
Announcer:	The Positive World Radio Network is pleased to present One Click Society with your host, Lori Taylor. One Click Society is a radio show designed to help listeners find success in a world that is now soaring ahead at the speed of broadband. Each week, Lori Taylor, one of the world's premiere copywriters and direct response marketers, discusses our rapidly changing world with some of today's leading minds.

As Lori loves to tell her clients:  "You bring the rain, we'll make it pour!" Well, bring your umbrellas, because with a passion for contribution and a belief in paying it forward, Lori is eager to fall in love with her new listeners. Whether you're a fellow marketer, entrepreneur, or lifelong learner curious to hear where the future is headed right from the mouths of those who are making it happen, One Click Society will inform, inspire, and enthrall you each and every week.

Here's the host of One Click Society, Lori Taylor.

Lori:	Hi, this is Lori Taylor with One Click Society: Addicted to Overdrive. I'm excited to have my guest today, Nova Spivack, who is . . . Spivack. We just had a big argument about how to say his last name. So it's going to be odd to tell you that we're actually close family friends and he is one of my dearest friends, but I never have to say his last name. Anyway, he is the CEO of Lucid Ventures, which is an early-stage technology incubator. He's had several ventures over his career, including Twine.com, which was acquired by Paul Allen's company Evri in 2010. And now he's working on a project called Live Matrix, which is super cool, and it is the central schedule for the live web. 

Some cool things about Nova I wanted to share today, and we're going to be talking about several different types of topics. One of the cool things I want to talk about is that he is a visionary. I would say that he's the base of the semantic web. Some people call that Web 3.0. The name is continually changing, but he's authored more than 30 patents that have been granted and pending. His company also does angel investing in companies such as Klout and also a space tourism company called Space Adventures. 

And that leads me to three interesting facts about Nova that some people know and some don't.

The first one is, in 1999, he actually flew to the edge of space with the Russian Air Force and did zero gravity flight training with the Russian Space Agency. So that's very, very cool. He's one of the early pioneers of space tourism. Secondly, he is the eldest grandson of Peter Drucker, who is the father of management, and that's an interesting story. And the last one that people, especially Nova's close friends, know is that he is a Buddhist. I may misstate this, but there isn't a Buddhist book that's been written in the English language that he has not read. I'm going to let him correct me next. It's fascinating to hear him switch brains from the left side to the right side.

So without further ado, let me introduce you to Nova. Nova, am I right about your Buddhism? Did I say that right?

Nova:	Yeah. There may be two or three books that I haven't read. There's always new ones, so I always have to keep up.

Lori:	I was going to say, what are they? We'll put them on your Christmas list.

Nova:	Right. Well I don't know if I want to read them.

Lori:	So, tell me Nova, there's a lot of things I want to talk to you about today, but one of them, people find it pretty fascinating, I don't know if you take it for granted that you actually went up into a spaceship in 1999. Tell us about that experience a little bit and what you took away from it. What did it impact you?

Nova:	Contrary to what you might think, it wasn't an alien abduction, actually. Wish it was. What actually happened was through some friends of mine, I was involved in the early days of something called International Space University, which was started out of MIT and NASA, and effectively, it's the real Star Fleet Academy. It's a business school for the space industry, and today, much of the middle and upper management in the space industry around the world studied at ISU, the International Space University. Anyway, I was there in the early days of it, and some of the founders of ISU then went on to start a company called Space Adventures, which was and still is one of the companies that has really taken up pioneering this space tourism field. Peter Diamandis among others was one of the founders and a friend of mine.

Anyway, they made these deals with the Russian Space Agency and the Russian Air Force. Maybe they were backroom deals at first, because it was the early days of opening up Russia. But anyway, they went over to test out a bunch of these different vehicles and invited some of us to come along, friends of theirs. And so we all had to pay up, but we went. I got to go up to the edge of the stratosphere in a MiG-25, which is one of the highest flying fighter jets in the world. It's designed to shoot down the SR-71, which is a very high altitude spy plane.

So this particular type of flight is a bit unusual. It's not a regular flight. You get in this plane, and they basically go straight up, or almost straight up, and you punch out of the atmosphere. And at that point, you're no longer flying, because there really isn't enough lift. But you're essentially in parabolic flight. You're like a trajectory, a missile basically. You go out of the atmosphere, or out of most of the atmosphere, and you're up there at the edge of the stratosphere. You can see the curvature of the earth, and you can see the sky is black, and you can see the stars. It's like a very low altitude space flight. A very high altitude regular flight or a low altitude orbital flight. Not quite in orbit. But great view. Saw all of Western Europe, all of that. So it was pretty cool. And I can tell you some funny, terrifying things about it if you want.

Lori:	Yeah, I'd like to hear them.

Nova:	Okay. One of the funny things that happened was first of all, I got to Moscow. This was 1999, post EarthWeb IPO. It was my one big post-IPO excess, and I brought some friends with me. There was a heat wave, and we were staying in a Soviet-era hotel for some reason right on Red Square. It was super, super hot, and the windows were nailed shut so the people couldn't jump out and commit suicide or maybe jump out and escape. I don't know. But it was super hot. The windows were shut, and the heat was on in this hotel. So it was so hot that we had to actually pour water on the mattresses just to use the evaporation to stay cool at night. 

So I got no sleep the night before this flight. I arrived at the Zhukovsky Air Force Base, which was this huge, super classified air force base outside of Moscow. By that point, I was exhausted, had no sleep. It was 110 degree heat wave, at least 110 degrees. So then they suit you up into all of these different layers. Three different layers, like nylon, rubber, nylon. It's all this crazy non-breathable fabric, so it's super, super hot. I'm wearing this sweat outfit basically. At that point, I'm starting to feel a little bit light-headed. So I tell them, "I don't know if I should do this. I'm not feeling too well." And they're like, "You already paid, so too bad. You have to go." They're joking around that it would be cheaper if I just go one way.

Lori:	[laughs]

Nova:	So anyway, I get into the plane, and they basically . . . it's out there on the runway. It's on the back of sort of this little back runway. This was like a secret thing. We're paying off a bunch of high level people up and down the chain of command to do this. So we're on this funny old runway with grass and cracks in it, weeds growing out of the runway. I'm like, "Okay, this doesn't look so good." It's so hot that the ground crew has their shirts off, and they're fueling the plane with about 6,000 gallons of jet fuel and they're smoking. This is Russia. So everything is hard core. Just one spark, and we're all just going to blow up basically. 

But anyway, I get into the plane. I have a test pilot with me, and he's flying the plane. So he's in the back. There's two cockpits. I'm in the front one, he's in the back one. So I'm separate from him. And he tells me through the headset, in his very bad English, basically if anything goes wrong, basically we're going to die because there's no survival. We're going to be going at Mach 3 really high. Basically what happens is if he has to eject us, first you'd depressurize. So you kind of explode. Then the pieces freeze, and then they burn up on reentry. So that's basically what happens to you if you have to eject. So then after telling me that, he tries to explain, "Here's what we'll do if we have to eject. I'll say, 'Eject, eject.' Then you say, 'Preparing to die.'" At which point he ejects you. And I was like okay. 

So they're closing my cockpit, and they're pulling away the gantry. The ground crew is down there getting everything ready. I suddenly realize, what happens if something happens to him and I have to eject us? Because you could eject at lower altitude if you're going up or coming down. I'm looking around the cockpit trying to figure out, well, how would I eject? I'm looking for red buttons and red handles and things. There's about 20 of them. They're all red, and they have Russian writing Cyrillic. I don't know how to read that, so I'm realizing s***, I better figure out how to eject. So I start banging on the window with both hands to signal to the ground crew I have a question. So I'm going tap, tap, tap, "Hey, I have a question."

What they see instead is me going, "Yeah!" That's what it looks like. So they all start going like, "Yeah! America! Yeah!" I'm like, "No, no, no. You don't understand. I've got a question." I'm like both hands on the window, like, "Let me out of here." They think I'm like, "Yeah!" So anyway, I didn't get my question answered. So I tell the pilot, "Listen. One important thing. I'm just here for the view. No stunts." What he hears is, "I'm just here for the view. Stunts." So he does stunts like the whole way up and down. I'm totally sick. But anyway, I managed to get up there, get the view, survive. Literally, when I got back, I literally kissed the ground. I was so glad to be back down. It was intense. Mach 3, super, super intense. Really hot. It was crazy. One of the crazier things I've ever done.

Lori:	What I think is ironic is that you were worried about how to eject, but does it really matter? Why do you even eject if you . . .

Nova:	It would only matter if you're at a lower altitude, you might be able to eject. At the top of the thing, if you eject, you basically become a meteorite.

Lori:	[laughs] If any of your friends are listening, they're going to be howling right now, because you really have to know you to know . . . I'm right there with you. I see you panicking. I see you freaking out.

Nova:	Woody Allen goes to space.

Lori:	This is how Nova goes to space. There's a child's book in that somewhere. Well, I think it's one of those things. I was recently having a pretty tough week at work, and I was like life felt pretty exhausting. Then we were on an airplane and we were landing. Literally, and I've had this happen to a friend of mine, we were landing, and as we were landing in Florida, literally we were inches from the ground, and the plane shot back up in the air. And not a single . . .

Nova:	That happened to me once. I was flying into India, and they couldn't get the landing gear out. We ended up going down, and then no, we had to go back up and go down. It was very scary.

Lori:	It's very scary, and it's so funny, because you look around, and all the people around you . . . I'm up in the front, so pretty seasoned fliers. Lots of frequent fliers up there. And I'm looking at the person next to me, and everyone's looking at each other, but no one's moving. Just our eyes are moving. Everyone's kind of smiling at each other like, "Yeah, this isn't good." Then the pilot didn't come on for what seemed like an hour. But it was one of those things where I was like, you know, it's good to know. I want to live. I was really worried about it. About two hours before, I could have just hit myself in the head with a sledgehammer.

Nova:	Speaking of interesting flying nightmares, the other day I was flying back to San Francisco from a meeting. We're all getting onto the plane, and all of a sudden, we hear the pilot say, "Seems like something is seriously wrong. A piece of the tail has fallen off. We're trying to decide whether or not to go ahead with the flight." And we're all standing there like, "You're what? A piece of the tail has fallen off and you have to think about this?" So we all rebelled. All the passengers were like, "No. Cancel the flight." Everybody was yelling, "Cancel the flight! Cancel the flight!" It was this long ordeal. We were all standing on the jetway while they were trying to figure it out. It was pretty funny.

Lori:	Yeah, and you wonder what would be the purpose of that announcement. You know what I mean?

Nova:	How is that going to be helpful?

Lori:	Yeah. I remember being in line on a jetway coming from New York, and literally you're waiting and waiting. The guy comes on, "Well, just to let you know . . ." I'm not making this up. "We're number 57 in line to take off." And I thought, it would have been better just to hold that thought.

Nova:	Not helpful. Not helpful.

Lori:	Everyone was so upset. And yet when we're about to die and the plane's going straight up, he doesn't come on forever. It literally was over five minutes. He didn't say a word to anyone. Then when I was getting off the plane, I heard the stewardess say something to him. And he goes, "No. It was pretty close." We almost hit another plane is what happened. So yeah, it was really crowded, so it was crazy. But talking about some of the things that you've done and taking that experience of going into space and doing that, you've just had such an amazing life, and you've done so many amazing things, that being one of them of course. But there have been other ones that you've done as well, even when you were in college. Didn't you have a pretty cool experience with who you worked for in college?

Nova:	I was a production intern on "Star Trek: The Next Generation," for example. That was a fun thing I did during college. Then I worked for a bunch of supercomputing and other kinds of companies, like Thinking Machines and Kurzweil. I did stuff around artificial intelligence. I used to hang around MIT at various labs and managed to convince some people to let me work on their parallel supercomputers there and play around.

Lori:	What was one of the most interesting projects that you did as an intern, outside the "Star Trek," that really got you to where you are today, that you felt like, had I not done . . . was there a project, I should say, in college that you did that feels like got you where you are today?

Nova:	I worked at Thinking Machines which made, at the time, the most powerful parallel supercomputer in the world. One of the things they were doing there was a lot of different simulations, artificial intelligence type simulations of the brain, as well as all kinds of simulations of physics and emergent computation. A lot of the stuff that I did there and just the exposure I got to all these different projects that were working on artificial life and emergence really helped me think about the early days of the Web. And I ended up building there, before the Web started, I built basically their own web. It was a multimedia hypertext database of all the different projects on all their Thinking Machines installations around the world that you could browse. It was very much like the Web.

And then when the Web came out, in the early days it was actually Gopher before the Web. In those early days, I realized hey, this is a platform where you can do this kind of thing. So I think that kind of thinking launched me into that. I had also done a lot of work on neural maps and other kinds of systems at other companies. I worked on information filtering at a company called Individual. So I was pretty familiar with a lot of these concepts, which then came into play as the Web began.

Lori:	We have to take a break, but when we come back, I'd like to hear about what led you to start EarthWeb. I think it's one of the first technology companies on the NASDAQ?

Nova:	It was one of the first web companies certainly in the country.

Lori:	Yes, web companies. The Internet. So, I'd like to hear a little bit about that and what led to that and your experience that you had during that process that opened up your world even further. So after a commercial break, I'd like to hear more about that.

Announcer:	You're listening to One Click Society with your host, Lori Taylor. Lori would love to hear from you. So, if you'd like to leave a question or make a comment, just scroll to the bottom of the page you're listening to. You can also follow Lori on Facebook at www.Facebook.com/Loriraylene . That's www.Facebook.com/Loriraylene. Now, let's get back to Lori and her guest.

Lori:	Hi, this is Lori Taylor and I'm with Nova today. We're on One Click Society: Addicted to Overdrive. Nova told us a pretty good story about his space travels, and we're kind of leading him down the path of where he was in college as an intern and some of the jobs he did during college that opened up his mind to the Internet world and how he could expand there. One of the things that he did that he's well-known for is he was one of the founders of EarthWeb. So I'd like to hear a little bit about that Nova and how that company started. It got some good mass, grew very quickly, and I'll like to hear about how you did that, how you went about making that happen, how the idea came to fruition.

Nova:	Yeah. The way EarthWeb began, actually, was through charity. So what happened was I had met some friends, the Hidary brothers, Jack and Murray, in New York. Together we hatched this idea of putting international charities online during the Rwanda hunger crisis back in the '93-'94 time frame. What we did was we went out to all of these international charities, like the Red Cross and Oxfam and Doctors Without Borders, and we told them we would make Gopher sites for them, because the Web hadn't really happened yet, and we'd do it for free to help them get the word out about what was going on in Rwanda. 

Then we did a deal with Warner Brothers to basically get access to samples of upcoming albums and put them there. So we made the first online relief concert. It was Relief Net, and the concert was called Relief Rock. That got covered in Newsweek. And after that happened, we started getting calls from all kinds of other for profit entities, ad agencies and corporations and brands and so forth, asking if we could do things on this new Gopher and Internet thing for them. So we ended up just starting to advise a lot of these organizations and teach them about the Internet. Then as the Web happened, we were there and they knew us. So we ended up making websites. 

So our first big clients were the New York Stock Exchange. We built their website. The Metropolitan Museum of Art. We did work for Digital Equipment Corporation and Sony and AT&T and many other big brands. So we were there at the beginning of the Web in New York, and we were one of the few teams in the country that not only knew how to do nice UI and design, but also really understood the database, security, commerce, technical level as well. 

So we ended up becoming the Park Avenue web development company. We had a nice office on Park Ave., and we were working with these big brands. Our strategy was to be the most expensive. So basically, they would come in and whoever it was, the first thing we would say was, "Look. Don't even talk to us if you don't want to spend $1 million. There's lots of mom-and-pops out there who will do your website for less. But you get what you pay for." And that was how we played it. That usually worked, so we ended up getting really big clients, and that's what we focused on.

Things moved very fast. So in '95, '96, already everybody in the world was starting a web company. We were approached by every kind of wacko who wanted to partner with us. One guy wanted to do an online knish selling network. There were crazy ideas people would show up with. Everybody I knew was starting their own company, so we were facing competition from you name it, everywhere. So what we decided was rather than continue trying to compete with everybody and be a web development company, we had to make our own content services. Our motto went from "Build It Once, Sell It Once" to "Build It Once, Sell It Many Times."

So with that in mind, we decided to start building online services about what we knew best and what everybody else wanted to know, which was how to build websites. So we started Gamelan.com, which was a site all about Java when Java launched. And then Developer.com which was about every Internet technology there was. These were some of the early open source communities actually. Then we did a deal with Macmillan and started putting all of their computer books online. Then we started acquiring companies, like Data Nation and Pearl Journal and things like Dice.com. We grew this big network of sites and services for IT professionals working on the Web. 

So that's actually what we went public with, and in 1998 we had an unexpectedly big idea. We didn't know that it would be so big. Our timing just happened to be right. It ended up being, I think at the time, I think it was the 6th largest NASDAQ IPO at the time, which was pretty cool. I stayed involved for a little while, and then eventually went on to do other things.

Lori:	Well, I think that after what you just told us, first of all, I didn't even know some of that stuff, so that was very cool for me. But I think the coolest thing that you said that might be relevant for some of my viewers is your positioning when you were at EarthWeb. Two pieces of it. Your positioning and then your ability to stay ahead of business trends. And I know that that's your thing. That's what you do. You see business trends, and you're always at the forefront of what's happening. You're an outlier. What was interesting is that you said, just starting with, we're expensive. I think a lot of people don't do the best job of positioning who they are, understanding where they falls as far as pricing and services. 

I thought that was great to point out to people and really own that. If you're a high-end boutique and if you do really great work that you feel like I want to take only projects I want to take, and I only want customers that are very committed to me and that are focused more on the value, because they believe in the value, then I think that's important. Then when you said to me that you had moved your entire business from "Build It Once, Sell It Once" to "Build It Once, Sell It Many Times," I think too many businesses see something coming, and then they're not nimble enough or quick enough or can't get the buy-in to make that shift.

I know that you've had several companies since then that you've been involved in, and I know some you've been able to maintain that ability to turn the ship, if you will. And others, I know that you haven't. So I was wondering, what has been one of your biggest failures in business that you felt like, if I would have listened to myself a little bit earlier, I would have been in a better position?

Nova:	I would have to say it was both a success and a failure with Twine. It was a success in that we did a lot more than we ever thought we would do, but it was a failure in that we didn't really accomplish our goals at the end. So there, Twine really began as research, working with DARPA, the Defense Advanced Research Projects Agency, and SRI. We started working on a next generation semantic intelligence assistant. We spun it out and turned it into a company. It actually was a project in my Lucid Ventures incubator, and then we worked with DARPA for a while, and then we spun it out and created this entity.

What we did wrong was I don't think we had a very strong market need clearly defined when we began. What we understood was that we were trying to evolve the web infrastructure, and we knew that we had to have a system for dealing with unstructured data and making it structured so that you could do more with it. So that's what the semantic web was all about. It turns the Web into something more, like a database, so you can query it and find things more precisely. So we knew that that was necessary to solve the problems of information overload and to enable a next generation wave of applications that would be smarter.

So what we started with was building a platform to enable that. But we started with a platform rather than a particular application. So the danger there is you end up making this platform that can do everything, but you don't actually have a specific need at first. So, eventually we came up with the idea for Twine, and Twine was the product. Twine went through many iterations. It started out really as a community focused around social bookmarking around topics and evolved over time to be more and more focused around personalization and ultimately search. 

We pivoted a number of times in the evolution of Twine, from a platform to a community site to personalization and search. But I felt, looking back on this, that we were constantly trying to find the product market fit, to really bring semantics out to the market. And while we were reasonable successful . . . Twine actually got around 3 million users and had about 25,000 communities in it. So it wasn't a failure in that sense, but what we didn't really figure out was how to get from the 3 million users range to 100 million users. How do you make a service that will reach a broader set of consumers? 

We made a product which really, I think, appealed to early adopters, thought leaders, influencers who really wanted to be on the cutting edge and keep track of these things and try this stuff out. But we didn't quite get there with the mainstream consumers. We had a lot of ideas on how we'd do that. And part of the reason we didn't get there, really when I look at it, was not so much lack of ideas or expertise. We had an amazing team. We had incredible designs for the next rev of Twine, but if was actually terrible timing, and I think looking back at it, just the wrong strategy in terms of how we raised money and how we brought the product to market. 

Effectively, our timing was bad because we ended up having to raise money during a huge economic downturn which we've experienced in the last couple of years. So, that made it quite difficult to raise later stages of money. And the other problem was we raised a lot of money early. I think in some ways, before we had even a product, I think in some ways that made it harder to raise money later, because when the market turned down, we had already raised quite a bit of money. So then you had to raise more at a higher valuation. It was difficult. 

So I think there were a lot of lessons learned. I think what I've learned from Twine in particular is try to start very small and spend as little as possible on the early stages of the project until you prove you're a product market fit. That's number one. Number two is never start with a platform. I'll never do that again. Some companies pull that off, but it's extremely difficult. It's much, much harder than starting with an application. Third lesson was really semantic web and semantics in general are really interesting and really important, but it's a missionary sale. It's just too difficult to take a completely radical new technology and try to convince the world to adopt it on a platform level. It's much better if you just bake it into some application, maybe don't even tell them that's what it is, and then get the application to be really popular instead of marketing the technology.

So I learned a lot from that experience, and now I'm applying that in my new crop of startups. I've got a whole bunch of them now, and we're applying all of these principles in this new generation of companies.

Lori:	I think that's great. I think there's a valuable lesson there, and especially, it's a little different. It was a piece of technology, like you said, a platform. There's people out there launching businesses from home, millions a year, and they're excited because they came up with a good idea, but they haven't done the market research to know, number one, who wants that and do they want it. I think too many times, people don't start with the audience and try and craft whatever their idea is. Do the surveys work, do the phone calls, all the up front research. 

Even when you're doing a movie, I was reading this book called "Save the Cat" and he was saying, when you have your movie idea, get your tagline, get your name of your movie, and then literally go to Starbucks. Go someplace and tell people the theme, and if they don't get it, and you don't get a good reaction to it, then you need to go back and start over, because you can't make someone go watch something that no one wants to watch. I loved Twine. You know that. That's how we became friends is I knew of you from Twine, and I loved Twine and I thought it was fantastic. But one of the things . . . it was similar to, as you know, you're good friends with Steve, my husband and he had a similar concept. It wasn't the same, but it was different. 

But even then when I was showing that to investors, and one of my friends, as you know him, John Walsh, he took a look at it and he said, "It's really cool, but it's not fun." I was just wondering . . . we're going to have to take a break here, but one of the interesting things he said to me was, "It's not fun." And I thought about that, and I thought, "Well, lots of things aren't fun that people buy." 

Robert Scoble just did a post about this, about how he realized he was focusing so much on his technology friends, and he was in this space on Twitter. He realized that he almost had no lists on Twitters that he had segmented any regular Joe people. He had gotten so out of the everyday person that he . . . every time he talked about an idea, he would be talking to someone like yourself or someone from another technology company, and they got it. They thought it was fantastic. But he wasn't having any user conversations with just the people that use it. They don't really know how it works. Like me. I don't know how it works. I don't really care how it works. I just want it to work, and I want it to be effective.

So when we come back, I'd like to hear you talk a little bit about how important the user experience is when creating a product and some of the things that you think people should pay attention to when coming up with ideas. I know you have an idea a minute, and segue that into . . . you have some interesting ideas around your rule -- how you have to put it in the cookie jar for a week. So that may help some of these serial entrepreneurs out there that are their own worst enemies because they have too many ideas and they try to do them all at the same time. I don't know anyone like that, but I know there are people out there. Just kidding. Okay. So we'll come back after the break. Thanks, Nova.

Announcer:	This is PWRN, the world's most authoritative source for the truth.

Lori:	Okay. It's Lori Taylor and Nova Spivack, and we are back with One Click Society. Nova was just discussing one of his ventures, Twine, that was recently sold to Evri. He was talking about what he felt had gone well and had not gone as well. One of the things was, I'm paraphrasing, but user experience and having too many early adopters, and as I say, not enough monkeys, too many zookeepers. I wanted to hear from Nova two things. Number one, Nova, you do have a ton of ideas. You have amazing connections. And quite frankly, I don't think there's an idea that you couldn't do. So how do you determine . . . what kind of a checklist do you go through to say, is this idea worth pursuing? That would be my first question, if you would answer that one.
Nova:	So now, in Lucid, basically I think of Lucid like a production company. We produce ventures instead of movies. There are different stages of the pipeline. We make a group go, no go, or red light, green light, or yellow light kind of decision at each stage under different criteria. So in the pure idea stage, the sky's the limit, of course. You can come up with anything you want. If we then want to go and actually prototype something or patent something, of course, then we make a second level of cuts around the ideas. How do we do that? 

Really, we're looking at ideas that have the potential to become either a major technology or a really widely used product. We're not looking at niche things. We're trying to look for fundamental things that will enable a new ecosystem or will be something that potentially could be used by every consumer. We really are focused more on consumer types of technologies today. So for patenting and prototyping, we really look to see whether or not we believe this idea has enough potential to invest some money into it.

Then we do a prototype. Usually the prototype is done, it could $5,000 or less. Sometimes for free. Developers approach us that we like, and if we think they're good, we'll talk about ideas. If they're interested, they'll work on it and prove that they can do it. If we like that and we like the relationship, then we'll start putting a little more money to fund continuing work towards an alpha. 

Again, at each stage, we're always deciding whether to kill it or to keep going. One of the things that I tend to do, even if I have a good idea, like you said, I leave it on the shelf for a little while and just let it cook and let it simmer. If I'm still thinking about it a couple weeks later, still can't stop thinking about it, then I know that there's something there. But I try to resist that initial enthusiasm when I first think of something. I write it down, and I log it. But in terms of actually acting on it, I usually wait.

So anyway, in the alpha stage, then we start to really think about these things in terms of usability. At that point, there's something we can use, and we start to look at that and think about, in particular, what other products are we trying to displace? Generally speaking, it's rare that you come up with a product or service that doesn't displace something else. Sometimes, it's very rare. But more often than not, you're displacing one or more other products. So it's really important to identify what it is that you're probably going to displace or that you might have to displace. 

We also ask ourselves, "What don't we do?" That's always a good question to ask. We think a lot about go to market and product market fit, which is really trying to figure out, what is the minimum viable set of features or services that we have to have to get adopted? It doesn't have to be the full set, but the minimum that enables us to start getting traction. How do we measure fitness? How do we know if this product is really meeting user needs? So we think about that a lot, especially as we start planning for beta. And then we'll do private beta first, usually with a small number of people and then growing it to maybe tens of thousands and then after that, open it up into public beta. 

This whole process could take anywhere from two to three years. It's sometimes faster. In the case of Live Matrix, the process took about two years. With some of my newer projects, it looks like it might take about a year to a year and half to go from conception all the way through a public beta. So, right now we have a crop of interesting companies, all focused around certain key opportunities we see in the world. So we have some investment CCs. With Live Matrix, it's really about the time dimension of the Web becoming important. With the real-time Web and the live Web, really having a way to know what's happening now or what's happening when, what's upcoming online is important, just like you have on TV. So building a schedule. We really think time is this big, important, uncharted dimension of the Web, and we're trying to chart it. So there's a thesis behind it. 

There's a bunch of things I've been doing around augmented reality and augmented reality games. Then there's a lot I'm doing around data, still working with semantics, but in a more practical way. So in this case, I have a project which is code named Bottlenose, which is a new kind of messaging cloud that works with Twitter and other services and adds a lot more semantics to how messages can be exchanged. It's interesting. We've developed, rather than just a platform, we have in this case a product, which is designed to be potentially the most popular client app for using Twitter, for example, and other services. So we haven't really talked about that publicly anywhere except here. But it's in the early stage. We're working on it. It looks pretty interesting. 

Then there's the newspaper, which I haven't mentioned to anybody yet, but I'll announce it here. Preannounce it really. It's called the Daily Dot, and that's going to be kind of interesting. I can't say much more about what it's going to do, but it's interesting. Then there's an iPad app where I'm, with a team of people, working on a new way to consume news. So a lot of these things are related to information, publishing it and consuming it, filtering it. It's the kind of things I've been working on for a couple decades in various ways. We're iterating these out into a bunch of really interesting products and services that really focus around that.

Lori:	Along those lines, there was a debate recently back in August. An article came out in The Guardian, and it was an Internet brain neuroscience debate. They had a debate on whether how people are using the Internet is making it harder for them to focus, or whether the Internet usage is actually changing the way our brains process information. I'm just curious. How do you think the Internet or technology in general is affecting our brains as a species?

Nova:	Yeah. There are studies that have shown, for example, that computer games reshape your brain, and that kids who have grown up playing computer games have better obviously hand-eye coordination, but they're also able to multitask or process certain kinds of visual information faster. With the Internet, I think one of the things we see is multitasking and people dealing with increasingly overwhelming, fragmented flows of information coming at them and jumping around between all of this. So I think people, in some ways, are spending less time focusing on any particular thing. So in some ways, attention span maybe is decreasing. But the ability to manage multiple threads of activity is increasing. So less attention to any particular task, more attention spread out across more tasks.

Lori:	Do you think that that gives us . . . because it seems like a lot of the projects . . . I happen to know what most of them are, as I'm an angel investor and we talk about stuff like that, even the ones we can't talk about publicly yet. But it seems like you're working a lot around data, providing context around data. Do you feel like because there's so much multitasking going on that we're not taking the time to really apply the meaning to all of it? Like the big picture is a little bit getting lost. Instead of looking up at . . . you know what I'm trying to say?

Nova:	Yeah. Basically, all the projects that I'm working on, all the things that I've originated and am working on right now are really around helping you focus your attention, because I think that's the big scarce resource right now is attention. So we're helping people be able to get what they want with less work. Right now, attention, basically, the Internet is emphasizing the breadth of attention over the depth. So you have less time to spend to focus deeply. You're focused more across a lot of things, and when that happens, we have to help people focus more efficiently so they have fewer things horizontally to focus on so they can focus a little more deeply on the things that matter. By basically reducing noise, you're increasing the signal. 

So all the different things I'm working on in some form are dealing with that issue from a different angle. So yeah, I think it's really important. I have some other projects which are outside of that, angel investments I've done in the energy sector, working on some new kinds of energy technologies and analytics and things. But still, most of this, the majority of the things I work on are really around focusing attention.

Lori:	Well there's so much . . . like what you said, sometimes I think that people have so much horizontal stuff coming at them, because you're just trying to capture all the data. So it's coming at you so fast, the context of who's it coming from, how valuable is this, is this worthy of my time? That filter is not there. You can almost get to anyone.

Nova:	Right now, basically, we're at the stage where all of these apps and services ask the user basically to decide what's important. Some are making some primitive steps towards automating that. I think there is a potential to automate that a lot more, and I think we're getting to the point where people are going to need some kind of way to consume content across all these different services, and that's smart. It helps manage and filter that consumption. So that's actually what Bottlenose is working on, so that's kind of that angle. Others are working on that, too.

Lori:	More like Klout is one that I'm so . . .

Nova:	Klout is a different angle. There it's measuring the influence of different people, and that helps you know how important or influential is a certain person on a certain topic. That's a data point which you can use to determine whether or not what that person is talking about would be of interest to you. So that's certainly something that you can use. It's very useful data. It's like a Nielsen for people.

Lori:	One of the interesting things about Klout I would like maybe you'd expand on before we take the break is the importance, and I know you're working on some things that are going to bridge the offline and online gap as far as augmented reality goes, which we'll probably talk about after the break. But before that, when you look at Klout and you look at Foursquare and now what Facebook is doing with its places and things like that, when you're standing in the Apple Store, for an example, and you're not being treated right. You're in line forever, you're getting ignored for whatever reason. You could use Apple, you could use Delta, it doesn't matter. But when you're standing there and you have 30,000, 40,000 followers on Twitter and things like that, some people like Robert and Exedra have 100,000 plus. Chris Brogan, Ashton Kutcher. He sends out one e-mail saying that the service here was terrible, and that can have a real impact on a brand, because his reach is so wide. So I know that Klout is working on some things to allow offline business to . . . it's not just about how much you charge on your credit card anymore for points. Do you know much about that? What are your thoughts?

Nova:	I can't say anything about their specific business plan, but I will say that there is an opportunity where, once you know the influence of a person, if they're your customer, you can then reward them or treat them in a particular way. So imagine if you're a brand, a store or a hotel or an airline, and a customer comes in. They present their credit card to pay, and at that point in your payment system, you then see their Klout score, Klout with a K, K-L-O-U-T, their Klout score. And that tells you how influential they are and what they're influential about. It can tell you, are they influential about your brand? If they are, do they influence lots of other people? Are they somebody whose opinion carries a lot of weight and could help or hurt you? 

Then they might get VIP status right away, and maybe you give them special benefits or they get to go in a special line. They get special points, special rewards. And those kinds of programs, I think, are super important. That kind of plays into this theme of life is a game, or it is becoming a game. Life as a game. This notion of rewards and points and gaming is spreading outside of just games. It's spreading into everything.

Lori:	I agree. We've talked about that a lot. Did I lose you Nova?

Nova:	No, I'm here.

Lori:	Okay, good. We talked about that a lot. I think I'd love to end our show today after the break to talk about some of those things and what you see coming. I also will start off the break with . . . I don't even know if you know how to do this, but tell people how they can actually, even small businesses, if they have an e-mail list, how they can actually figure out a person's Klout score and how influential they are on their particular topic. So after the break, I'll share that with everyone, and then I'd like to hear more about what you think the next technology leap is going to be that we're poised to make. Something that maybe wasn't possible before but it is on the verge of becoming a really exciting reality now.

Announcer:	You're listening to One Click Society with your host, Lori Taylor. Lori would love to hear from you. So, if you'd like to leave a question or make a comment, just scroll to the bottom of the page you're listening to. You can also follow Lori on Facebook at www.Facebook.com/Loriraylene. That's www.Facebook.com/Loriraylene. Now, let's get back to Lori and her guest.

Lori:	Hi, it's Lori Taylor and Nova Spivack, and we are here today on One Click Society: Addicted to Overdrive. We were talking about offline and online and merging them and understanding who your customers that come into your store are online and if you should care about it and if it could help or hurt your business. One of the interesting things that's out there . . . see, a lot of these things are out there, and you'll hear a lot of "gurus" talking about different tools. I think people are getting so wrapped up in tools that they're not really putting context around how they could use the tools that would actually benefit them short of just using the tool. 

One of the ways that you can actually really benefit right now is if you have an e-mail list . . . and if you don't, if you're an offline store and you don't have an e-mail list, I highly suggest that you follow in the footsteps of all the big retailers in front of you and start finding a reason and a way to capture e-mails. But that's a whole other show. But in this particular case, you can take your e-mail address, you can go to what's called Flowtown.com. You can actually import them into Flowtown. Now, I believe it's four cents a name. I don't remember exactly the cost point, and I think it might have to do with volume. But you can actually go in there. It will take all your e-mails and tell you off your e-mail addresses, if the people who signed up use that e-mail address as their sign up name, it will actually be able to show you where they are, if they're on LinkedIn, Facebook, Twitter. Then it actually gives you demographics based on that. So once you've compiled your list, it's pulled out all the ones that have social profiles that Flowtown knows about. It will actually give you the demographics around that, because when people sign up for these, they say where they're from and how old they are and things like that. 

What's even cooler is once you get those IDs, you can send out an e-mail and ask them to connect with you if you want to. Or you can actually go and one by one try and friend them, and hopefully they'll recognize your brand name. I wouldn't suggest saying, "Hey, I went to Flowtown and I'm stalking you." But hopefully if you're a valued brand, they'll follow you back. But what's really cool is you can actually take that same list and you can go to Klout . . . I know there's a way to automatically do it. I don't know what the details are when you're partnering with Klout. But I know that you can manually go in right now and have a VA, go in and take these Twitter IDs and start getting the Klout scores and compiling the list.

Nova:	Yeah. There's an API for that, too.

Lori:	What did you say?

Nova:	There's also an API for that.

Lori:	Yeah, I thought so. There's an API there. Sometimes people are in small businesses and stuff like that, they're not all familiar with those types of things. So you just want to have your secretary do it, it just depends.

Nova:	Yeah. They can just go in and type people's names in or Twitter handles and you can get their Klout scores.

Lori:	Yeah. You can get their Klout scores, and you can start paying attention to people high on Klout scores and figuring out not only if you're important to them, but what they care about, so you can start making sure . . . 

Joe told me a really cool story about . . . Joe is the CEO of Klout, and he told me a cool story about how an airline came to him, it was a small one, a regional one, and they were trying to figure out how to engage with their users. So they worked with his API and they found out that the majority of their users, for whatever reason, loved running. They were enthusiasts when it came to running. And so what they started doing is they started making sure they tied their tickets and their sales around running events. Or they would mention something about running in it so it would catch the people's eyes in their feed. And it totally turned their whole Twitter experience around, and they actually got profitable very quickly by being able to communicate with their customers. 

So there are some really cool things you could do with it. And Nova, I'd love to hear from you, outside of that, what do you think the next big leap is going to be that we're poised to make, that we really couldn't even do before, but now it's close to becoming a reality just because all the pieces are coming together?

Nova:	I think that one is going to be the next generation of targeting on the Web. Like what you've sort of been discussing, but there are so many different services now that are generating profiles of people. I think we're heading towards a time where there's going to be some kind of a standard for a personal profile, an interest profile, and being able to share that and access that and start to bring all this information together. So I do think within 10 years or so, it might be Facebook that ultimately pioneers this, but there will be some kind of standard way where people can opt in to all kinds of different topics, and you can reach them as a small business or a large business in various services where they want to hear about that stuff. Right now, it's very fragmented. There's no one place to do it. But I do think it's kind of getting to the point where it will happen. 

I think it'll bring in lots of different types of data about a person, including things like their Klout score and many other things. Their attention profile, what they actually pay attention to and explicit interests that they may have, stakes that they have, implicit interests that we figure out that they have. And their social graph. If you look at Facebook's open graph and their likes system, there's a lot you can learn about people from that. And just being able to superimpose all these different graphs, combine them, and actually have a unified attention or interest profile of a person is really an important, I think big step that will both help people reduce noise and get more of the signal that they want. But it will also be really useful for businesses that want to reach people. So we're heading there I think.

Lori:	I'm curious about . . . it's going to come and talking about your grandfather. I'm just curious . . . some of this is a little hypothetical, so I guess your opinion is as good as anyone's. But I know one thing, I was curious what you think he would think of the Internet and how disruptive it is to business, and e-mail especially. But secondly, with your experience, being a startup company, you've done a lot of things from ground zero, which has been more possible more often with the way the Internet and the way startups are. I'm just curious what you feel your grandfather's take would have been on people raising money the way they raise money and bringing in the people and who controls the pocketbooks and all that stuff. I'm . . .

Nova:	We talked about this actually quite a bit before he passed away. We used to talk about this. That was during my EarthWeb days. My grandfather originated the term knowledge worker, so he was pretty familiar with knowledge economy. He saw that coming and wrote about it quite a bit, decades before it happened. I think he understood that we were moving to this world where information and knowledge were going to become the primary product and service, and expertise was going to become very important. 

So I think number one, I don't think he understood the technology of the Internet. He wasn't really an Internet user, but he understood the concepts. He saw this as an embodiment of a trend that he had seen coming for a long time. So number one, I don't think he was shocked at all. I think he primarily dealt with really large organizations and the managers in large organizations for a lot of his time. So he wasn't particularly a startup guy. He wasn't particularly familiar with life in a startup, but a lot of his principles would apply very well to startups too. 

He really helped managers focus. He really helped with thinking about what was really important. He was extremely good at helping people focus, or helping managers actually focus their attention in the way I'm working with helping consumers focus their attention. But he was very much about trying to figure out what was really important to a business. So I think his view, I know for a fact, of corporate America and where things were heading, he was very against a lot of the corporate excesses. Huge CEO salaries and bonus packages, he was very, very against a lot of that and felt that that was very bad for corporations, as well as for everybody else. 

In the later part of his life, he actually started working more on the non-profit, or what he called the social sector, with the Drucker Foundation, really about non-profit management and really trying to help non-profits become successful entities. So he really turned his focus to that. I think he got, I guess, less interested and less enamored of the for profit sector as he saw how it was kind of becoming almost out of control. That doesn't mean he was against it completely, but he put most of his time and effort into the non-profit sector as he got older.

Lori:	It would have been interesting to see him work with a lot of Internet startups, just being able to start with someone at the ground zero, and especially . . . I know one of his things, someone had a class with him at one of the universities, and he asked, what's the most important thing? And they went through this whole thing, and everyone was trying to impress him, and the answer was your customer. That's all the mattered. So customer. People know him as the father of management, but the truth was it was just to manage people to be focused on what was important. Not let the management part get in your way so you could . . .

Nova:	He was focused on people. He was a people oriented person, and all of his work was really about people. He worked on organizations, but it was really about the people. It was about the culture of the people in the organization, the customers, and really all about the dynamics between people. So he wasn't really into the structural issues or engineering. He was very much about the social dimension.

Lori:	Well, it's interesting. I wanted to wrap up with your opinion on something that we've talked about before. I have a quote. As you know, your grandfather hated the term guru, and it was applied to him a lot. And he said that he . . . I lover his quote where he says, "I've been saying for many years that we're using the word guru only because charlatan is too long of a headline."

Nova:	Yeah, well, guru certainly fits better in 140 characters.

Lori:	[laughs] Really Nova, I mean seriously, you're such a humble person. But I know what you've accomplished, and I know what you've done, and we didn't even touch on a tenth of it really. There are people on Twitter and Facebook, etc. that are proclaiming to be these gurus and these experts. Then if you dig into it, they're not. They don't have clients, and they haven't been doing . . . I've been doing direct response for 20 years, not 20 minutes. So the Internet, to me, has leveled the playing field to allow people to start things. What do you think about the term, as far as guru goes?

Nova:	Well, I don't particularly . . . it's not a term that I pay that much attention to. So, I've seen a lot of so-called gurus come and go. At the end of the day, when I look at somebody online, I look at what they're talking about. First of all, if they just talk about themselves, I'm not terribly interested. And if they only talk about basically trends or what other people are doing, well, that's somewhat interesting. But what I'm really looking for are the people that are sharing new ideas. Somebody actually once said something that really had a big effect on me. It was Jerry Michalski. He is actually a social media guru. Jerry said, "Give your best ideas away. Give your best ideas away." 

So I look for the people who do that. When they really share something of value. And it's of value if someone else can use it. So I'm looking for people who are giving something of value away. Not just something that I already have or that I don't care about or that I could get myself, but giving away basically memes or new intellectual property that I haven't seen and couldn't get anywhere else. So, I don't follow a ton of people, but the people I follow are high octane. They provide a stream of, I think, unique, good information that I don't get easily from other sources. There are so many people on Twitter and in other social streams that really are just echoing what they saw somebody else say. The whole echo chamber is not particularly useful.

Lori:	Yeah. Chris, another person, was talking about that on Twitter, saying he doesn't want people . . .

Nova:	I don't want to criticize anybody in particular.

Lori:	Oh, no, no, no.

Nova:	But all I'm saying is I'm pretty selective in terms of who I follow, and if you look at what I tweet, I'm not one of these people that tweets every little thing I'm doing all day long. It's mostly when I come across something that I think is really interesting, I'll tweet it. Sometimes it's odd, quirky things. Other times it's useful. But for the most part, I try to keep it useful. There's a little bit of noise, but it's mostly signal I hope.

Lori:	But there's people that would definitely . . . we've talked about that. Do you take the time to build up your Twitter profile to a gazillion people? It's a lot of work to maintain it.

Nova:	I don't work too hard at that honestly. There are people out there who have really built up huge followings and millions of followers. I have not worked to do that at all. I haven't tried. I haven't really spent any time on that. People who follow me just find me. And probably I should work more on that, but I haven't, and it's okay.

Lori:	I just wanted to say, for our readers, we're wrapping up here, but there are people that would like for you to follow them, and they think the way to get noticed by a thought leader like yourself or someone in the space . . . there's probably a ton of developers out there with good ideas that if they have you or someone behind them, they might actually get it to life. So what I always tell people is be engaging. Don't stalk someone, but just be consistent. Be putting out stuff in there.

Nova:	I tell you, the people that I do follow are the ones that impress me with something really useful or new that I haven't seen or heard that's valuable. Sometimes, if somebody is really active and engaging with me, or if they're really active in retweeting me, I'll notice them, and then eventually I'll follow them. That sometimes happens. But almost 90% of the time, I think it's really because they said something that impressed me.

Lori:	To wrap up, this has been a great show, and I've really appreciated you kind of jumping all over the board with me. I call it razzle dazzle frazzle. It's my new term for how I do things. I appreciate you doing that, because it makes it fun. But I just want to leave with letting people know you're an idea person, Nova. And it's okay to have ideas, write them down, journal them, make sure that you keep them coming, and share them with as many people as you can. Like I said, I love that advice. Share your ideas, because you're going to have more than one. And it's when you get chintzy with them that they quite coming. I believe that fully. I believe that 100%. The more you give and put out, the more the universe brings it to you. That part of your Buddhism, and that's part of my spiritual belief. But we didn't get to talk about that. Maybe we're do another show on that, the intersection of spirituality and the Internet technology. But just put out there what you want to get back, and I think it comes full circle. So, thank you everyone today for being with us on One Click Society. And Nova, I adore you. Thank you for your time. You're brilliant.

Nova:	Thank you very much. I enjoyed it very much.

Lori:	Thank you everyone.

Announcer:	You've been listening to One Click Society with your host, Lori Taylor. Lori is happy to answer any of your questions. Simply scroll down to the bottom of the page you're listening to. Don't forget to follow Lori on Twitter at LoriRTaylor. That's LoriRTaylor.

Join us again next week, and until then, remember there are more educational, empowering, and entertaining shows to be found on the Positive World Radio Network. So, spin the radio dial and find your favorite show. You're listening to PWRN, the new voice for Planet Earth.
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