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1. Origins of the idea / RJI process
2. Critical challenge trust, not technology 
3. Comparables / examples
4. Solution hypothesis: ITA
5. Operating affiliates
6. Core belief/goal: “Everybody wins”
• http://www.infotrust.org 



Using the RJI process:
• 1. Ideas
• 2. Research
• 3. Experiments
• 4. Solutions

. . .  FELLOWSHIPS

www.newshare.com/disclosure

ORIGINS



Challenge: 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
• What sustains journalism in this environment? 

ORIGINS



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 and – you today!) 

ORIGINS



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 on site (trending better). (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

ORIGINS



Elements of new news ecosystem
• “Publisher” … “broadcaster” anachronistic
• From gatekeeper to InfoValet 
• Content atomized, remixed, customized 
• So, can’t “own” it all: Content or consumer
• Transition is to . . . .

ORIGINS



News as service -- not product
• 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 
• Convenient, simple access and  value exchange

• The news social network . . . TRUST

ORIGINS



In network, what do consumers want?

• TRUSTWORTHINESS – Community newspapers
still have credibility in their community 

• ACCESS – White noise to channels; the deep web 

• IDENTITY CONTROL – Persona, privacy, content, 
personal

• VALUE – Equitable exchange – (InfoSeek /Yahoo/ 
Google, Flickr/YouTube,  MySpace/Facebook, 
Newspaper/iPad-tablet) 

(http://www.rjionline.org/projects/densmore/stories/circulate/stories/five-questions )

TRUST



Trust relationship enables 
• PRIVACY management for consumers;

getting value for your ‘persona’

• PERSONALIZED information stream 

• ADVERTISING made more effective through
opt-in, interest-based customization, (direct
compensation?)

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

TRUST



Elements of relationship
• Community / sense of belonging / appreciated

• Personalization / the digital “me”

• Experience leading to knowledge not just data

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

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

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

TRUST



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

(or even) content. Saving time, money.
• “Porous paywall” or . . . “the unwalled garden.”

TRUST



CHALLENGE: Create playing field
but not plays (or prices) 

• Underwriters’ Laboratories / Bluetooth Association
• Internet Corp. for Assigned Names/Numbers 
• Railroad gauge; power grid AC cycles/second
• National Automated Clearing House Assn. 
• Digital Publishing Alliance (unincorporated)
• Associated Press / Some trade associations 
• The story of Dee Hock, Bank of America and Visa
• Biggest challenge: Multiple, diverse constituencies

EXAMPLES



A PROPOSED SOLUTION:

Information Trust Association
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



POTENTIAL ITA ROLES?
• Sustain journalism values, principles, purposes
• Establish voluntary privacy, trust, identity standards
• Research, test, commission key technologies
• Sanction protocols for sharing users/content
• Direct multi-site user authentication services
• Enabling consumer choice for commerce, privacy

* “One account, one bill, one ID, purchase anywhere”
* But no single owner of all users 

SOLUTION



PROPOSED ITA STRUCTURE:  
• Not-for-profit association, as open as possible
• Initially contracts with RJI-Mizzou for logistics
• Staggered board, 27 seats allocated by 7 types

* Founding members (foundations); publishing members 
* Publishing members; technology members; public members

• Can own for-profit operating entities 
• Or contract with existing services 

(Such as (not inclusive): Intertrust, Google, JO, Apple, Amazon, AP, 
iPhase3, Clickshare, CircLabs others) 

SOLUTION



WHAT ARE RESULTS / BENEFITS? 

• Enables web-wide microaccounting / subscriptions
• Supports “atomized” content, wholesale/retail pricing
• Broadens “deep web” access; not on web today 
• Protects privacy: Anonymous, yet identified users 
• Enhanced-CPM, precisely-targeted marketing 
• RESULT: Convenient, secure access to valued content 

SOLUTION



Delivering for the public
• PRIVACY: Protect, share demographic and usage data

• PERSONAL: “Persona” yields custom information

• CHOICE: Many “info-valets,” price/service competition

• RELEVANCE: Ads more effective, direct compensation

• CONVENIENCE: Easy sharing, selling, purchasing of 
online content; one ID, one account, one bill

• Result . . . TRUST.

SOLUTION



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 
(Google / News Corp. – commerce)  
(Government – privacy, copyright enforcement)

SOLUTION



WHY NOT THE AP?  
• Remarkable integrity, First Amendment, but . . . 
• Single class owns (larger, daily newspapers)
• Dual mission (sharing vs. original content) 
• Who benefits?  Who controls? WWGD? (Jeff Jarvis) 

• But . . . AP’s support vital as key operator
• AP could lead as a principal convenor / with/without
• Also . .  .American Newspaper Digital Access Corp. 
• Again: Win by letting go (Everybody wins / Visa / Dee Hock) 

SOLUTION



FTC testimony: JTA/ITA

http://www.journalismtrust.org …. 15,000 reads since December

ACTION STEPS



Board/member composition

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

INFORMATION TRUST ASSN.
BOARD COMPOSITION

ACTION STEPS



JTA structure proposed  

http://www.Counsel: Bluetooth (Eskelson); ONA,NCN (Hart) 

ACTION STEPS



Ratify idea / move it forward?

http://wwwA.REGISTER: http://www.infotrust.org

ACTION STEPS



“Ecosystem” experts (“who’s in room”)

• Content management 
(Geo-Tel, Ellington, Community Knowledge Base)

• Content tagging / rights / access control 
(Associated Press, Clickshare, iPhase3, Press+)

• User registration, authentication
(Clickshare, iPhase3, Press+)

• Personalization, advertising, social network
(CircLabs/Circulate™, iPhase3)

• Subscriptions, per-click, payments, aggregation
(CircLabs/Circulate™, iPhase3, Press+, Interform

SOLUTION



One operating idea

• Incubated at the Donald W. Reynolds Journalism
Institute at the University of Missouri

• Developed with support from The Associated Press
• Mizzou owns 35% of the company 
• First serve went into private beta June 1



Circulate™
News social network for 

users, publishers and advertisers

A turnkey social buying solution
for newspapers via 

a news discovery add-on/app



“So why can’t I have a portable stream of news that I 
can take with me everywhere? Why can’t it take into 

account my preferences, my location, the veggies so to 
speak of news that I should know? I call this the hyper-

personalized news stream. What form it takes is 
unclear.”

-- Marissa Mayer, Google, Dec.2009

“Local online group buying sites -- a model that
first Groupon put on the map -- are becoming so popular 

with consumers that they are seen by many 
companies as another form of local advertising.”

-- Marketing VOX, June 2010



CIRCLABS’ INITIAL SERVICE:

The News discovery social network

. . . A tool for knowledge discovery

A customized, user-authorized service which 
interactively manages local newspaper branding, 
advertising, personalized news links and social-
networking features by populating a persistent bar 
across the top of the browser window. 



Information discovery
• Circulate Bar 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 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.



How users find Circulate:
via home base



. . . Browser bar private beta begins late April

. . . Ad placements anticipated QT3

. . . Methods to “charge” anticipated QT3-4

. . . Mobile/tablet/iPad platform next

http://www.circlabs.com/test/demobar2

user: demo  pswd: gocircul8

Request beta access:  beta@circlabs.com 

Circulate Bar: Signing up



PLATFORM DEMO: CIRCULATE 
PREFERENCE MANAGEMENT

TRY IT:

www.gocirculate.com

(quiet please – ask for invite: 
beta@circlabs.com) 
(limited content) 



PLATFORM DEMO: CIRCULATE 
BAR ON NEWSPAPER SITE



PLATFORM DEMO: CIRCULATE 
BAR EXPANDED VIA READ 

ARTICLES



PLATFORM DEMO: 
CLICKTHROUGH TO 

UNDERLYING NEWS STORY



PLATFORM DEMO: 
CLICKTHROUGH TO 

UNDERLYING NEWS STORY



. . . Browser bar private beta began June 1

. . . Working on unique ad opportunity

. . . “News social network” functionality 

. . . Methods to “charge” anticipated 2011

. . . Mobile/tablet/iPad platform 

Request beta access:  beta@circlabs.com 



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



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



Multiple revenue opportunities
for publishers

• 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



Circulate is DISRUPTIVE
• Shifts power from aggregators to content 

creators/owners
• Bypasses the search engine model
• Inverts the aggregation model
• Initial offering is for news industry



Circulate is CONVENIENT
• Always with the consumer
• Provides relevant content wherever she is 

online
• Content comes to consumers
• “If the news is that important, it will find me.”



Circulate is PROFITABLE
• Sends traffic to news websites

• Enables targetted advertising

• New text-ad venue on toolbar 

• Ability to experiment with different payment 
models

• Revenue share favors publishers



Circulate is SOCIAL
• Social-networking tools to stimulate 

relationships:
- Between and among publishers and consumers
- Between and among consumers
- Between consumers and brands 

• Bridges traditional and social media
• Brings more consumers to the news


