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Slides detail (we'll just skim)

e Content convergence — info from anywhere

 Intent of Information Valet Project — sustainability!

e Research undertaken 2008-2009 / privacy / charging

e Development cycle (CircLabs Inc.)

e Need for collaboration (Information Trust Association)
e A platform for trust, identity and info commerce

http://www.newshare.com/tucker.pdf

Information
TRUST

Association



How it started

BUILDING THE INFORMATION VALET ECONOMY:

Sustaining news and information through a shared-user network

A research proposal for the
Donald W. Revnolds Journalism Institute,

August, 2008-May-2009

By Bill Densmore!

April 21, 2008

To sustain an information valet economy
— and along with it both participatory
democracy and journalism — the next-
generation Internet needs a user-focused
system for sharing identity, and for
exchanging and settling value for digital
information.

This system should provide payments for
the sharing of text, video, music, game
plays, entertainment, advertising views,
etc., across the Internet. It could, for
example, manage background payments
for newspaper content that is repurposed
for advertising gain by bloggers.

Excerpting "The State of the Media,

2007": Finding an economic model

The Project for Excellence in Journalism produces an
exhaustive annual report entitled "The State of the

News Media". The 2007 report includes this
statement:

The evidence is mounting that the news industry
must become more aggressive abouit developing a
new economic model. The signs are clearer that
advertising works differently online than in older
media. Finding out about goods and services on the
Web is an activity unto itself, like using the yellow
pages, and less a byproduct of getting news, such as
seeing a car ad during a newscast. The consequence
is that advertisers may not need journalism as they
once did, particularly online. Already the
predzcﬁons of advertising growth on the Web are
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Studying landscape ® e

About Reynolds Journalism Institute

e Foster ideas, research, experiments

e That sustain journalism’s values, principles purpose

IDEAS.

e Fellowships, seminars, reports, incubator EXPERIMENTS

RESEARCH.
SOLUTIONS.

e Digital Publishing Alliance (publishers) rji

IDEAS

e More than 2,500 journalism students el

JOURNALISM




Using the RJI process: rj I

e ]. |deas ,
DEAS, .. :1
e 2. Research | EXPERIMENTS. f
e 3. Experiments P REEe
SOLUTIONS.
e 4. Solutions ¥ G
' .dorrafdw
. FELLOWSHIPS r j |:ns%'&?ésm

InfoValet {73 [

< Universit [
w Umversity of Missoyr; &




SEPT 2008
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IDEA: How to sustain values,
principals, purposes of journalism?

« Mass markets splintering / mass customization
« Search advertising effective competitor

(Google’s Schmidt: “invent something”)

 Classifieds done better on the web

« Atomization of content / consumer bundles

* We go anywhere for information-without-walls
e What sustains journalism in this environment?
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First, the need to collaborate

Opportunity: D.W. Reynolds Journalism Institute
Urgent task: Advance methods to sustain journalism
Trust, identity, privacy, advertising, commerce
Many contributors of ideas (via “Blueprint” events)
(http://www.ivpblueprint.org -- Dec. 3-5, 2008)
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SPRING 2009

I"jl
Next: Undertake research

e Situation analysis (Steve Mott)

e Privacy (Lee Wilkins) — trading persona for value
Presentation http://www.ustream.tv/recorded/1567965

e National CASR random phone N =404
e Age groups: Under 30, 30’s, 40’s, 50’s, 60 and up

e Three focus-group panels by capstone
strat-comm students (undergrad seniors)
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RESEARCH: Starting points

Less than one percent of time spent online is at daily newspaper
Web sites. (nielsen, NAA)

The average newspaper site visitor spends about one minute
per day (Nielsen, NAA)

Daily newspaper print readership has been in steep
demographically driven decline. (pew)

More people get their daily news from the Web than from daily
Newspapers. (pew)

The question: how to pay for, and profit from, an online news
ecosystem



SITUATION ANALYSIS

A Research Report on How Embracing Digital
Media Can Save (rather than keep hurting)
Conventional Media Businesses

Conclusions:
Paid Content Options: No Clear Winner

Results from research commissioned
under the InfoValet Project

by the Reynolds Journalism Institute
http://newshare.com/wiki/index.php/Jta-event

Steve Mott / May 27, 2009
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Options Example Perceived Perceived
Advantages Shortcomings
Charge for online only | Tulsa World Promotes perception Can reduce visits and

Online premium info

Arkansas Democrat-
Gazette

that content has value
for specific online

viewership and impact ad
revenues

Bend Bulletin aCCess,; Readers might not value
Generates revenue what’s ‘premium’
Restrict access to NYT (2007) Avoids spiders and Lose visibilty in search
subscriber log-ons crawlers and Google engines (up to 30% of
scraping free items traffic)
Install donations Kachingle Provides readers with Relies on generosity of

model

option to pay

readers

Standard online access
for payment

PayPal, Amazon

Tens of millions of
accounts already in-
use online

S.07-S.10/item cost won’t
support content for “a
few pennies”

Prepaid/aggregated
transactions for end-
of-month billing

Click-and-Buy,
Clickshare

Simple mechanism for
billing

Installs payment card
credentials with biller;
customers can lose track

Club model

Washington Post’s
PostPoints

Gets reader buy-in on
value of participation

Value of content not
overt (but gets reader
involved in promotions)

Sources: Paul Berger, Dinah Eng, David LaFontaine and D.J. Siegel for the NAA, 3/2009; BBD




SITUATION ANALYSIS

Conclusion:
Need to collaborate

e Drivers for collaboration

-- Many newspapers are suffering financially and can’t
afford—each one—to invest aggressively in new

technology

e Can’t waste precious cash going down unproductive blind
alleys

e Need qualified vendors/providers to speed project initiation
and development

e Need to leverage platform assembly and reference

implementations to design projects as effectively as possible
from the outset

— Need to show negotiating strength/leverage with
Google et al
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Privacy studies

Narrative results, national phone

e Consumers do want to retain control over their personal
information, regardless of age, gender or ethnicity.

e Consumers are also extremely concerned about sharing
their information with 3rd parties.

e Older consumers are more stead fast in their ways.
Younger consumers are more variable.

e Consumers are more concerned about corporate
invasion of privacy than government.

e Consumers are most concerned about sharing cell
phone records, medical records and social networking
sites.

rl



Assessing value

I"j I
Narrative results

e People in their 50’s were especially
uncomfortable with sharing access to email.

ePeople in their 30’s were especially
uncomfortable with government access to cell
phone records.

eAll age groups were extremely uncomfortable
with corporate access to cell phone records.

eAll age groups were unlikely to share personal
information for ads.



Privacy studies

I"j I
Narrative results

eAll ages groups were noticeably uncomfortable
sharing details about private life and the recording
of purchases they had made online (except for
iTunes which they were extremely comfortable).

eAll age groups except for people in their 30’s
were comfortable with Facebook.

eAll age groups varied within neutral to somewhat
comfortable when filing taxes through the mail.



Privacy studies

I"j I
Narrative results

e All age groups were very comfortable with
background checks.

eAll age groups were very comfortable with being
checked in an airport.

eAll age groups were very comfortable a urine
sample to receive a job.

eAll age groups were somewhat comfortable to
share medical records with insurance companies.



Privacy studies

@&
Narrative results
eAll age groups felt it was important that
corporations disclose collection of their

information. Although all age groups felt
corporations would not self-regulate.

e All age groups felt it was very important that they
should be able to control how their personal
information is gathered and used.




Privacy studies

I"j I
Narrative results

e All age groups were more likely to share
personal information to receive news than to
receive ads.

e All age groups were extremely likely to share
personal information to have their doctor treat
them.

e People under 30 were far more likely to share
information on Facebook in almost all situations.



Privacy studies

Testing the millenial market rjl

eThe strat-comm capstone: “Campaigns” Left-to-right
eThe IVP strat-comm marketing team:

Jenny Beaudine
Rebecca
Goldkamp
Katie Stasko
Eve Lofthus
Andrew Sheper

e Online survey of 220 student respondents
e Focus groups in Kansas City, St. Louis

e Individual interviews by strat-comm team

http://vimeo.com/4907842 / http://vimeo.com/4907790 / http://vimeo.com/4907687



Privacy studies

r|i
Selected findings -- Privacy J

e Younger consumers are willing to give up information about
them if they get value in return. Older consumers -- more
ske ptica . (Results now 20 months old)

e 31.2% don’t like info used when gathered without permission
e 17.5% had no problem with being targeted based on a profile

eScale — 1-10 with 1 being least willing to give up information

e Age = over 46 —40.4% answered 1 or 2 (very unwilling)
e Age = 22-30 - 38.8% answered 5 or 6 (quite willing)



Value guestions

r|e
Selected findings -- paying j

e 32.6% wouldn’t pay per story

e 21.5% wouldn’t pay on a subscription basis

$20/month

Wouldn't pay any amount $15/month

$10/month
$2/month

$5/month



Value guestions

Willingness to pay per story rj I
Selected findings -- paying

f25 cents per item

15 cents per item

10 cents per item
Wouldn't pay any amount

5 cents per item

1 (one) cent per item

2 cents per item



Value guestions

Willingness to subscribe rjl

Willingness to pay for subscription

60.00%
50.00%
40.00%
M Over 46
M 31-45
30.00%
22-30
M 21 and Under
20.00%
10.00% -
0.00% - .

$20/month $15/month $10/month $5/month $2/month Wouldn't pay
any amount

Amount



Scoping problem

rl

New/old challenge for news media
e Finding (or originating) unique, actionable info

e Sharing it with right people, right time
eDemonstrating consistent trustworthiness

e Assert value in doing so

e WHAT’S CHANGED: Platforms, 24/7, “audience”



Scoping problem
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End of mass markets

e What comes after publishing, broadcasting?
e Automated, customized, one-to-one
e Share payments for custom info, sponsorships

e From gatekeeper to infovalet



Scoping problem
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Participation: End of advertising?

e |s marketing one-to-one advertising?
e Vendor-delivered direct: Publisher bylass?
e What is your attention worth? To whom?

e Upending marketing: Project VRM



[®] CRCLABS M|

Solution #1: Discovery

Circulate™ -- A news social network for

users, publishers and advertisers
A turnkey social buying solution
for newspapers via
a news discovery add-on/app

e [ncubate at RJI; initial support from The AP
e Mizzou owns 35% of the company E MZZOI]

University of Missouri



@ CIRCLARS e 1l

“So why can’t | have a portable stream of news
that | can take with me everywhere? Why can’t
it take into account my preferences, my
location, the veggies so to speak of news that |
should know? | call this the hyper-personalized
news stream. What form it takes is unclear.”

-- Marissa Mayer, Google, Dec.2009
was VP search/user experience
(now in charge of “local” for Google)
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CIRCLABS’ INITIAL SERVICE:

The InfoValet Discovery Service

. . . A tool for knowledge discovery

A customized, user-authorized service which
Interactively manages local newspaper branding,
advertising, personalized news links and social-
networking features via a persistent bar across
the top of the browser window or a browser app.
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Information discovery

Circulate discovers and recommends news, info and
commercial content relevant to the user’s profile
preferences

Preferential recommendations to home base and other
Circulate partners

Over time, asks more questions, makes preference
suggestions, improves its recommendations

Invites optional subscription to premium content; offers
per-item priced content; possible network subscription



@ CIRCULATE I'jl

Circulate Bar: How It works

User signs up with home-base participating news site.
Circulate Bar installs with one click, appears in user’s
browser window with home- base brand

User offers voluntary ‘persona’ -- demographics,
Information preferences, interests.

Circulate Bar discovers relevant, trustworthy info
Invites optional subscription to network resources
Circulate travels with you wherever you go on the Web.
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How users find Circulate:
via home base

E New! The Quad-City Times can deliver a smarter way to surf with Circulate... Try it now! Times

Advanced Search
Times
Login  Register Subscribe

News (-| Opinion (-] Sports (-] Entertainment (-] Neighbors -] Marketplace (-] Homes (-] Jobs (-] Cars [~

QUICK CLICKS: OBITUARIES CLASSIFIEDS MOST POPULAR QUADSVILLE CONTESTS COUPONS TVTIMES NEWSPAPER ADS HOME DELIVERY E-EDITION

Latest Local News Sponsored by:
= 4-3':Jt F CRAWFORD

Weather postpones Band Spectacular Heating & Cooling.

Oct 12, 2000 | 10:35 am | ™ No Comments Posted River Levels | Closings | Flight
Information

New Web site seeks ideas on making lowa MDSt Pnpular

aovernmeant morae afficient
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Circulate Bar: Signing up

Already a Circulate user? Click Here.
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O CRCULATE oo

Places  People & Organizations  Topics

Add New Topic My Topics
Affirmative Action X =
Alternative Energy X
iarbon Footprint X
Economic Fecession X
Econamic Stimulus X
Energy Independence X
TRY IT Environment b 4
Green Energy X 3
www.gocirculate.com =
. . . Suggested Topics
(quiet please — ask for invite: X
beta@circlabs.com) Paraguay (2010 Waorld Cup) dAdd
.. Essex County Cricket Club fk Add
(IImItEd Content) Mew vork Fashion Week e Add

R Travel e Add
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Celebrating with pride =

YWere you Seen atthe Capital Pride Parade and
Festival in Albvarmy?

® Pride week ends with parade, concert B

® FHOTOS: Seen gallery | Parade, festival 6

* EVIN MARSHALL: Showing Capital pride

® L|pEY FOST: Blog on LGBT issues

Did Ward Stone miss
West Nile virus signs?

M \Were you Seen at the
Capital Pride Parade and
& Festival?

True Mom Confessions:

What bad traits did you
&/ pass on?

Will they or won't they?
It's decision day for state Senate
# Capitol Confidential | State Worker

Game developers
preparing for diverse E3
& show

NATION AND WORLD More Stories | Photos PHOTO GALLERIES

# Obama planz fourth tour of Gulf oil spill
& Dnlica: TR by frond in Al Flandinn dicackar

ENTERTAINMENT BLOGS  JOBS

Calendar | Archives | Obituaries | Moms | Savings Source | HS Sports | Social media

Thousands of vehicles to choose
from, all in one place.

tlmasunion.mng‘,-‘cars EJ
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HOMES CARS  CLASSIFIEDS

LATEST NEWS

WERE 0L SEEN...

® Cops training at Proctors 11:10 a.m.

® Troy man arrested on child zex
charges 10:23 a.m,

# State shutdown: Will they or waon't
they? 12:34 a.m.

® Tea Party favorite Al Roney gets
WGLU showe 10:32 a.m,

# Trial begins in death of
Fyear-old 8:28 a.m,

®Ward Stone's research role raises
doubt 681 10:19 a.m.

* | comfort zone for new leaders B
12:3d a.m,

® Fresh start for Spa park spring
pawilion &:44 a.m.

.. watching the World
Cup at Wolff's?

® { new try on school plans éidd am,
® Saying it with pride B 6:44 a.m.

More Local Hews

Mayor Jerry Jennings & The Port of Albany Present

ALEANY RIVERFRONT PARK

SUNDAY .IUNE 20+ 7 PM
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. Sea Of Love

Colorado Excited
About Joining
Pac-10
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|
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waed At OU

Blog Recruiting

1l

Register Mowr | my

THE LIFE

Local Rumors 0Odds Resources ~ Tickets G

HEADLINES Y HEADLINES LIRSS »

» Sources: Texas nearing Pac-10 commitrment &
» Mizzou officials publicly commit to saving Big 12
» Florida suspends WR Hammond after DUI arrest
« Arlansas FB Sturmon charged with drunk driving
» Sources: SEC covets Texas, OU for expansion

» Report: Kansas, Mizzou on Mountain West radar
» Ga, Tech's Hall suspended after battery charge
» Report: USC won't [ose 2004 AP championship
» Big Ten adds Nebraska from Big 12 &4 | Maisel
= Rumors: Oregon is slowly becoming 'QB U

Big Bing Cherries
for Dad

We just picked the season's
first supersweet Bing
Chermies. We're sure Dad's
taste-buds will go Bang for
these Bings!

Now $19.99
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The Mew Yot Times - 2010-06-13 14:38:51

Obama Plans to Force BP's Hand on Oil Spill Fund ‘

Lnreas
"The presidentwill use hiz legal autharity to campel them," said Robert Gibbs, the White House spokesman. Mr. Gibbs el

did not elaharate on the legal basis for such a maove but said that White House lawyers have heen researching the matter
for days. The Read mare...

College Foothall Home Scores Schedule Rankings Standings Stats Teams Blog Recruiing Local Rumors 0Odds Resources »  Tickets Gt

I RES »

TOP STORIES TOP VIDEOS HEADLINES MY HEADLINES

= Sources: Texas nearing Pac-10 commitment &4
» Mizzou officials publicly commit to saving Big 12
* Florida suspends WR Harmmond after DUI arrest
s Arkansas FB Stumon charged with drunk driving
» Sources: SEC covets Texas, OU for expansion

» Report: Kansas, Mizzou on Mountain West radar
» Ga, Tech's Hall suspended after battery charge
» Report: USC won't lose 2004 AP championship

= Big Ten adds Nebraska from Big 12 &4 | Maisel
» Rumors: Oregon is slowly becoming 'QB L'

[ olorado ExXcited CH ERRY .[‘1.00 N
C __!ﬂ.“ 1‘::':_“5;{] ; 'n d FARMS Deal Of The Day

Pac-10 |
] |
7 Big Bing Cherries |
for Dad |
| We just picked the season's |
| first supersweet Bing
| Chemies. We're sure Dad's
taste-buds will go Bang for
these Bings!

Now $19.99

Christopher Ha

Youth Served &t OU




news (23 | twitter (5) | facehook (17)

Economic conditions to ease in Midwest (0C Times, §)x

Local: Columbia, MO Town Hall Meeting (Missourian] &

Interview: Mizzou alum sells company to MSKNBC (Missourian, §) %
more headlines =

Economic conditions predicted to ease in Midwest {(Quad-City Times)

By Jonathan Smith
COctober 11, 2009

CHICAGO, IL - Larem ipsum dolor sit amet, consectetur adipiscing elit, Pellentesgue scelerisque
ultrices volutpat. Praesent sem lectus, consectetur vel euismod eu, luctus ut negue. Curabitur
in odio sed felis adipiscing fringilla. In non felis leo. Cum sociis natogue penatibus et magnis dis
parturient montes, nascetur ridiculus mus, Donec rhoncus volutpat dolor, non aliquet nunc
euismod interdum. Aenean sit amet nisi sit amet nulla tempus luctus, In hac habitasse platea
dictumst, Mulla facilisi. Praesent dignissim vulputate suscipit, Aenean tellus mauris, semper sed
ultricies vitae, cormmodo quis magna. Etiam sed lectus risus,

The publisher requests payment to view this article in full. To view the entire article, ciick to pay
$0.05 vig your Circulate account, You will then be taken to the full articls,

Close

who's the top local dentist for kids?

More custom ads #

Times

65% F downtown

It Won't Come Easy

Chad Ochocinco has been closely covered by the Ravens, who are in quite a battle with the Bengals.
NFL Nation Live uve: Bengals-Ravens uve: Vikes-Rams uve: Ralders-Glants vve: ‘NFL blog

AP Photo/Gail Burton

NFL: Week 5 = £ "
Follow all the actlon Angels-Red Sox ‘Welcome To Dumervil Top 10 List

BILL SIMMONS RICK REILLY ESPN FANTASY GAMES

» BoSox try to avoid elimination vs. Angels

» Bama supplants Texas for No. 2 in Top 25 | Pall
» Qusted Raiders aide details alleged attack S

» Union opposes Limbaugh's bid to buy Rams

+* Deion: Mo Dez wrongdaoing | No Crabtree info

= Browns under scrutiny for injury to rookie RB

« In progress: Can Tiger finish 5-07 | Sobel

« Lions' Culpepper starts at QB | NFL inactives

« Wanjiru sets U.S. marathon record in Chicago

= Schefter: Hawks' Hasselbeck had broken ribs

EVERY TOUCHDOWN
FROM EVERY GAME

GET NFL REDZONE

sider

n Why October Is Great m The Maked Truth “; F” "mmm your win Adam Schefter
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Sean GardnerFauters
Wiorkers used pumps to suck up pockets of of in Bay Barataria near Grand 1=le, La., on Sunday.

EnvJ ACKIE CALMES
Fublished: June 13, 2010

WASHINGTON — Searching for a way tosatisfy both the United [ Facesoo
States government and its own shareholders, the board of BP was TWITTER

examining three options for what todo with itsnext dividend, a [ RECOMMEND

person with direct knowledge of the board’s discussions said
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WilliamsCollege RT @interndcps: @williamsCollege @Morthwesternl @UCLA App
Deadline for DC Public Schools Surmmer Internship - 3-31. Spread the

WilliamsCollege RT @antonejohnson: @lorakolodny Love to run into other Ephs in the
#startup community! We're in good company with @SteveCase, etc,

word! http .,

WilliamsCollege RT @HarvardResearch: Astronomers find 2 quasars that may date
from an epoch when dust was first being made in the universe

http:dffowlys

WilliamsCollege RT @MarkUdall: & full repeal of Dont Ask, Don Tell would be the

most common sense step of all, #0ADT

WilliamsCollege RT @TheEconomist: Economist Debates: Currently, 61% think
creating green jobs is a sensible aspiration for government:

http:/fecan.stfdg ...

more headlines

Whio's the top local dentist for kids?

More custorm ads @

Times

£5% F downtown

Status Updates

Photos

#] Links

More

Kate Fiori just discovered that the deli across from Adelphi
serves BOAR'S HEAD'S HOT DOCGS.....AND Tate's cookies. Has she

died and gone to heaven??
3 minutes ago - Comment - Like

Kris Kriig "The Evolution of the Modern Blockbuster” by Matt
Zoller Seitz, and Aaron Aradillas http://bit.ly/gsdwlL was my fav

& a good place to start
5 minutes ago - Comment - Like

Kris Kriig watch Matt Zoller Seitz's video essays at L Magazine.
he's really, REALLY good. i watched every single one last night

http://bit.ly/Toxyv
B minutes ago - Comment - Like

Christen Lien "They" being the radio... 107.1 FM

B 18 minutes ago via Mobile Web - Comment - Like

Christen Lien They played several songs from the album.

*swoon n' gasp*®

B 19 minutes ago via Mobile Web - Comment - Like

Anita Maria Maturana vendo vendoooo:locion de almendras en
oferta de $17.200 ahora solo por $12.800
http://www.swissjustamerica.com fhtm/productos_sku.php?
p_id_idioma=&p_id_pais=3&p _codigo=36

Swiss]ust: Venta directa de Productos Naturales Suizos para

el Cuerpo y la Mente

Source: www.swissjustamerica.com
BN AL Productos Naturales Suizos para el Cuerpo vy la Mente

Eioe &

IﬂZIminutes ago - Comment - Like - Share

Sponsored

What's the score?

In life a low credit score
may hinder your game.
Check your score online
in just two easy steps
from Experian.

o Like

Highlights

Mobile Uploads
by Haly Schmidt

Pumpkin Pie!
Haly 5chmidt commented
on this.

=)

Pumpking Pie!
Holy Schmidt likes this.

02

=0

Carnet de bord
by Mickagl Sya

rh4

Surprise McClain!!
Jeffrey Qaiyum is tagged.

16 friends use this
application.

Summer 2009

Facebook for iPhone @



more headlines

World »
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news (230 | twitter (5) | facebook (17}

Dan Reines The kid's alright.
7 minutes ago - Comment - Like

| Janice MacDonald where was he?
B minutes ago

Emma Tourtelot How grounded is balloon boy's brother?
!

4 minutes ago

Write a comment...

Christina Larsson has realised what it is that makes her feel so
'uneasy'... Skara is too 'quiet’, apart from two incidents there's
been nothing really?!! Feels a bit eery...

9 minutes ago - Comment - Like

Janice MacDonald Make your own Kanye West for a friend with
Kanye West your friends, only takes 310 seconds -
http://apps.facebook.com/kanyewest_fb/index.php

Kanye West your friends

12 minutes ago - Comment - Like - Share
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@ CIRCULATE I'jl

Benefits to the consumer

Discovery — better than search / info finds consumer

A hyperpersonalized news stream — content relevant to user-
expressed preferences, demographics, and browsing paths

Privacy control — opt-in or out; access, edit or delete your
data

Choice of most trusted “home base” publisher
Advertising tailored to your expressed preferences

Simple access to valuable content with one account across
multiple websites



@ CIRCULATE

Benefits to the publisher

No technical integration required for basic implementation
Easy to explain and sell to consumers

Enhances publisher’s Web site traffic

Local and national interest-based advertising

Local brand “always on” across Web surfing

Enhance, solidify relationship with customers

Platform for experimentation with different models of paid
content

rl



@ CIRCULATE I"jl

Multiple revenue opportunities

Increased, higher-value traffic to participating sites:
local site revenue

Preference-targeted text ads on the bar
Preference-targeted display ads in expanded mode
Future: affiliate and lead-generation revenue
Future: branded and paid-curation channels
Subscription and per-time content sales



[@] crouinte I'ji

Revenue options

e Subscription — channels, packages
e Per click — or “public radio”

e Advertising — user specific

e Commerce — Referral fees

e Publishers maintain user

e Share revenues across network



@ CIRCULATE I'jl
Business models — ADVERTISING

*Rewards for activities, viewing ads, sponsor material

eExample: The Ford Explorer PDF download
*Ad network based on interest not just inference
*Higher CPMs for the news industry

*Consistent with FTC privacy guidelines



[@] crouinte I'ji

CircLabs / Circulate Status

* Firefox-only browser-add-on private beta

e But ... Java-script issues / pulled back from public launch
 Now developing web-page interface for Missourian

e Should go live in December / January

 Looking at iPad solution (Safari / HTMLS5)

e Methods to charge in 2011 / ad personalization

* “News social network” / Twitter-feed analysis

Request beta access: beta@circlabs.com




Scoping problem

rl

Trust, identity, info commerce

e Journalism not sustained outside print, b’cast

e Advertising abundant, rates fall S5/CPM vs. S50
e Result: Journalism not sustained by ads alone
e Value goes to aggregators — Google, Yahoo

e Possible solution: Information Trust Association



Scoping problem

rl

The new marketplace

e Mass markets splintering

e Information unbundled, copyright laws can’t fix

e Consumers sensitive to privacy, see value of their attention
e Advertising morphs to opt-in, targeted, direct marketing

e Gatekeeping publishers will be left out of social stream

e Trust, identity building blocks of new info ecosystem



Scoping problem

rl

The missing piece

e Internet assumed trust and identity

e User names/passwords only partially portable
e Financial accountability not portable

e Opt-in universal accuont desirable

e Enables instant sharing of valued information



ri
SOLUTION #2: Collaboration J

e Drivers for collaboration

-- Many newspapers suffered financially; can’t afford—
each one—to invest aggressively in new technology
e Can’t waste precious cash going down blind alleys

e Need qualified vendors/providers to speed project initiation
and development

* Need to leverage platform assembly and reference
implementations to design projects effectively from outset
— Need to show negotiating strength/leverage with
Facebook, Google et al.



SHARED USER NETWORK

I"jl
Google saw this in 2001

e “One risk of that is that people don't get paid for
their content, which is clearly a problem. I'd
personally like to see a model where you can buy
into the world's content. Let's say you pay $20
per month and get access to everything in the
world. Somebody else needs to figure out how to

reward all the people who create the things that

you use.”
B Larry Page,Google co-founder in speech to
The Commonwealth Club, March 21, 2001



SHARED USER NETWORK

I"jl
And in 2005:
Schmidt: Compensating all parties

e “Everyone is waiting for a good way to reach a
new set of customers in a way that provides
appropriate compensation for all the parties . ..
It's just not been invented yet. People are
experimenting, I'm sure it will come."

B Eric Schmidt, Google CEO, quoted by The Financial
Times, June 27 2005, in an article about paying for
video content on the web.



Newspaper shares last

arly $4 billion in value
in ]u_'ly, an amaount greater
than the combined market
capitalization of all but the

three Largest publicly held 9" b | susporTED 1
3 JOURNALISM

WE RELY ONM YOU.

publishing companies.

* AGGREGATORS VS. NEWSPAPERS AND
THE FUTURE OF ONLINE NEWS




The Biggest Overall Problem?

The Post-Scarcity
Economy™ --

Information is abundant.
Insight isn’t.




rl

U.S. newspapers serve:

e 40 million+ paying customers;
e 100+ million “users”

Challenges:

e Extend relationships beyond news(paper)
e Add users to a ‘news social network’
e Empower consumers to own ‘persona’



ORIGINS

InfoValetiTJ 1l

Elements of new news ecosystem

e “Publisher” ... “broadcaster” anachronistic
e From gatekeeper to InfoValet

e Content atomized, remixed, customized

e So, can’t “own” it all: Content or consumer

NEXT:
e Other industries faced with collaboration challenge



ORIGINS

rl

News as service -- not product

e Paper merely one delivery system

® Helping user discover, access info from anywhere
* Creating a conversation, community ... network

* Not just about the story; smaller, larger remix

e Convenient, simple access and value exchange

- The news social network ... TRUST




Scoping problem

rl

New/old challenge for news media
e Finding (or originating) unique, actionable info

e Sharing it with right people, right time
eDemonstrating consistent trustworthiness

e Assert value in doing so

e WHAT’S CHANGED: Platforms, 24/7, “audience”



Siloed “solutions” considered

Protect print by charging for all online content
Charge for niche content and archives
Membership model: Special privileges, services
Associated Press’ 3 Ps: protect, point, pay

Proprietary bundled applications (iPad)

rl



SHARED USER NETWORK

I"jl
SOLUTION / working “hypothesis”

e An information-industry collaborative

e Build, own and operate a shared-user network
layered upon the basic Internet.

e Allowing end users to:

e Own, protect, share demographic and usage data

e Update role, effectiveness, compensation for advertising

e Advertising delivered directly, publisher “marketplace” gone
e Easy sharing, selling, purchasing of online content

e One ID, one account, one bill



SOLUTION

® &
Information
TRUST rjl

Association

An idea, not yet “proposed”

Information Trust Associlation

A non-profit association to lead creation of a free
market for digital information. It builds on standards,
ensures consumer choice and trust, and enables
price and service competition. It is broadly, and
openly, governed, with a global perspective. The
operations it sanctions first benefit journalism,
democracy and freedom, ahead of private interest.



SOLUTION

(X )
Information r I
TRUST j
Aszzocliation

Why now?

 Newpaper industry in slow, non-cyclical decline
 Some leadership print-focused / survival mode

* Relationships must transcend legacies
(newspaper, magazine, books, entertainment - new media)

 Major players moving in key areas
(Facebook — identity / Facebook Credits)

(Google / News Corp./ Ongo / NIM — commerce)
(Government — privacy, copyright enforcement)



Scoping problem

rl

Making the marketplace

e Information unbundled, copyright laws can’t fix it

e Consumers sensitive to privacy, see value of their attention
e Advertising morphs to opt-in, targetted, direct marketing

e Gatekeeping publishers will be left out of social stream

e Trust, identity building blocks of new info ecosystem

e Infovalet services earn value by finding what’s needed



EXAMPLES

InfoValet {73 I"j |
Create playing field, not plays (or prices)

e Underwriters’ Laboratories / Bluetooth Association
e Internet Corp. for Assigned Names/Numbers

e Railroad gauge; power grid AC cycles/second

e National Automated Clearing House Assn.

e Digital Publishing Alliance (unincorporated)

e Associated Press / Some trade associations

e The story of Dee Hock, Bank of America and Visa
BOOK REVIEW: http://www.globalhome.com/news/chaordic/bookreview.html



EXAMPLES

I"jl
Create playing field, not plays (or prices)

e The story of Dee Hock, Bank of America and Visa

| IZEE V/SA
BANKAMERICARD
'

VISA

e Biggest challenge: Multiple, diverse constituencies

http://www.cryptosmith.com/archives/842




SOLUTION

o0
TRUST I"j :
Aggociation

POTENTIAL ITA ROLES?

e Sustain journalism values, principles, purposes

e Establish voluntary privacy, trust, identity standards

e Research, test, commission key technologies

e Sanction protocols for sharing users/content

e Direct multi-site user authentication services

e Enabling consumer choice for commerce, privacy
* “One account, one bill, one ID, purchase anywhere”

* But no single owner of all users



SOLUTION

® &
Information
TRUST rjl

Association

PROPOSED ITA STRUCTURE:

e Not-for-profit association, as open as possible
e |nitially contracts with RJI-Mizzou for logistics

e Staggered board, 27 seats allocated by 7 types
* Founding members (foundations); publishing members

* Publishing members; technology members; public members
e Can own for-profit operating entities

e Or contract with existing services

(Such as (not inclusive): Google, JO, Apple, Amazon, AP,
Clickshare, CircLabs others)



SOLUTION

® &
Information
TRUST rjl

Association

What are the results and benefits?

e Enables web-wide microaccounting / subscriptions

e Supports “atomized” content, wholesale/retail pricing
e Broadens “deep web” access; not on web today

e Protects privacy: Anonymous, yet identified users

e Enhanced-CPM, precisely-targeted marketing

e RESULT: Convenient, secure access to valued content



ACTION STEPS

o0
Information r' I
TRUST j
Association

FTC testimony: JTA/ITA

I Looking for wrap up notes from the conference: "From Gatekeeper to Information Walet,” held May 27,20097 That page has mowv
This is the ternporary landing page for the Information TrustAssociation initiative.

?te i NEW: "Blueprint to Build Congress” June 23-25 at Reynolds Journalism Institute

lity portal

pehts This page includes rermarks made by Bill Densmore® on Dec. 2, 2009 at the U.S. Federal Trade Commission Workishop: "From Tow
hanoss Jowrnalism Sundve the intermet Age? " Densmore was part of a panel B entitled: "The New News "(WIDRKSHOFP COVERAGE) &
page

Proposing a new collaboration: The Information Trust Association

In a story about the Project on Excellence In Journalisim's 2008 “State of the News Wedia & report, Time Magazine
E Migrch 76, 2008:& *. . . I solutions arent obriows, the repor’s overall message Js Wil the fufure leaders of journ.
It's tirme far the nation's news creators, aggregators and technologists to do so0 -- together.
SUMMARY EXTRACT: "The Internet needs a user-focused system for sharing trust and identity, and for exchanging

;Zenr:es payments]), for digital information. The system should allow multiple "Infarmation Yalets" to campete for and serve o
s interests and appetites for demographic sharing. It needs a Mew(s) Social Metwork .. . . (t)o make a new market for
Jages —we need to start creating a unique ownership and governance framework, assembling the required technology, a
s version requlation, advertising and privacy. . . . {tthe mission of the Journalismm Trust Association (or perhaps an [nformatio)
it link help sustain, update and enrich the values and purposes of journalismthrough collaboration among news media, th

Information
TRUST
Azzociation

institutions. JTA might be capitalized by majar technology, publizhing, advertizing, consumer ani
wiould guide the creation of new standards and a platform for exchange of user authentication a
enables a competitive market for information, respecting and enahbling consumer privacy and ch

= NEW Trust. identitv and commerce — inseparable buildina blocks of a free market for

journalismtrust.org .... 15,000 reads since December



ACTION STEPS

TRUST I'jl
Aggociation
Board/member composition

INFORMATION TRUST ASSN.
BOARD COMPQOSITION

Clmss Blax. seats | Terms B RR LY
A Founding Membseors - (] Fowr=year / initial four Dt aml
= IR B e S R irnitiaml throe LS FR R ]
t — §hree=year f initisl §hree Anmnanl
4 INhiree=yeanr/ imilnal Do N e
5 Three-year |/ imiliial one
L] I o= wasinr initial 1wo

T yvinar | imilknl ome

B Pubslixhimg SMMembsers = 1 Fomir=vesar ¢ imitial 1 e Brwii? kel f A maal

2 — Thiree=-vear [ inil sl two O —
] three=sweaer 0 ikl sl ome &4 o dlegeenading on
1 IMNawr=s=pmr ! it fwao roewsen e/ siee Fformenbln
5 Twwie= 4w ar / initeel cane I'Bls

C Cont rabat g, Meonbsers 4 1 — T Eursrs— v rann IERTRE=] Imitkal f Ammial
1o T R
2 — Thirme-yvear /il aml fwas S ey ddegeenaling oom
g — three=swar 0 ikl sl omne reween e s formminls
4 IMwo=sa=ar/ Rrten] §wa I'Bi»

I = Techmology Membeers 3 1 = three-year |/ mitial two [GTERTA L TERLETPY
P = Two=year” itk twa B S A=

Stalking horse . . . Founding members will sort out . . . React?
(http://lwww.newshare.com/wiki/index.php/Blueprint-form)



ACTION STEPS

Information

TRUST
Agsociation

JTA structure proposed

Wain Page
Community portal
Cument events

tigatian

Recert changes
Fandom page

Help
arch
5o ]
I

wWihat linkshere
Felated changes
Upload file
Special pages
Frintable verson
Femanent link

Blueprint-form
AGENDAE /WHO'S COMINGE /REGISTER & f ABOUT VENDORS &/ LODGINGE /IVP FORM &2/ RECOMMENDED READING &7 / ANDAC VISION & / HOME

Contents [zshown]

CONCRETE IDEAS
STRUCTURE, OWNERS
OF AN INFORMATION TRUST ASSOCIATION

fworking draft, VWed, Apml 7, 2090 - Biff Densmore)

mr>
W
Q
TC
—
—
T

A. Formation
This documentdescribes the Aproposed corporate farm, ownership and governance of The Journalism Trust Association, or Information Trust Associa

Mission

The mission ofthe ITAis to (a) sustain and advance the values, principals and purposes of independent journalism in and for participatory democracies
products and services related thereto.

Dissolution

JTAis a non-stock association. It is owned by its membership, whose interests maynot be divided or sold except pursuantto the bylaws and whose as:
charitable or education institutions in furtherance of journalism in conformance with the laws of its state ar incorporation

Business Location

Until at least 2020 ,JTAshall have as its principal place ofbusiness anylocation in the United States of America. A leastuntil then, it's principal place of
W Reynolds Journalism Institute, or a U3, location otherwise approved bythe Reynolds Journalism Institute.

B. Membership

Anyindividual may applyto join the Journalism TrustAssociation upon paynentof annual dues established bythe Board of Directars and approval of the
Directors. Membership maybe withheld bythe board in its discretion for any lawful reason. Members shall be entitled to attend and vote at any Annual o
or by petition of at least one-third of the membership. The names, membership class citizenship and mailing addresses of each and all members shall

Counsel: Bluetooth (Eskelson); ONA,NCN (Hart)

rl



SOLUTION
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TRUST rjl

Association

What are the results and benefits?

e Enables web-wide microaccounting / subscriptions

e Supports “atomized” content, wholesale/retail pricing
e Broadens “deep web” access; not on web today

e Protects privacy: Anonymous, yet identified users

e Enhanced-CPM, precisely-targeted marketing

e RESULT: Convenient, secure access to valued content



SHARED USER NETWORK

I’jl
Opportunities for businesses

 |ncremental revenue beyond closed networks
e Sites maintain control of “their” customers

e Affinity relationships

e “Rewards” or advertising reverse payments

e Share customers registered elsewhere

e Avoids explosion of one-to-one agreements



SHARED USER NETWORK

M|
Convenience for consumers

e Easy way to buy information

e Account at one site

e One-click buying from many sites

e Aggregate one-bill, one-ID simplicity
e Customized/personalized service

e Privacy protected purchasing



Wrapping up

® &
Information
TRUST rjl

Association

ITA scenario: Everybody wins?

e World-focused, not-for-profit

e Broad constituencies among directors

e Funding by memberships, transaction fees

e Sustain journalism’s values, principles, purposes
e Potential convening host: RJI-Missouri

e (But Mizzou is not owner or controller)



SHARED USER NETWORK

r..
How might it work? jl

Enables network access to existing customer
“home bases”

Home base “presents” user to network auth-
logging service
User access to network sites tracked

Aggregated settlement of affinity payments
Charges for content (text, music, video)
Payments for ad views

Enables customization / personalization



“Closed” (3-party) system I'jl

Consumers (1) join single network manager (2) through which all content flows (3)

Consumer
user

Closed »
network

1 Content 3

repository

Consumer
user

Other 3
affiliated
publishers



“Open” (4-party) system I'jl

Consumers (1) choose among home bases
(2) buy from many publishers or advertisers (3) via authentication / logging service (4)

Auth/ 2

2

User’s ‘home service home base
base’ service (of many)

3
Or advertiser

1

Consumer
user

3

Independent
publisher




| The ‘Easy Pass’ equivalent I'jl

Digital calling card’ introduces consumer at independent publisher sites

User 3
‘home bases’

Publisher
. one 1

2
Cconsumer

user

] Publisher
Publisher

three 1
four 1 Auth/
logging >
service
1. Publishers connect with network service to

2. check user authenticity, log activity;
3. home bases authenticate digital calling card



Scaling the ‘Easy Pass’ network I'jl

‘Digital calling card’ introduces consumer at independent publisher sites

Multiple
Auth/logging
services

Tens of
Thousands of
publishers

Thousands
of home
bases

Tens of
Thousands of
advertisers

Hundreds
of millions
of users



Information Valet: The Emergence of the Deep Web
Confidential - Rev. 20090301

Subscription Provider of Content

Service Provider Pointers & Taxonomy,
Search Results, Ads

Dynamic

User Account Owner

"Information Valet" Pricing App

Personalization Engine:
Demos + content +
subscription info +

business logic

Premium Content
Provider

Settlement

Logging | el
ervice

Service

Plug-in or web
service

T

User Browser
Participating Site (computer or
1 mobile)

IVP Proxy Service for
Paid Content from the
"Deep Web"

(N
[nformation r I

_ ALET j
( )Network Ideas -- 2009 Vi




O rji Ongoing R&D partner with

Reynolds Journalism Institute

PAST: InfoValet research on privacy, charging

LAUNCHING: Interdisciplinary research on
dynamic (real-time, variable) digital content
pricing

Information
PROPOSED: Convene formation of TRUST

Information Trust Assn. Acssociation

Trust, identity platform for information
commerce owned by nonprofit; but users profit

rl



I"jl
What’s needed? Four elements

* PRIVACY management for consumers;
getting value for your ‘persona’

e PERSONALIZED information stream

 ADVERTISING made more effective through
interest-based customization

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



SUMMARY: Key Needs

Users: finding/discovery, trustworthy curation,
personalization, privacy, convenience

Advertisers: One-to-one, preference targeting,
social engagement

Publishers: branding, reach and engagement,
monetization via social buying; network effect

TRUSTWORTHY, PERSONAL, SOCIAL, COMMERCE

RESEARCH / LAUNCH PARTNER ...

rl



TRUST

InfoValetiTJ 1l

Elements of relationship

e Community / sense of belonging / appreciated
e Personalization / the digital “me”
e Experience leading to knowledge not just data

e Public or non-proprietary information discovered or
collected in new and insightful ways that leads to
unexpected insight or knowledge.

e Services that deepen relationships, make our day go faster
or more easily, or give us exclusive or empowering
knowledge.

e Services that allow us to make money or save money.



TRUST

InfoValetiTJ 1l

SUMMARY: After mass market:
Customize, personalize, ‘atomize’

e Create intimate, personalized, customized,
permission-based relationship . ..

e Between the consumer and “InfoValet”

e Whether that consumer is part of a "mass”
irrelevant to their needs and value

e Make money providing service, not just
(or even) content. Saving time, money.

|”

“Porous paywal . “the unwalled garden.”



Envisioning solution

M|
LAST SLIDE!

Blueprint: Gatekeeper to InfoValet

e Information base camps; “infovalets”
e Find, access information from anywhere
e But with method to pay / one account/ID/bill

e Subscriptions, per-click, rewards

Bill Densmore / densmorew@rjionline.org

http://www.newshare.com/tucker.pdf



