
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