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part 1: mary macpherson: it's about what's possible
Good evening. I’m Mary MacPherson, Executive Director of the Morino Institute Netpreneur Program (http://netpreneur.org).
	Wow, this is incredible!  There is nothing like a Netpreneur Program event to bring this community out.  But really, you are the event!  Thanks so much for coming.
	On behalf of this evening’s sponsors, America Online (http://www.aol.com), KPMG’s Midatlantic Information, Communications and Entertainment (ICE) practice (http://www.kpmg.com) and the Morino Institute (http://www.morino.org), it’s my great pleasure to welcome you to "Garage to Gorilla."  We hope you enjoyed seeing the interviews with netpreneurs on the screens.  It's good practice for future media opportunities.
	For those of you who are joining us on the webcast, we’re here in Washington, DC, across the street from the National Zoo, where there are some other kinds of gorillas.  For those of you who have not been with us before—and there are lots of you—we will have a transcript and video (http://netpreneur.org/gorilla/?) of the event up on our Web site.
	Tonight you are going to hear from some industry pioneers who will share their remarkable stories and insights on Internet startup success. Given the makeup of our audience of over 1500 people here and on the webcast, the topic is definitely on target.   Of the people in the room tonight, over 750 come from net-centric companies, and about half of those are from startups. Over 5% of you are students—you are tomorrow’s netpreneurs. You’re here because you want to talk about what it takes to start an Internet business and grow it into an 800-pound gorilla.
	For years, the business of Washington has been politics.  As the capital of the United States, there will always be politics here.  But there is growing evidence that the business of Washington is business and the explosion of entrepreneurship here is indisputable.  
	Just over two years ago, the Netpreneur Program hosted its first event, attended by some 40 people.  That's hard to believe as I look around the room tonight.  Today, thousands of individuals and companies are engaged in what’s become a vibrant online and offline community where people connect, collaborate, share ideas, solve problems and grow their businesses.  Across the Greater Washington Region it’s all coming together—the executive and creative talent, funding, technology expertise, support resources and access to people who have “been there, done that.”
	Tonight, we have with us many netpreneur "gorillas in the making," companies who are just starting to make headlines, such as AnnuityNet, Blackboard, WebMethods, ImageCafe, Vastera, LifeMinders, TV onthe Web, Womenconnect.com and WisdomWare.  The list grows daily.
	Garage to Gorilla is all about what’s possible if you have the vision, the drive, the stamina, the leadership, the timing and, yes, even the luck. In the time that you’re here tonight, we hope that you’ll be inspired by our speakers, that you’ll take away knowledge you can use in your life and that you’ll make connections with people who will help you realize your dreams.
	Before I introduce our next speaker, I’d like to take care of some thank yous.  First, I’d like to thank the 25 netpreneurs who volunteered to help us with this event—they will receive the official Garage to Gorilla event t-shirt.  Second, I’d like to thank CloPay and Capital Door for our garage door prop. And, last, but certainly not least, I want to thank my colleagues from the Morino Institute Netpreneur team.
	We are truly fortunate to have Marc Andreessen and Ted Leonsis with us tonight.  You’ll be hearing from them in a moment.  Following Marc’s and Ted’s remarks, Kara Swisher from The Wall Street Journal will moderate a discussion and we’ll take your questions for Ted and Marc.  We’ll end the program with closing remarks from a person who has inspired many of us in this room, Chairman of the Morino Institute, Mario Morino.
	Thanks very much to the AOL team and to Kara for working with us on this program.  Let’s get started!
	It is now my pleasure to introduce Kathy Bushkin, Chief Communications Officer of America Online, to say a few words and to introduce tonight’s moderator.  Kathy joined AOL in November, 1997.  Previously, she was the head of the national Media Relations practice at Hill & Knowlton.  Before that, she was the Director of Editorial Administration for U.S. News & World Report for 12 years.  She also served as Senator Gary Hart's press secretary in his Senate office and 1984 Presidential campaign.  Kathy is a board member of the International Women's Media Foundation, the National Press Foundation and Share Our Strength, a hunger relief foundation.


part 2: kathy bushkin: a vision shared
Thank you very much.  I don't know why Gary Hart always gets a laugh.
	I'm delighted to be here and I'm stunned at the size of this crowd.  You know, size matters, and I have to say, congratulations to Mario Morino.  It is truly amazing what you have done and what's happened in this region—all of it blossoming at the same time.  You have turned time-tellers into clockmakers, and it's very exciting.  There is a difference between having a vision and having a hallucination, and the difference is the number of people who share it with you.  Well, I'd have to say, looking at this crowd, Mario, you have a vision, and we are glad to share it with you.
	I'm happy to be here tonight because there are a lot of things going on in this region. As one of the companies that has been able to move up from the garage and on its way to gorilladom, we are excited about what's going on and, what happens to a company when it's able to lift its nose a little bit above the grindstone.  We look around the region and figure out what we can do to give back a little bit.
	There's a real opportunity here for all of us to share.  We can share our money.  We can share our knowledge.  We can share our resources.  We can share it not only in terms of helping businesses grow, but also helping social ventures grow.  So AOL, as it's been moving along in its path, is looking excitedly around to see how it can help in this area.  We are partnering with a number of you already, and we look forward to partnering with more of you as we exercise not only the opportunity, but the responsibility to be an active participant in our community—locally, regionally and globally.
	Companies like ours have to accept that responsibility head on, and we are.  The AOL Foundation, which was created just two years ago, is already doing some exciting things to fulfill a mission that empowers people to use the medium to make their lives better and to improve society.  We have a partnership with Calvin Coolidge High School right here in Washington, DC, to create "AOL Achievers."  We have initiative grants for high schools and grade schools that are doing exciting things to use the medium to find innovative ways to teach.  We are supporting our employees who want to do more to communicate and contribute to partnerships in the community, and we are looking to do something very exciting on the Web.  We haven't announced it yet, but it's coming, to create a Web site where charities and volunteers can find each other and use the medium in a way that it really should be used.  We are excited about those possibilities, and we hope to see you in cyberspace fulfilling them with us.
	Now, I want to talk to you a little bit about the moderator of tonight's program, Kara Swisher.  Kara is . . . how can I say this?
	Let me start by telling you a story about a friend of mine named Frank Mankiewicz. He is a well-known public relations maven around town, and he once said that the four scariest words in the English language are, "Mike Wallace is holding."  Well, if you are in the technology business, sometimes hearing, "Kara Swisher is holding," can be pretty scary.
	Kara now covers technology companies from AOL to Silicon Valley for The Wall Street Journal.  She has been doing that for over a year, but before that she spent 17 years at The Washington Post.  She created a technology beat by convincing her editors there was a small company in Virginia that was trying to do something worth covering.  A lot of the time, her stories probably got buried at the back of the car pages in The Washington Post, but she kept at it and brought attention to what AOL and other companies were trying to do.  At one point she decided to take a career-breaking, or career-making, move, she left The Washington Post to write a book.
	The book, at that time, was about a company that was facing busy signals—I'm sure none of you remember that—and all kinds of other challenges on the road to growing from garage to gorilla.  She wrote a book called "aol.com" which came out a year ago.  It has done extremely well, and I'm sure she would be happy to have me tell you that the paperback edition is coming out this summer.
	Kara is, and with all due respect, Kara, a reporter who models herself and reflects the best of what I think our industry and our technology is.  She has all the passion of the people she covers.  She covers it with the same kind of paranoia that we all exhibit on a daily basis.  She works the hours and works the medium the same way as we do.  It's what's made her a very good reporter.  I know she is going to do a good job tonight directing you through finding out what it takes to grow your business into, hopefully, one as exciting and as successful as ours.  Kara.


part 3: kara swisher: shut up and listen
It's really nice knowing that size matters from the former press secretary for Gary Hart.  I left Washington two years ago.  There is no sex in Silicon Valley, just entrepreneurism, so it's nice to be back here.
	I'm going to start out with three statistics from my life: 10,526 - 437 - 103. The first one, 10,526, is the number of emails I have not opened in my account at The Wall Street Journal from entrepreneurs who are starting Internet companies and their press people.  The second one, 437, is the number of faxes I have gotten from entrepreneurs that are starting Internet companies.  The last one, 103, is the number of contacts from day traders who are driving me nuts since I started this job.  Usually, they call up and say, "Hi, Kara, I want to trade some information."  I'm like, "Well, you don't have any and I have a ton."  I have a little test for them.  I say, "Can you tell me who the head of AOL or Yahoo! is and where the company's located?"  They just don't know.  They are just trading with stocks.  They have no idea what's going on, so I'm glad to be in front of an audience that does know a little bit about what's going on in the technology industry.
	That's because what's going on right now, and I mean this in the nicest way, is insane in Silicon Valley.  I liken it to what Hollywood was probably like in its greatest moments.  Everybody is starting a Web company.  Everybody has a business plan.  When you go to a restaurant, the guy parking your car hands you a business plan.  He has a little Web site, and he is going to do this.  Same thing at the grocery store.  It goes on and on and on.  You get handed lots of business plans.  I get a lot of them.  I don't have any money to give to anybody, but they don't care, they'll give it to you.
	And it's not just people with business plans moving in a crazy way; people are getting funded.  The tiniest companies are going public and becoming worth billions of dollars.  Just recently, for example, another search engine—like we need another search engine—just got $25 million from one of the top venture capitalists in Silicon Valley.  That is a huge amount of money to start a small company.  I think there are 10 people there.
	A company called pets.com was recently funded by Amazon.  There is a bunch of funding going on in the pet industry.  The pets.com CEO is a woman named Julie Wainwright who is very funny.  She used to run a service which sold videos over the Internet.  When she wrote in the pets.com press release that she sent to me that they are the biggest pet site on the Internet, I called her up because I happened to know she just got to the company and they have two employees.  I said, "Julie, how could you say that you are the biggest pet site on the Internet?"  She said, "Well, someone has to be."  
	What's going on out there is crazy.  The other day I got a press release from a company that sells antique watches on the Internet—another $25 million, which to me is astonishing.  I'm very close friends with John Markoff who is an excellent technology reporter for the New York Times.  We were at dinner the other night, and we didn't want to say it too loudly because we thought some venture capitalists would throw a bucket of money at us, but we thought that we would start a Web site called ShutUpAndListen.com.  We would just pontificate on the Internet, on and on and on. 
	We weren't ready to go public, even though we made no profits, but that's okay.
	What I've tried to do in Silicon Valley since leaving Washington, DC, is try to figure out why this is happening.  At the heart of it, it's clear that the Internet is changing the world.  On the edges there is greed and love of money that's really a little bit nuts, but we are changing the world.  It's the kind of thing you always have to say.
	What's happening is something very significant.  Major industries are changing dramatically and overnight.  Just recently, major companies that we once thought of as steady and in great shape are seeing troubles.  Companies like Disney and Time Warner are trying to rethink how they can enter this medium while companies like AOL and Yahoo! begin to take parts of their business.  Major retailers are seeing dramatic shifts, from the way they distribute things to the way they get information, to their customers, to establishing relationships.
	It is a really significant medium, and it's really important that the excitement has inspired so many people trying to start Internet companies.  It's like being in Detroit at the beginning of the car industry or in Hollywood in the beginning of the movies.
	I would like to go back, however, to where it all started and how just three years ago, this was an industry that everybody was questioning.  When I started doing my book on AOL, the editor of The Washington Post came up to me and said, "What are you writing, the death of AOL?"  And I said, "No, I'm going to write AOL buys The Washington Post."  Frankly, that's what I think is going to happen.
	I love The Washington Post, but it was typical of the attitude of the day, which was that the Internet was a fad, that companies like America Online and others were not going to make it, that this was a flash in the pan.  Seeing so many people excited about it is very encouraging, and to be able to introduce these next two speakers is also very encouraging because, even though everyone claims to be the father of the Internet—there is no "mother" of the Internet.  Have you ever noticed that? . . . I am the mother of the Internet.  No, wait, I should be careful about that.
	There are some people who were very significant to the beginning of the Internet, including many of the people who worked for the Defense Department, but in terms of the commercial medium, there are a handful of people without whom this would not have occurred.  I would say there are about 10 such in the world, and you have two of them here tonight.
	Ted Leonsis is very well known as being the president of the AOL Interactive Properties.  He was with AOL early on, at a time when they were very small, and he was one of the most critical parts of making it into the biggest new media company in the world today.
	Marc Andreessen, I don't think needs any introduction.  With a bunch of students, he created the browser which allows you to navigate the Internet and without which you would not be able to use the Web significantly.  It caused this medium to take off in a way that I think very few of us could ever understand.
	I'd like to start by introducing Marc who, at 28 years old—gosh, you are really old for the Internet—is like the granddad of the Internet.  He has been through one of the most important startups of all time, Netscape Communications Corp. (http://netscape.com), which he saw through an incredible roller coaster ride, including the stock running up and down and an attack by Microsoft Corp, the subject of a trial I have been reading about recently here in Washington.  He also sold the company to AOL to create what many people think is one of the most significant companies going forward.  After not liking AOL, he loves it now—Yeah, it's really great.  I love AOL, Kara.  He is now the Chief Technology Officer of America Online, a critical job because, going forward, the technologies are going to change significantly over the next five years as we move into broadband and high speed connections.  What Marc Andreessen thinks about the Net is going to be very important to how you do your business and how consumers all over the world are going to receive it.


part 4: marc andreessen: living on skittles and mountain dew
Thank you.  It's a lot of fun to be here tonight.  I was kind of hoping that we would be able to move this whole event outside, but I guess they didn't want to do that for some reason.  It must be the weather.
	It was just a little bit more than five years ago that we first started Netscape.  Back then, nobody took the Internet seriously.  There was just a handful of us in a little office in Mountainview, California.  I don't remember much from those days because not only was that 35 Internet years ago, but, like all of you, we were pretty much surviving on Skittles and Mountain Dew, so the resulting sugar-induced haze pretty much determined our lives.
	Every step of the way during the five years after we started the company, I was surprised by the amount of change that kept happening, and the level of impact that the Net kept having. We are really, in many ways, only getting started.  As Kara mentioned, so many businesses and industries are being changed.  Any CEO of any company in the world today who is able to sleep at night is probably smoking dope.  There is really no other explanation, because if he thinks that things are going well enough that he can sleep at night, something is deeply wrong.  That's why there are all of these huge opportunities out there, certainly more opportunities now than ever before.  It's a tremendously exciting time.  
	What I thought I would do is spend a few minutes talking about how I would do a startup today—if I were going to do a startup again, which I'm not today.  I have been keeping notes and have a few rules of thumb that I would follow if I were going to do it again, so I thought I'd share those with you and have that be our kickoff for our discussion.  There are five basic rules that I would follow.

1. ride the right horse
	The first rule, and the most important one, in fact the most important thing in the world, is to ride the right horse—decide to do the right thing.  I wanted to kick off this section with two quotes from personal heroes of mine.  One is Jim Barksdale, our CEO, who, when he first got to Netscape, sat us down in the conference room and said, "Look, if we want to be a leader, what we need to do is find a parade and jump in front of it."  We said, "Okay, we have that."
	The problem with that, of course, is that it's a very confusing time.  It's hard to figure out what the parades are when you are trying to figure out what a specific business is going to do.  It's very easy to jump on the wrong horse and to decide to do the wrong thing first.  In fact, I think that for most businesses throughout history, their original business plan was the wrong thing to do.
	I also want to quote my second hero of the night, probably the finest legal mind in Washington, DC, Thomas Penfield Jackson, the judge in the Microsoft case.  He recently said, and I'm going to take his quote out of context because he was referring to Microsoft's legal strategy, but I would apply it to the rules of thumb you have to follow at the beginning of a startup.  He said, "The code of tribal wisdom says that when you discover you are riding a dead horse, the best strategy is to dismount.  However, at law firms," and I would apply it to startups, "and in established companies we often try other strategies with dead horses including the following: buying a stronger whip, changing riders, saying things like, 'this is the way we have always ridden the horse,' appointing a committee to study the horse,” that's something that older companies tend to do, "arranging to visit other firms to see how they ride dead horses, increasing the standards for riding dead horses, declaring that the horse is better, faster and cheaper dead.  And finally, of course, harnessing several dead horses together to increase the speed."  That kind of sums it up.
	Riding the right horse is the single most important thing you can possibly do.  In fact, I'll make a fairly radical statement that being on the right horse in a startup is more important than having a good CEO; it's more important than having a good team; it's more important than having good programmers; it's more important than having the right marketing strategy; it's more important than setting prices correctly; it's more important than venture financing.  It's more important than all of those things put together because, if you are on the right horse, with the way these markets are developing and the growth rates that we see, you will probably figure out everything else.  If you are on the wrong horse, you are probably dead.
	I'll probably quote Jim Barksdale a couple of more times because he is very quotable.  He told me something that I thought was very interesting with respect to how unpredictable this whole environment is, and how unpredictable the impact of a new idea can be.  He said, "Thomas Edison thought he was inventing the light bulb.  He was actually inventing not going to bed with the chickens."
	It took me a little while to figure that one out. You can think about it for the rest of the night.  What he meant was, it's very unpredictable.  When we see something like the Internet in its early days, or the PC, the things that we assume at first about the way they are going to be used and the impact they are going to have is often not at all the way that they actually develop or the way they actually turn out.
	Like I said, I think that if you go back through history, most companies have changed their plans—they have changed horses—often very early in their histories.  Microsoft is an obvious example.  They shifted very early from doing programming tools like Basic to doing operating systems.  It was Bill Gates who was still urging Apple in 1985 to license the Macintosh operating system.  You really have to be able to adapt, and it's something Microsoft has been very good at.
	IBM, at a later stage of its development, in the early 1950s, had to make a shift from electrical tabulators, the business they had been built on, to computers.  It was a huge source of stress in the company.  Intel went through the same thing with the shift from memory chips to CPUs.  Every big, successful company has had to make that kind of transition, and a lot of startups have to as well.  
	What you see happening in a startup, we saw it at Netscape and you see it at a lot of companies, is that you develop your product, you get it all figured out how people are going to use it, you put it on the market, they buy it and then they use it for the wrong reason.  They do the wrong thing with it.  You build the Aardvark 7000 for people to use to suck ants out of their holes, and, instead, they are using it to go after anteaters.  They're using it for the wrong reason.
	You take a look at the customers and say, "The customers don't get it, they are using the product for the wrong reason."  They're actually using it for the right reason.  You have to go back, look at it and proceed along their courses.
	Entrepreneurs who are too stubborn will suffer.  One of the things you will hear is, "Pick your plan and then have a huge amount of determination to achieve your goal."  I don't believe in that at all.  I think that it's much more important to have the right plan, much more important than anything else you can possibly do.  Therefore, the only quality in a management team that matters in the early days of a startup is the ability to end up on the right horse, even if you don't start there.

2. know why your company exists
	The second thing I would do is to really know why you are in business—know why your company exists.  Really know it deep in yourself.  This is increasingly important because there are so many startups out there now.  For example, some ex-Netscape people were starting their own companies.  I was talking to one guy in the Valley a few months ago.  I asked, "What's the goal of your startup?"  He said that their goal was to try to sell out within the next 12 months.
	That's a fine goal to have, I suppose, but it's not a goal that's going to build a tremendous amount of passion.  It's not a goal that is going to make it easy for people in the company to figure out what to do.  The second most important thing, next to riding the right horse, is knowing viscerally what you are in business to do, even if you don't know exactly what you are going to do.  Know why you exist.  Know what you are trying to do.  Know how you are going to try to change the world.  It becomes much easier to manage a startup if this is the case.  There are startups in the Valley right now that are absolutely adrift because they don't have that sense of mission, they don't know what they are trying to do.  They don't have well-developed management teams because no startup does, and it's very hard to run that way.

3. focus on just one thing
	For the third rule of thumb, I have to quote Jim Barksdale again.  You are going to love this one.  "At a ham and egg breakfast, the chicken is involved but the pig is committed."
	I told you, you would have to think about these.
	It's very important to be the pig.  It's very important to ruthlessly focus on just one thing.  It's very important to be totally committed to exactly one thing.
	It's extremely easy in a startup environment for the entrepreneur, to say, "I'm going to run the company.  I'm going to do this and I'm going to do that.  I'll be the CEO myself."  That's something a lot of entrepreneurs do.  A lesson I learned very early from Jim Clark is that when you start a company, you don't have to run it.  You don't have to be the CEO. You can actually hire CEOs and they can become an integral member of the team.  You can have a tremendous amount of influence and the company can be much more successful than it ever was.  At a personal level, we need to understand what we are good at doing and we must focus and bear down on that one thing.  The exact same thing is true for what our companies do.
	Companies have a hard time, no matter what size they are, really doing more than one thing, however that thing is defined.  A bigger company can define it more broadly, but regardless, it's a huge problem for a lot of companies, both small and large, that have a huge amount of corporate ego.  You see this in the software industry all the time.  You talk to a software company executive and ask, for example, if they want to partner around a software product.  We'd do that with Netscape.  We'd go talk to the big software companies when we were starting out and they would say, "Well, we can do that.  We can do browsers, we can do servers, we can do that stuff."
	And the fact is, they can do that in theory.  They can do anything in theory.  But in practice, all of their best people are focused on the business they already have.  They are focused on the one thing they have, the one thing they are already doing well.
	There were a tremendous number of companies in the first few years of the Internet that tried to develop their own browsers and servers.  They tried, but if they thought about it for 30 seconds, they would have realized that with the talent they had and the management bandwidth, and given how fast the world was going, they should bear down and focus on the one thing that they can really do well.
	In the world of software, there is a unit of measurement that not many people know about.  It's called the SMOP.  SMOP stands for "Simple Matter Of Programming."  You can typically evaluate how long a software project is going to take by how many SMOPs it's going to be.  If it's a simple, little thing, it will take a team of four about six months.  That's one SMOP.  If it's a big project, it can take five or ten SMOPs.  Any time it takes even one SMOP, if it's not something that's in the mainstream of what you are doing, that's the time to figure out how to partner and figure out how not to do it.  Therein lies the opportunity.

4. beware the technological imperative
	The fourth thing is to beware what I call the "technological imperative."  Many of us are techies.  Many of us have engineering degrees, and the natural impulse of the engineer is: if it's possible to build something, we are going to build it.  It doesn't matter if anybody wants it, it doesn't matter if anybody cares.  We are going to build it.
	That's particularly true for a word we've been hearing it in the Internet space for a while now, convergence.  As far as I'm concerned, if you ever hear the word "convergence," hold your wallet—somebody is trying to take advantage of you.  Interactive TV was a classic example of this.  We've got the computer over here, we've got the TV over here.  Great, let's put them together.  They neglected to realize that for an ordinary human being, interactive TV is when your football team loses and you throw your beer can at the TV.
	There was a whole wave of startups in the Valley several years ago that were trying to develop what were basically combinations of Personal Digital Assistants (PDA) and telephones.  These were kind of funny to look at, especially now, because they had these huge screens that weighed several pounds which you had to carry around with a full-on phone on top of it.  These kinds of products often share a problem that I call the "houseboat problem."  In theory, a houseboat is kind of cool, but it turns out that it's not a very good house and it's also not a very good boat.  People just don't think that way when it comes time to actually use this stuff.
	Another problem that people fall into as technologists is bad metaphors.  We have a great new technology . . . you are laughing ahead of the joke.  Don't do that.  I did not say, "Gary Hart."
	Technologists say, "We have a great new technology.  We have a great way for people to use it."  When people don't figure out how to use it, we try to apply a metaphor from real life.  The all-time classic here was "the paperless office"—the idea that we could build an office and it wouldn't have any paper in it.  Again, it's one of those things that we can build in theory, but, in practice, it makes no sense.  The more we use computers, the more we use the Net, the more stuff we have to print out.  Therefore, there is going to be more paper.
	The CEO of Xerox who originally came up with the paperless office concept later came back and said that, in retrospect, the paperless office will be here about the same time as the paperless toilet, which shows the limits of these metaphors.
	It's important to look hard not at what we can build, but how people are going to use it.  Work backwards from that, even though it's very hard for people with technical backgrounds to do it.  At a typical technology company, the plan is: we build it, then we try to sell it, then we hope somebody figures out a way to use it.  We have to work our way backwards.  We have to ask, "How is this actually going to fit into people's lives?" then work our way backwards to the design.  The final question we answer, not the first, is: What technology do we put into it?  The technology industry is still, in large part, trying to grapple with this problem.  The sectors that go after consumers are still trying to figure this out and having a hard time with it.  There's going to be a lot of opportunity there.

5. nobody knows nothing
	The fifth rule of thumb is probably my personal favorite.  It's what I call The N3 Rule—No one kNows Nothing.  It has consistently been the case that when major changes are about to happen, no one predicts them ahead of time.  You can go back and look at the time right before the arrival of the Internet when all of the major analyst firms, all of the major researchers, all of the major pundits who we see quoted in the paper today about the future of the Net, they all missed it right up to the day that it happened.  None of them anticipated it.  It's in none of the writings, none of the reports. Wired magazine came out right when we were working on the first version of Mosaic.  It was on the newsstand and mentioned the word "Internet" once.  On the very last page was somebody's email address.  It said Nicholas@something.  They did not get it at all.
	A more recent example of how no one knows nothing.  A very prominent business magazine that begins with the letter "F," I won't get more specific, named Compaq the best managed company in the country in 1998. Oops.  That's the same business magazine that, if you go back to the mid-1980s had a list of people who would never be in the Forbes 500 list of the richest people in the world.  Unfortunately, they got a little too specific, and Bill Gates was number three on the list of people who would never make the Forbes 500.
	The most important thing coming out of this, ironically, is going to be that you should ignore everything we say, and everything everyone else says, because I can guarantee you that no one knows nothing.  And with that, I'm done.


part 5: kara swisher: one of my favorite entrepreneurs
Well, The Wall Street Journal knows everything.  Gosh, dead horses, sleeping with chickens, jokes about pigs.  I have been away from Washington a little too long.
	Now, I want to introduce Ted Leonsis and I'm going to do something that reporters typically aren't supposed to do.  We don't like anybody, we don't have opinions about anything, we don't do anything.
	I love Ted Leonsis.  He is one of my favorite entrepreneurs that I have ever interviewed, and I'll tell you three stories, very short ones.
	When I started covering AOL, I came into the office and met Steve Case, whom I really like, but he is not the most exciting man to interview because most of his answers are "yes" and "no."  Yes.  No.  And besides, he told me, back when it was a very small company, that they were going to be bigger than AT&T.  He predicted that and I thought, "Here is a deadpan lunatic sitting across from me."
	But I was sitting there thinking, "What am I going to do?  This guy won't answer a question."  Then Ted Leonsis walked in with a baseball.  I think Mickey Mantle had signed it.  Ted walked in, I didn't know who he was and I thought,  "Here comes another lunatic."
	He was so excited about that baseball.  "Isn't this a great baseball?  Here, Kara, you want this baseball?" I'd never met the man.  I thought, "Who the heck are you and who the heck is this company?"  I actually started to believe some of the editors at The Washington Post.
	Ted was totally a breath of fresh air, just the kind of person a reporter loves because he's utterly quotable, completely colorful and very interesting.  Ted has a reputation for being a showman of the Internet, but I think there is a lot more there.  If you spend time with Ted, you realize that he has been right at the forefront of so much.  He had a list of predictions that he showed me in 1995 and 1996 because he had gone to a bunch of panels and he went out on a limb and made these predictions.  Almost everything he predicted came true in many, many ways, including one of his predictions which, and again I thought he was crazy when he said, "We want to be Seinfeld.  We want to be bigger than Seinfeld.  We want to be that big."
	That kind of ambition is something that has been critical to AOL's success, especially during that very difficult period when Ted came to the company.
	My absolutely favorite story about Ted Leonsis, and I think this will give you an idea of why he is one of the most interesting entrepreneurs on the Web today, was when I got the contract for the AOL book.  AOL had a fair for the opening of their new building out at Dulles, and I ran into Ted.  He said, "That's great!  You got the book contract."  They didn't think people would be interested in AOL at that time.  He said, "This is great.  We'll put up a popup screen on AOL and we'll sell a lot of copies."
	I said, "Ted, that's kind of an ethical problem.  I really can't link myself really strongly with that and I can't have you flog my book and it's an independent thing . . . " and he sort of looks at me from behind his sunglasses so I couldn't really see his eyes and I said, "Besides, Ted, you know, what if you come off badly in the book? What if I portray you as a big fat jerk?"  And he said, "Well, we'll sell a million of them.  I don't care."
	So, I did not do the popup screen on AOL and I did not sell a million of them, but Ted is always thinking like an entrepreneur and that's why I think he is a very interesting person to listen to.


part 6: ted leonsis: why is this man smiling?
Thank you.  Kathy Bushkin, would you stand up just for one second?  Just stand up and face the audience.  Watch this, "Kara, that wasn't on the record, was it?"  If you ever want to see an AOL public relations executive cringe, have them say, "Kara Swisher is sending me Instant Messages.  What should I do?"
	I was going to the bathroom on the way in, and someone said, "You're always smiling.  How come?"
	So as I was walking down, I thought, maybe that would be a good topic for my speech, "Why am I always smiling?"  I was thinking, "Why would I be so happy?"  I think the reasons are in this room—that this is a great time to be alive.  It's really a great time to be in DC.
	I disagree a bit with Kara.  I don't think the bedrock of all being is in Silicon Valley.  I think the bedrock of all being is in Kansas City, and in Vero Beach, Florida, and in Fairfax, Virginia, and in places where real people live and real people work and real people are finding ways to personally express themselves and improve their life using the Internet.  One of the great things about the Internet, and about this business we're in, is, as Marc referred to it, there are no experts.  Since there are no experts, it means there are smaller barriers and it means that someone in this room becomes the next Marc Andreessen or the next Mario Morino.
	And because of that optimism, I think that you all should be smiling.  It's a great, great time to be around.  It's a great time because the Internet is still fresh and new.  Sometimes, when everyone is talking about the Internet, you feel like it's almost passé.  As Steve Case reminds us all the time, if we're so good, why do 70 million homes not have the Internet? 
	So, there are 70 million homes left to go.  Now, just think conceptually of how this business will be if we wire up those 70 million homes and 10-15% of the advertising revenue from all of the other media—by the way, just as an aside, I went to Georgetown University.  I had a British economics professor who loved Americans, and he would say, "Do you know who is responsible for the fall of the British empire? No one.  They lost 1% market share a year for 100 years.
	So if 15% of all advertising moved online and 10-20% of all transactions moved online, then this is the biggest business that we can ever imagine.  Speaking as a long-term entrepreneur in this business, it always takes longer to hit than you ever thought, but when it hits, it gets a lot bigger than you ever dreamed.
	I think we are right at the beginning of the next big spurt of growth.  Another reason I'm so optimistic, and why you should all be optimistic, is that today is the worst the Internet will ever be.  What I love about this business, and what I love about it as a medium, is that every day more POPs are added to the network.  When you have more POPs added, more people can get on the network.  As more people get on to the network, they generate more content.  As more content comes on the network, it drives more people to the network, thereby feeding itself.
	As a result, every day this business—and your business and your sites and your commerce areas and your ISPs and whatever business you have—can incrementally improve.  In no other business do you have that opportunity.  In every business before, you waited generationally for a new product to ship.  You waited generationally, if you were a media company, for the next redesign.
	On the Internet, you do it every single day.  If, as Kara said, you just shut up and listen to the right people.  And the right people, with all due respect, aren't The Wall Street Journal or Forrester Research.  Forrester Research, by the way, the company went public and it's doing great, wrote a report that said AOL would be out of business.  We would hit five million members and then spiral downward.  I think that was one of their predictions.  So, listen to the right people and, as Steve Case reminds us on so many occasions, "It's the customer, stupid."  That's the summation of what the Internet allows you to do—listen to your customers and listen to your suppliers.
	I just bought the Washington Capitals hockey team. I have gotten 11 letters and 700 emails.  It struck me that maybe something generational was going on to get that many more emails, so I subscribed to a email group about the Washington Capitals. I am not exaggerating, I have learned more in three weeks from being on the boards, going into some of the chat rooms and subscribing to the list than the commissioner of hockey or anyone can possibly tell me in three weeks.  Just by listening.
	It's a great time to be alive.  You can just sit back and get research and feedback for free and incrementally tweak your business and your site.  It's a great time to be alive because there are companies out there wanting to invest that have more money than brains, and I say that fondly.
	We bought a company for $400 million that has no revenues, ICQ.  Someone asked me, "Why would you pay $400 million for a company with no revenues?"  I said, "Well, I think it can be worth $40 billion."  This is the Internet, and there is truth to that.  But now someone pitched me—the number seems to be $300 to $400 million—who has a business which they can't tell me about because they want me to sign a confidentiality agreement.  It's going to cost $300 million, and then they say the magic words—here are the magic words to use if you want to learn how to sell your company to AOL—"Yahoo! is really interested."  Okay?  That seems to be the magic words at AOL, "Yahoo! is really interested," so bang, we go and look.
	Turns out, it's not a business, it's not a technology, it's an idea seeking funding and there are people in Silicon Valley who are fighting themselves to fund this business.  Now, at some point this false economy will end, and I'm optimistic about that, too, because a good shake-out and a good "burning out the underbrush" in any ecosystem is positive.  I see it coming, and I think that it's going to be positive for the people in this room who have real businesses.
	I can't quote Jim Barksdale as much as Marc does, because he is Southern.
	I have a friend who is British.  My father's a Greek immigrant, a very shy man, not very educated.  I would hang out with this guy who is British.  My father hardly ever gave me any advice, but some advice he did give me was, "When you are talking with someone who is from the United Kingdom, you need to deduct about 50 IQ points because they are not as smart as they sound."  But when you are talking to people from the South, add those 50 IQ points back.
	So Jim Barksdale is a brilliant man, but he is not as smart as Steve Case, right?  I know where my bread is buttered.
	I'll tell you a couple of gorilla stories.  I like the metaphor that we're a gorilla.  It's like, we are not quite up the evolutionary scale; we are still dragging our knuckles.  My wife would probably think that's right.  My wife is always concerned that I'm going to say or do something that's going to embarrass her or the family.  This weekend, she said, "Enough hockey, enough technology, we are going to go to the opera ball."
	So we go to the opera ball.  I have a tuxedo.  I have my hair slicked back and I'm looking good.  My wife is with me and I'm being polite and nice, then she goes to the bathroom.  Dan Snyder, who just bought the Washington Redskins, is there.  I start talking to Dan and some guy comes by and takes our photograph because we have this culture of celebrity.  The guy asks me, "So, what do you think of this ball here at the French embassy?"  I say, "Who would have ever thought that a country that worships Jerry Lewis could throw a shindig like this?"  It goes in.  I move on.  I do my stuff.  Monday morning comes and I'm doing email.  My wife takes the kids to school early.  She comes back.  She walks in and she smacks me.  "What was that for?"  "Look at what you said."
	So anyway, Steve Case is a brilliant man, but a man of few words.  I joined the company early and have been there six years.  We wished we were in a garage back then.  For those of you who came to AOL early on, we didn't even have a garage.  Steve had an office, I was next door and Kathy Bray, our assistant, was in the hallway.  When I joined, I got the office next to Steve's with blue carpet, a huge bleach stain, and no furniture.  I asked Steve, "How do I get furniture?"  He said, "Work late."
	I said to him, "You know, I have never been president of a public company before.  Give me some advice."  I got my pen, my pad of paper and he said, "One, make sure revenues exceed expenses.  Two, if ever you are faced with a strategic conundrum, look to see what Prodigy does and do just the opposite."  He said, "You have now completed your AOL executive training program.  Go."
	There was a real genius to something that Steve did, which Marc has touched on and which I can't say often enough.  If you are in a big market, and if you have good people, you must ride that market and be flexible, and reinvent yourself and not have the self-consciousness to do what a lot of really smart people do.
	I'm on the board of a company that shall go nameless.  The founder and CEO is from prep schools, Princeton, Harvard Business School—a brilliant guy, but he would rather be right than win.  If you just focus on the winning and doing the right things the right way, especially if you are in the big market, you can become the next Netscape or the next AOL.  I'm optimistic because the people that I see at conferences like this are unbelievably talented.  
	It reminds me.  I gave some money to Georgetown University and they put me on the board.  I was looking at what they do to let students in.  I went to Georgetown, but I'd never get into Georgetown today.  I look at who is in this industry today and I have one thought—boy, am I glad you weren't in the industry when I got in it.  There is so much talent that it can only be good for all of us.  I believe that spirals either go up or spirals go down.  The better people you get, and the better you listen to your consumers, that's what gets the spiral going up.  The more talent there is with the Internet, the better for everyone.
	I'm also smiling and optimistic because when you grow up—some of us in this room are baby boomers—you'd like to think that you can do good things besides working and making some money.  The Internet is the place where I see the most availability to level the playing field.  It's truly remarkable.  I joked earlier about ICQ, but I have spent some time in Israel where ICQ was created, and Israel is booming with Internet entrepreneurs.  Just booming.  It struck me the last time I was there that this is happening all over the world whether your name is Amir or Inbar, and whether you're in Iran or working in a strip mall in Tel Aviv.  No one knows.  All they know is that you have great software and it's free and downloadable and 35 million people have it and you can make a business out of it.  Or if your kid's in California doing music with Winamp and no one knows you, or you are two people in Sedona, Arizona, and you connect with an audience who falls in love with what you are doing and downloads like crazy, then a company like AOL will buy you for $300 million. There's something magical about that.
	So it's just a really, really fabulous time to be in this business, and it's a fabulous time to give back.  I look at what Mario has done.  When I first moved here, I didn't know Mario.  I wasn't familiar with his background.  Someone asked me, "Have you been to the Morino Institute?"  I thought it was an eye place.  I said, "I don't have glaucoma."  Now I have gotten to know Mario, and I have to say that this area is in good hands.  Mario and Jim Kimsey and Steve Case and the bedrocks of this community have reached the point where they are giving back—not because their PR agencies tell them it's a good thing to do for your career, but because it's a deep-seated approach to doing things.  I look out at this group of people, and to think that Mario put this together and invited a couple of lucky schmoes like me and Marc to come really is great. So, I would like to have a round of applause for Mario Morino for doing this.

	Marc and I are now going to take questions from Kara.  For our entire careers, we have been on the receiving end of questions from Kara, so we are going to turn the tables a little bit on her today.  It's two-on-one, and we'll be able to ask her the things that you have always wanted to ask, like, "Kara, The Wall Street Journal circulation was two million six years ago.  Today it's 800,000.  Why is that?"  Also, "Kara, if I recall, The Wall Street Journal's advertising rates eight years ago when the circulation was 2 million were $35,000 a page. Now I believe they are over $100,000 a page.  How can you justify charging more and more while offering less and less?"
	Thank you very much and I look forward to your questions.


part 7: the audience: questions & answers

Ms. Swisher:  I don't love Ted Leonsis anymore.  No, I'm kidding.  That's a good question, Ted, I wish I worked in the business parts of The Wall Street Journal to be able to tell you that, but I'll make no comment.

Mistakes Are Opportunities
Ms. Swisher:  I'm going to start things off initially by asking what was the biggest mistake you think you made and how did you recover from it?

Mr. Leonsis:  My biggest mistake was probably cooperating with you in doing the book.
	Mistakes are opportunities.  If you are a true entrepreneur, besides having the nerves of a standup comedian, you have to look at every mistake as an opportunity.  I'll give you a case in point.
	I have made some good calls in my career, but I made a really bad call.  I thought that this would be an entertainment medium, so we went out and I spent a lot of money.  I did deals with Brandon Tartikoff.  I wanted to do original content programming.  I thought the medium would be good for it, and that didn't work, so I wanted to know why it didn't work. We started to do research, and guess what we found?  The medium is not ready for entertainment, but entertainment planning is really big.  So I took the mistake of moving us too fast and too early into entertainment, and I positioned our local business, Digital Cities, to do more local planning, like where you go to dine out; then we bought MovieFone which tells you where to go to movies, offers a map and the like.
	If you are an entrepreneur, you never make mistakes.  If you make one mistake, it's okay.  Two mistakes is really good research.

Mr. Andreessen:  Well, let's see, maybe I can get away with one more Jim Barksdale quote.  When he first got to the company, he told us, "All right, here's the operating plan for the company.  The first rule is: when you see a snake, kill a snake."  That meant, when you see a problem, go after it and just fix it.  Don't spend a lot of time analyzing the snake and having a committee study the snake.
	The second thing he said was, "Don't play with dead snakes."  That one was particularly important because we had a habit, when we made a mistake, of going back and trying to correct the decision.  We would dwell on it, and we'd change our mind again.  We'd flip-flop, and he got us out of that mode.
	The third thing he said was, "All opportunities start off looking like snakes."
	So, I agree with what Ted said.  What looks like a mistake provides a tremendous learning experience.  For example, early on, I guess probably fall of 1994, a colleague and I took a couple of Stanford graduate students out for a beer because they had this interesting little thing on the Web which they were trying to figure out what to do with.  Should we just ask them to come to work for us or should we put a little money in it?  We had the beer and we said, "Well, you should come to work for us.  That other thing is never going to be a serious business.  Don't get your egos too big on this, because there is a lot more work that has to be done.  Of course, that was Jerry Yang and David Filo of Yahoo!.

Mr. Leonsis:  I'd like to tell you one quick story.

Ms. Swisher:  Ted made a bigger mistake.

Mr. Leonsis:  I bought a company called Webcrawler.  There was one guy, Brian Pinkerton, and I paid him a million dollars for Webcrawler.  Later, I went to a show and everyone was saying: Yahoo!, Yahoo!, Yahoo!.  So I flew them to DC, and Steve Case and I met with them.  They were looking for people to host their sites.  Steve says, "What do you think?" and I said, "Well, we gave Brian Pinkerton—one guy— one million dollars.  This is two guys, make it $2 million."  We offer them $2 million.  They said, "We want to think about it."  I proceed, for half an hour, to tell Jerry Yang he is making the worst decision of his career.

Ms. Swisher:  I'll give you a quick follow up to that.  The first time I went out to lunch with Jerry Yang, this is the story that's in my book, he said, "You know something, I would have taken three."

Mr. Leonsis:  I guess that was a mistake.


Ride The Wild Stock Market
Ms. Swisher:  Everyone is talking about the Internet, and everyone is thinking about Internet stocks.  It's obviously fueling a lot of this—I'm going to use a nice term—euphoria.  Others have used "mania."  What do you think of what's going on right now and how do you think it's going to affect the entrepreneurial class?  As Marc pointed out, in Silicon Valley there are all of these people for whom their whole business plan is to sell to Yahoo! or AOL, or to make money in an IPO and then sell out.  What effect do you think the stock market is having and what's going to happen?

Mr. Andreessen:  I think that the capital markets are playing a very interesting role here.  It's driving a lot of this, whether we realize it or not, because of what's happening with the stocks.  Right now, for a lot of startups—not all, but a large number—capital is all but free.  It's as close to free as it's likely to get.
	This is, by and large, a very healthy thing and I think it speaks very well for the American economy.  Alan Greenspan said that, so I think I can agree with him and not be in too much danger.  It's very healthy because it means there's been a massive shift in capital away from industries that are either dead or dying, in many cases, or certainly just less exciting and with a lot less opportunity, and shifting towards these new growth industries.  You can travel throughout the rest of the world, and it's not happening.  Israel is possibly the only other place on the planet outside the U.S. where it is occurring.  It speaks very well to the strengths of the U.S. economic system, and, clearly, there is froth around the edges.  There are mania aspects to some of it, but the vast majority is extremely healthy and I think extremely good that it's happening.

Mr. Leonsis:  I think, once again, the experts don't get it.  I think we overcomplicate things.  We overanalyze things.
	Peter Lynch is probably recognized as the great investor of our generation for what he did at the Fidelity Magellan Fund.  When you read all of his books, he essentially comes down to one premise which is: buy what you know.  If you are a businesswoman and you wear pantyhose, and you buy them a lot, buy Sara Lee stock because they make the pantyhose.
	I think that's what's happening.  I think people are saying, "I subscribe to AOL.  I have been a member for a long time.  The system gets better all the time.  I'm going to buy AOL."  Or, "I've bought books at Amazon.  They got here fast.  It was cheaper.  I'm going to buy some Amazon.  I used Yahoo!, I used eBay, I used e*trade."  Before you know it, the individuals who are using these services, through their day trading or just by spending their own discretionary funds, are starting to buy what they know.  The big shift, I believe, is that the buy and sell side analysts who have been the gatekeepers of this business don't matter to those people.  Half of all stocks are projected to be sold online in two years.  From a value standpoint, people will buy what they know, and, as more and more people buy and use the Internet, that's what they are going to invest in.

Ms. Swisher:  In traditional businesses, people were trying to get to profitability.  Do you advise what they are calling "Internet economics" where you grow, grow, grow, take some money and get ahead of the market, or do you think it's beginning to shift back.  What strategy would you suggest to a small or medium-sized entrepreneur?  The capital markets are indicating they are very tolerant of profitless situations, for a long time, actually.

Mr. Andreessen:  I think this is a time-based phenomenon.  It's ironic that back in the 1980s you always heard that the Japanese were better than Americans at business, in part because Japanese investors were willing to value things for the long term while American investors demanded quarter-by-quarter results.  Well, American investors right now are willing to value things over a fairly long time horizon.  I think that if you are in a very fast-ranked part of the market, where the capital markets are telling you that you can go without profits and should grow instead, then that's absolutely the logical response.  It makes total sense and the market is correct in doing that.  However, that will change.  It will change for different parts of the market at different times, but there comes a day of reckoning, in all of these spaces where, eventually, there has to be a real business, there have to be real profits, there have to be real earnings and, eventually, every stock that we know and love is going to be trading at a PE of 35 or less.  It's a matter of looking out over time and saying, "Let's grow like mad while we can for whatever business we happen to be in, but when it comes time to show profits, we better be sure we can do that."

Mr. Leonsis:  I'm of two minds.  Being with the company that, honestly, has the only true multiple revenue stream business model, AOL, and is generating a lot of cash and a lot of profits, it would be good for us to be measured that way.  We are a real business.  But I do think that this is still a new business.  I remember 15 years ago a Wall Street Journal cover story saying that Ted Turner's cable wasn't working.  Where are the profits?  Turner totally misjudged the market, it said.  It wasn't working, and weren't ABC and NBC and CBS smart not to get into the business.  Five or six years later, Turner became the brain for news and eventually sold to Time Warner for $8 billion when they could have had the whole thing for $200 million.
	I always hark back, frankly, to a personal experience.  I was in charge of the AOL main brand from 1994 to 1997, and we spent a lot of money on marketing.  One analyst, one day in 1996, just sat me down and pointed his finger at me— sort of like "you kids today, why can't you be disciplined and well managed and predictable and generate earnings . . . like CompuServe.
	It's about your business model.  I do think reality eventually does set in, but I remember saying to people at AOL four years ago, "Go fast, because it will never be easier, it will never be cheaper than it is today."  I think that maxim is still correct.  It will never be cheaper or faster or easier than it is right now, because tomorrow there will be more competitors and there will be more venture capital, so I'm of two minds.


Future Internet Markets
Ms. Swisher:  A question from the webcast audience.  Do you foresee the development of an Internet E-commerce services industry to support organizations that do not want to develop this expertise in-house?

Mr. Leonsis:  We have done that. Netscape, Sun and AOL, the virtual partnership. That's what it's set up to do.  The really interesting thing about Marc and Netscape is that they invented three businesses.  A lot of people say Marc invented the browser.  I say, they did more than that.  They invented a client-based delivery business that's changed software and, frankly, may make the Web a little passé because the battle is going to be fought on the browser or up on the desktop.  That's a big change.  Second, they enabled E-commerce so that everyone can now be in the E-commerce business and build servers and architecture to do that.  Third, they were really the first Web portal.
	It's interesting.  I know when we merged with the company or, as we can say now, acquired Netscape—this is another thing you should know: whenever you are courting it's a merger until the deal closes.  Now that we have acquired Netscape. . . 

Ms. Swisher:  One quick question.  What do you think is the biggest, most promising area right now for entrepreneurs?

Mr. Leonsis:  If I were going to quit and do a startup, which I'll never do.  Startups are a young person's game.  There's something I have a passion about, and I'm surprised by the fact that this is what my life is like.  I came back from vacation and people asked where I went.  I went to Nevis.  I went to the Four Seasons in Nevis.  It was great.  You ought to go.  Next thing I know, six of my buddies rent the house and they go to the Four Seasons.  Someone asks, "What kind of car are you driving?"  Oh, I just bought this car and I really like it, or I went to this great movie over the weekend, you ought to go.  I'm an influencer.  It seems my entire life, that I'm an affiliate.  I am an affiliate.  It seems to me that a concept like what Amazon.com has done where they have 100,000 affiliates . . . if someone can figure out how to make 20 million people affiliates so that if Marc asks me if I know any good restaurants in DC, I say, "Yes, you ought to go to DC Coast, they have a really eclectic menu."  And if  he goes, I get some kind of credit for that.
	It's like what Kara mentioned about the popup screens.  I will have a multi-tiered marketing pyramid scheme for the universe.  I do think there is something very big in that idea somewhere.

Mr. Andreessen:  I think, I would look at in the general category of how the Internet enables groups in a very interesting way, and it's something we take it for granted because a lot of the early stuff on the Internet and around AOL was chat rooms and discussion groups and so on.  But a lot of the business around the Internet today is E-commerce or email-oriented or Internet services or content.  The interesting aspect of the Internet is as a unique medium that allows groups of people to come together who share common interests—whether that common interest is in buying something, where they can maybe aggregated together into a buying club and get a much better price through negotiation, or whether it's a group of people who want to discuss something and share information.  The ability to aggregate these groups is something that I think is an untapped opportunity still.

Ms. Swisher:  There are two I have seen recently.  One is Deja News which just became deja.com, where people rank things, and Mercata, which is owned by Paul Allen and is a buying club.  There are several others now like it, populardemand.com and some others that are in that area if you want to take a look at them.


Creative Paranoia
Mr. Hecht:  Hello, Lawrence Hecht from Public Policy Network.  As netpreneurs, what companies and industries should we be worried about?  What old-guard companies and industries can be market leaders in the new Internet economy?

Mr. Leonsis:  You should worry about everyone, and I mean that sincerely.  There are no rules in this business. I worry about companies that have loyal customers and have big brands, but who I worry about most is who I don't know.  I don't fear what I know; I fear what I don't know.  Who haven't I heard of?  I mean, I remember when Netscape went public and I said, "Who are these guys?" and when Yahoo! came out of nowhere and Amazon came out of nowhere.  I fear more the people I don't know than what we see today.

Mr. Andreessen:  I think I worry less about other companies over the long term than I do about factors, specifically whether we're actually going to be able to eventually get everyone on the planet able to use this stuff.  We are still so far away.  As Ted mentioned, we have another 70 million households to go in the U.S., and we have another 97% of the world population to reach with all of this technology. We're still, as an industry, largely providing toys for the rich.  We're not yet out there reaching the entire world, and there's so far to go.  The growth of this industry could be severely constrained at some point, not right now, but at some point, by its inability to outgrow its inclination to provide things that require almost a Ph.D. in MS-DOS to figure out how to use.

Simpler Is Cooler
Ms. Mathieu:  Tracy Mathieu.  I asked this question last year at a Netpreneur event, and I want to hear what you think.  The year is 2005, and you're looking at your computer.  You say, "Wow, that's cool!"  What is it that you see?

Mr. Leonsis:  When you're trying to get into every household, my reaction would probably be, "Hey, that really looks cool.  Take it out."  For us, the industry has moved from community, to a medium to, now, a necessity.  The things that are cool will be cool, but the things that will gain traction and help us to get into those 70 million homes will be those applications that help you live your life online better than when you're doing something offline.  Those will tend not to be cool, but very pragmatic.  I think that in five years you will see more pragmatism and more functionality, and less "gee whiz," high-tech stuff.

Mr. Andreessen:  I think there are two categories of people.  There are those like us, and then there is the rest of the human race.  We all look at the greatest whiz-bang thing, the Java applets and all the rest of it, and we go, "Wow, that's cool."  Everybody else, just ordinary people using the Internet, when you watch them, the things that they go, "Wow, that's cool," about are inevitably things that touch their lives—their family members are online and they can exchange digital pictures, or they've always liked collecting antique watches and now they can go bid on them at eBay.  Things that really touch people's lives are the most important.  That's why, at the end of the day, I think that, 10 or 20 years out, the Internet is going to fade into the background like electricity and we won't talk about it so much any more.
	There was a New Yorker cartoon of two people standing in the kitchen and one of them says to the other, "Wow, that's an evenly browned piece of toast.  Who is your Electricity Service Provider?"  We are kind of at that stage, and we're going to move beyond it.

Ms. Swisher:  I think they are both right.

Mr. Leonsis:  It reminds me.  I was once in a meeting with Bill Gates, and someone questioned something on Windows, and he said, "Hey, it's like oxygen, get used to it."

Ms. Swisher:  That's an interesting quote.  When I started my book, someone was insulting AOL, which was typical.  I got insulted for AOL quite a lot, even though I kept saying, "I don't work for them; I'm writing about them."  One person came up to me and said, "AOL is so vanilla, so middle class."  I thought, "You know what?  I'm going to do very well with this book because that's the most popular flavor, and most people are middle class."  It's going to be a lot simpler than you think.


New Media Life Forms
Mr. Baladoo:  My name is Mark Baladoo of PartyDigest.com.  Ted, I notice that America Online acquired when.com, a free online calendar service.  Where do you see that kind of content in five years as more and more Web sites are empowered by people like yourself telling your friends to go and do things through word of mouth?

Mr. Leonsis:  We bought when.com for $300 million.

Mark Baladoo:  Right.

Mr. Andreessen:  Yahoo! was really interested.

Mr. Leonsis:  You know, I don't know who made up this word "content."  It's just a terrible . . .

Ms. Swisher:  I think you did.

Mr. Leonsis:  I didn't.

Ms. Swisher:  I think it was you.

Mr. Leonsis:  It's just a terrible, terrible word.  There is this separation between content and context, and then there is community, and there is commerce, and that's where the convergence is going to be.  I don't know what to call when.com.  Is it a client?  Is it a Web site?  Is it functionality?  If people are programming their chats on it, is it a directory?  I think that's what we'll be seeing more of, "new media life forms."  Things that you didn't see coming that help you to manage your life better and faster and easier.  I don't think that what the world will be seeing is another magazine online or another newspaper online or something that you have in the real world simply re-purposed into the digital world.

Ms. Swisher:  Recently, I was doing an interview with some Internet people and they felt that eBay was entertainment.  If you think about it, it is people entertaining each other, so the way we think about entertainment is going to change dramatically.


The AOL/Netscape Merger
Mr. McLaughlin:  My name is Scott McLaughlin from The Adrenaline Group.  Even before the acquisition of Netscape, you had a lot of core competencies under one roof at AOL.  Now you can mix software development, software distribution, ISP-style infrastructure and surfer-style infrastructure.  What are the synergies in mixing all those things under one roof, and where are the synergies not so strong?

Mr. Leonsis:  That's a good company name.  A cool name. That's worth $100 million.

Mr. Andreessen:  There are a couple of aspects to that.  One is that when we did the merger of AOL and Netscape, we were pretty careful in how we structured it and what we chose to do.  We actually did this interesting thing where it was a three-way partnership with Sun Microsystems.  The net result is that Netscape was carved in half.  The half of Netscape in the software business entered into a partnership with Sun, which is not a joint venture, but sort of a virtual organization or an alliance.  It's got its own management and it's running pretty independently.  We stay involved in it, and it's very important because what they are doing is necessary for E-commerce, but it is not something that the AOL management team on a daily basis has to spend a lot of time on because it has a very good management team with people from AOL/Netscape and Sun.
	The thing that people underestimated about AOL for a long time, and probably still do, is its core competency.  I don't want to put words in Ted's mouth, but AOL has always been very good—and continues to be very good—at putting the whole experience together.  When you look at a business like AOL, it's not a technology-forward kind of thing where they say, "Let's invent a browser and figure out how to build a business around it."  Instead, it's saying, "Let's get lots of consumers online and make it an important part of their lives. Then let's fill in all the pieces."  That's the main thing that AOL did so well for years and no one else figured it out at the end of the day.  That, more than anything else, determines the success of a company that wants to be at the level of scale that AOL is now.

Mr. Leonsis:  After we bought these guys, we realized that Netscape's NetCenter is a daytime business and AOL is a nighttime business, so we could share a lot of the same infrastructure.  The hidden story of AOL right now is that we have truly morphed into a multi-brand company.  We built this bionic infrastructure for the AOL brand; now all of these new brands can take advantage of it.  The infrastructure was paid for by the core brand, so there is an incredible amount of synergy.  Netscape had great teams of people.  They had great management, with Marc a shining example of that, and, at AOL, we are relentlessly pragmatic.
	If you take a look at the process of integrating the two companies, we did not look at tenure or longevity.  We looked at who is the best person for the job.  My favorite example of that is a division called AOL Products being driven by a gentleman named John Paul, who is a Netscape employee.  We were relentlessly pragmatic.  The hidden assets in all acquisitions are the people.  It's not just the brands, but it's how you take the people, leverage up and give them a bigger stage so they can work on bigger, more important projects.


ICQ And Anti-Brands
Ms. Gibson:  My name is Melinda Gibson.  Given all of the old-media bashing tonight, I'm not going to tell you what I do, but I wonder if you could tell me where you are going with ICQ.  My son, who is 15, is on ICQ every night from 10:00 to 11:00 with his band.  I don't know how you sell that, but the other anecdote is that I got my first dirty spam off ICQ a couple of weeks ago.

Ms. Swisher:  Congratulations.

Mr. Leonsis:  ICQ is just the poster child for the benefits and the power of the network effect of the Internet.  The more people you personally add to your Buddy List and to Instant Message, the more it cranks up.  ICQ brought innumerable benefits to the company.  The first of which is, if you can believe it, that we used to be cool at AOL. We used to be an anti-brand.  We would make presentations and say, "Prodigy and CompuServe are big companies.  We are this young, fresh, new company."  We were an anti-brand.
	To move up the value chain, especially for our investors, we had to go mass market.  We left open a position for another anti-brand, which Yahoo! rushed in to fill.  Yahoo! now is going through a similar metamorphosis where, for them to grow into their valuation, they have to move up and be more like AOL.  That leaves a position for ICQ as this brand that's funky.  It's aimed at young adults who are more technically astute.  Now, from a brand management standpoint, AOL, Inc. can say ICQ is here and AOL is here, and Net Center is here and DCI is there and moving and we can manage that grid. Monetizing ICQ is the next challenge.  It has a lot of momentum—35 million people have downloaded it and 14 million people are active users.  Almost eight million a month use it every month, and last night we did almost as many simultaneous customers as AOL did.  People ask me, "Why would you pay $400 million?"  I say, "Because this is the next AOL.  I saw the first movie and I think this is the next AOL."
	Speaking of movies, someone asked me the other day if I had read Kara Swisher's book.  I said, "No, I lived the movie."

Ms. Swisher:  I had breakfast with the guy who sold ICQ to AOL the other day.  He is an older Israeli man, and he said,  "You think I sold it too cheap, don't you?"  I said, "Yes, actually I do."


New Internet Devices
Mr. Woodel:  My name is Mark Woodel with Proxicom.  Where do you see the next place that we can access the Web?  We typically access it from a desktop. Where would you like to see the ability to access AOL or the Web in a device mode?  Marc talked about the clunky phone, but I'm talking more about washing machines and gas pumps.

Mr. Andreessen:  Part of it goes back to the Internet as electricity.  Looking at new devices, there are going to be hundreds or thousands over the next several years.  You have to look at how they're going to get used in people's lives first and foremost.  There are huge opportunities to do things on TVs.  There are huge opportunities to do things on handheld devices such as pagers, cell phones and PDAs, but you really have to look at how they are going to be used in people's lives.
	Five, 10, 15 years out, basically any device we have today that has a chip in it is going to be on the Net to do something.  Maybe it's just to report status.  "Hi, I'm a Coke machine and I'm out of Cokes."  On the other hand, you just get explosive benefits from starting to do this, such as the next thing we'll have is a hand-held device that has a Global Positioning System (GPS) locator and knows where we are.  When we're thirsty, we click on the button that says Coke and it will show us that there is a machine 130 feet that way, and it has Coke in it.  The benefits of being connected just kind of seep into everything that has a chip today, and we are going to see huge amounts of experimentation over the next few years.  There will be hundreds of products that come on the market as Net devices, and there are going to be hundreds that just flop.  Then there will be a few that become enormous hits.  Back to nobody knows nothing, I don't think anybody really has any idea what those are going to be yet.

Ms. Swisher:  I recently did a story, and I thought it was a joke, about an Internet refrigerator that would tell you when you need milk and other things. It got a lot of funding.  People were very excited about it, and about being able to shop right there.

Mr. Andreessen:  Silicon Valley, right?

Ms. Swisher:  No.  The Japanese, actually.  It was in Japan.

Mr. Andreessen:  The Japanese have an Internet-connected toilet now.  This is perhaps the ultimate killer app.  Every time you do your business, it does a complete urinalysis and medical breakdown.  If there's anything wrong, it sends your doctor an email saying, "Hey, you better know about this."  They are bringing it to the U.S., so we're all going to have an opportunity.

Ms. Swisher:  And Marc Andreessen has the first one.

Mr. Andreessen:  I have always wanted a toilet that talks back.

Mr. Leonsis:  This is what's scary about this business.  A guy like Marc can say something like that with conviction and there will be five venture capitalists running out saying this is what they are doing in Japan and the idea is endorsed by Marc Andreessen, and they will get funded.

Mr. Andreessen:  Absolutely.  And Yahoo! is very interested in it.

Mr. Leonsis:  He was only kidding.

Ms. Swisher:  What you both said, which is very important, is that a lot of this is just going to become invisible.  You're not going to be able to tell, and it's not going to matter what devices.  I think a lot of Silicon Valley focuses on the devices rather than what is delivered and what people want to use.


Guerilla Marketing
Mr. Jacobsen:  My name is Jim Jacobsen with ConsciousMedia.com.  I want to change the word "gorilla" to "guerilla" as in guerilla marketing.  What suggestions do you have for doing innovative guerilla marketing and, Kara, how does someone stand out from the 10,000 emails that you get in your email box?

Ms. Swisher:  Despite Ted's insults to The Wall Street Journal, I know he reads it.  The Journal is very good on news, and breaking a lot of news is part of our value.  We try to find companies that are up and coming and focus a lot more on them.  The noise level has gotten huge in Silicon Valley, and what I try to do is not listen to it, but to go out and talk to people that I like, people who are smart—all over the country and as many places as I can.
	Typically, if you have an idea, there are about 10 others with something similar.  It's like the calendar space.  I saw one and all of a sudden I saw 20.  If you have a good venture capitalist, it tells you, okay, maybe they are not crazy.  Sometimes that's the way you do it.  I try not to do that because you can miss some terrific companies that aren't linked to AOL or to a venture capitalist or something else.  I would suggest writing an email and saying, "I have this interesting product, just look at my site."  I try to look at them all, but there definitely is a huge amount of noise.  I wouldn't want to be in the position of trying to stand out.  If you create a great product that people are using—I'm writing a piece right now on Blue Mountain Arts which is a Web site with seven million visitors.  It's huge.  They have spent $1.25 on the site and they've done no advertising.  They do very few distribution deals, and they have grown to seven million.  It's astonishing . . .

Mr. Leonsis:  And they are for sale for $300 million.

Mr. Andreessen:  And Yahoo! is very interested.

Ms. Swisher:  Things that grow naturally we tend to start to pay attention to.  But I guess you can start with the trade publications.  Ted?

Mr. Leonsis:  I read all my email.  I read every single piece of email because I know the next huge idea is there.  The one thing that I can tell you is your email will get passed to someone and, as the network takes effect, the less interested those people are.  I try to explain to people that you have to pitch us, and you had better get to the point right away.
	AOL is in a maelstrom of deal flow now.  We have an intake system, and, when you get something, you have to pass it to the person who should look at it.  Think of us as being a movie studio or a TV network and that you have an idea.  You can't go and say, "I have a great idea for a movie."  "Yes?"  "It's about cops."  But if you came and said, "It's about MTV cops with this very hip director named Michael Mann," and you go scrape those dollars that the cable networks are doing, maybe you create Miami Vice and it gets on the air.
	The advice I give is that you need to know what we do at AOL.  You know what you do.  Serve it up to us in a nice, neat package: "Ted, we have something that will allow AOL, ICQ, Net Center, to do this to the benefit of that."  If you grab us right up front, you'll really get attention.  If you make someone work hard to find out what the benefit is, or why it's good for our customers or how we're going to make money on it, it will just kind of go to email jail.  I think it's just courtesy and also good business to get to the point quickly.

Mr. Andreessen:  We talk about how much opportunity there is, but these markets are getting so hyper-competitive.  As Kara said, there are 20 of just about anything that anyone is doing at this point.  Increasingly, there really are only two sound business strategies for most categories.  One is to be the biggest, which requires building an unfair advantage into the business model right up front.  For the most part right now, those unfair advantages consist of exclusive distribution somehow to get out there and to block out competitors and to make sure that people are seeing your site and not somebody else's.  That's where this huge amount of venture money is coming in.  It has to fund that activity far more than it has to fund any of the other, the technology or the development or anything else.
	The other strategy is to be the deepest.  Just to go way into a niche and be the best on topic.  That's a strategy that's going to be more and more viable.
	The Net keeps growing.  AOL is going through this metamorphosis from single brand to multi-brand strategy.  The Net is big enough, now, where there are clearly definable segments, sub-segments, and sub-sub-sub-segments.  There are going to be more and more categories and people are going to be able to go much deeper into those categories to build sustainable businesses.  There you have to be the deepest, so it's going to be a very competitive environment for anyplace that has 10 or 12 companies trying to do the same thing.

Ms. Swisher:  Definitely.  I use this expression, "I may be dumb, but I ain't stupid."  A lot of these companies are spending way too much money on PR and other things.  Although there are some great PR people out there, you have to have a good product.  If you have a good product, you will do well, and if you focus exclusively and relentlessly on your product, you will do well.  You can't send me a fancy press release and make me think, "Oh, great, I'm going to write about this company now."


Keep It Simple
Mr. Merino:  Nick Merino, with Cmail.com. What role will micro-payments play in bringing down the PE of some of these Internet companies and, Ted, what's your email address?

Mr. Leonsis:  My email address, oddly enough, is my last name.  Test me.  Send me an email that does what I ask you, and I'll respond within 24 hours.
	I think that micro-payments are very important, but I think that how they have been implemented is too hard.  Henny Youngman says, "Doctor, it hurts when I do this.  Then don't do that.  That will be $50."  I just see all of these schemes and I think, "That's difficult.  No one will use it."  Whoever breaks that code . . . we are working on it and lots of other people are working on how to capture small businesses.  We just sold over a million tickets on MovieFone to Star Wars in the last week—$7.50 with a 90¢ service charge.  We did it, not for the million dollars that we generated in revenue, but because it's nice to get people accustomed to ordering something at a low price and have them feel comfortable giving you a credit card.  That's what we have to do as evangelists and leaders in the business—find real, easy, simple ways, one-click ways, no-risk ways to get people to shop.  Once they do, we find that they come back.  I think it's a big business, and no one has really done a great job yet.

Mr. Andreessen:  I think there is a huge problem with micro-payments which is that people, for the most part, don't like to feel like they are being dinged every time they do something.  They don't like to have the clock turned on. These are just personal opinions, because it's hard to say how this is going to turn out from a business standpoint.  As a consumer, for example, I would much rather pay a monthly subscription fee to a music service and be able to download all the music I want than be charged every time I play a track or every time I download a particular song.  AOL has seen an explosion in usage since it went from an hourly charge to a flat fee.  If people have the feeling that they are being watched in what they do, that they are being dinged every time they do something or that they are being dinged for every little period of time, it tends to dis-incent usage.  There is a tough row to hoe there in order to get people to actually use it—even once it gets easy enough to use.

Ms. Swisher:  I think you're both saying simplicity is very, very important.  You can learn that from AOL.  Everyone made fun of them, but the fact of the matter is, they succeeded because of their ease of use.  Recently, when I was talking to Steve Case, I asked, "What's the greatest new idea you have seen?"  He said it was Amazon's One-Click.  You can buy something very quickly.  It was done very well.  Any business that does that, I think, will succeed wildly.


On URLs and Branding
Audience Member:  How important is the value of a particular URL?  For instance, the value of the name blue.com versus Blue Mountain Art?  Three syllables?  Five syllables?  You hear the venture capital people talking about that a lot.  Also, how important is being first?  When you look, for instance, at Idealab's pets.com, is it important being pets.com versus PinkShenandoah.com?  Does it matter?

Ms. Swisher:  Idealab actually has Petsmart.com.  Amazon has pets.com, and then there is petstore.com and petopia.com.

Mr. Leonsis:  You know, I think this is like a gimmick.  "I'm going to go out and make a great business because I have a great name."  What's an Amazon? What's a Yahoo!?  We have the best name.  How we were able to put America Online is truly remarkable.  But I think the names and the URLs and all of that are going to be like phone numbers—someone will have 555-FLOWERS, but I still have to spell that out on my hand.
	I think that the branding of the site is more important, and, to dovetail a little bit on the last question, right now this viral marketing concept, this ability to use the Internet itself and the members to propagate and push out your information, is very important.  Off the top of my head, I can't think of any URLs that made a business.  So, to answer specifically, I don't think it's a competitive advantage to own a URL.

Audience Member:  I hear a lot from venture capitalist friends that there can only be one player in each market.  There used to be a time when there could be a Yahoo! and an Excite; now you are Yahoo! or you are nothing.  What do you think about that?

Mr. Leonsis:  Oh, I think every category in every business has two or three big players.  That's what Marc was alluding to.  Just look at cable—one big news supplier, second news supplier and everybody else.  Look at magazines—Sports Illustrated and then 10 other players.  Every vertical, every category is going to have one or two mega-players.  As Marc said, the next logical extension is to find a new category and become the number one biggest, or find a category that's big and fly under the radar screen to go really deep.  Vertical portals now are the next big thing.  At AOL, we can't do music really deeply, so we have to go out and buy Spinner because they have 70 people just doing music. We can't do calendars really deeply at AOL.  We tried it for nine years.  What did we do?  We bought when.com because they have 70 people just doing calendars.  That's a decision—do you go for it big or do you go deep and try to get vertical?

Mr. Andreessen:  Yes, I agree with that.  I don't think you have to be first; I think you have to be biggest.  And if you are not biggest, you have to be deepest.  If you are neither of those, you are going to have a hard time because, as these businesses more competitive, you have to be unique in some respect.
	I also don't think the URL issue is that important, although the URL has to be easy.  George Bell tells the story of when he got to what's now called Excite, they were about to launch their service which they called Bull's Eye except Bull'sEye.com had been taken by somebody, so they reserved Bull's-eye.com.  They said, "Wait a minute, wait a minute, we're not going to do that."  They certainly have to be easy, but the bigger issue is: are you going to have a brand that people are going to identify with and that they are going to want to come to.  If they are getting to you by typing in the URL, they have to want to get to you.  It's the difference between amazon.com and pets.com.  Pets.com may be a more obvious URL to get to a pet store, but a lot more people have heard of Amazon.com, so it's much more about the actual branding itself.

Ms. Swisher:  With Blue Mountain Arts, the whole URL thing is kind of interesting.  Netscape and AOL have both suffered because a lot of the porn dealers try to have slightly different name versions.  With Blue Mountain Arts, unfortunately, they had a guy who renamed himself John Blue Mountin, so he was trying to make the argument that he should have bluemountin without an "A" in it. He was selling, you know.
	I don't think URLs in the end are going to matter.  There are all these Web sites and Web companies like goto.com where if you type in "F-O-R-D", you are going to get to the Ford site without worrying about who owns Ford.com. Things like that.


The Local Market
Mr. Goddard:  Matt Goddard with netneighborhoods.com.  A startup company builds a Web site, drops in a geographic area, 60 days later turns a profit, builds a business plan and now is faced with a decision of what to do next.  Do we show it to someone like you?  Do we drop into another area?  Do we go the venture capital route?  How much of this do we need to build and where does this thing need to be before we're in the best position to take it to the next level?  I know that's a difficult question, but it's something we are facing right now.

Mr. Leonsis:  If you are making a profit right now on a local area, you are doing a great job.  You should be up here next time lecturing.  You can count on your hand how many sites are actually making a profit, so I would be very interested in speaking with you.

Mr. Goddard:  We actually did it in two areas.

Mr. Leonsis:  You are twice as smart.

Ms. Swisher:  And he will give you $200 million.

Mr. Leonsis:  I think there is a lot of money in local.  I think local is the next big thing.  When you look at the development of all media, it's when the national and the local and the regional advertisers all start to come to a crescendo.  That's what happened in cable.  That's what happened in broadcast television.  So, sure, I'd be interested in meeting with you.


Choosing Companies To Acquire
Mr. Lamars:  My name is Yurmo Lamars from Detailing Software. I understand the ICQ deal, but, when we heard about the Winamp deal, we wondered how you came across that company.  Did they approach you or did you approach them?  Given that it's a desktop MP3 player, how did you value it?  The larger question is, as a small company like Winamp with a large user base, how would one go about approaching a company like yours?

Mr. Leonsis:  Winamp was triangulated in the company.  I happened to use the product.  Someone who is a friend of mine in New York uses music to express himself and he used to send me tapes.  You know, "I got laid off from my job, I'm mad at the world."  And he'd send you a tape.  Now he uses ShoutCast and it's really cool.  Every day I get this micro-broadcast.  I know his moods.  He uses music as a personal expression.  I saw that and I liked it.
	ICQ is the number one downloaded software on download.com, so I go every Monday to see how ICQ is doing.  All of a sudden I saw this thing called Winamp was number nine, then it was number seven, then it was number three and then it was number two.  I said, "Wow, this must be a big company."  It was a guy in Sedona, Arizona, who had figured this out.  I said, "Well, this is the Internet.  Brian Pinkerton got a million dollars, this guy gets $100 million."
	But there is all the due diligence, right?  I actually used it.  We buy what we use.  We buy what we like.  That was just a case where if I liked it, I used it.  People started to talk about it and it came out of nowhere.  That's the thing about viral marketing.
	I'd like to do something.  
	Knock, knock.  

Audience: Who's there?

Mr. Leonsis:  Amy Fisher.  BANG.
	That's what viral marketing is.  You are shot before you even know it.  Who was Winamp?  You don't know who Winamp is, but all of a sudden it's the number two download.  When you get on that list of top download sites, it starts to get people's attention.

Mr. Andreessen:  Winamp was an easy deal because, if it's the number one way that people are downloading and listening to music online, and if online music is going to be a big business, that's it.  This 19 or 20-year-old got kicked out of the University of Utah, which probably is not that difficult if you think about it, but, anyway, he is successful.  He lives with his parents, lived with his parents, I think, until last week and had this really beaten up Volvo or something.  There was a coat hanger he had to sort of wiggle to get the car to shift gears.  He said he is trying to buy a new used Volvo with the money he made from AOL.  He was able to achieve a large user base in such an important category before it was being taken seriously by everybody else.  By the time that happens, the value follows from it.  That's just going to be there.  This whole cycle is going to repeat over and over again as these different categories appear.

Ms. Swisher:  I want to thank both of  you very much for some excellent advice.
	One of the big messages that you can take away from tonight is that so much of this is bubbling up from below.  For so many years, despite the insults to The Wall Street Journal, we have been trying to become part of what is happening here where you don't broadcast down to people.  So many of these ideas are from small companies, millions and billions and zillions of ideas all over the world.  That's what makes the Internet so exciting.
	You can succeed in ways that you never could have before under the old media paradigm.  It can happen from anywhere in the world, from Silicon Valley to Washington to Israel.  I think the Chinese are now getting geared up.  I'm hearing from a lot of interesting Chinese Internet companies, for example, as the strictures get taken up here.  You can do that from a small company.  You have more power than you think you do.  
	We are going to bring up Mario, who has been part of trying to solidify this region.  It's a very important organization, trying to band together and create—I won't use the term "Silicon Valleys," although everyone seems to want to use Silicon-fill-in-the-blank.  Mario has been integral to creating that sense of community here which is so critical to success.  You all have to support each other in order to build; you can't just live by yourself.  Without further ado, here's Mario Morino.


part 8: mario morino: a new wave of leadership
Ted, Marc, Kara, thank you for an entertaining and valuable event.  It was a wonderful evening.
	I'd like to acknowledge and thank our sponsors, AOL and KPMG.  I'd like to thank TVontheWeb for the webcast tonight and all the support they've given us.  I want to thank the volunteers who came out to help, and my most heartfelt thanks to Mary MacPherson, Fran Witzel and the entire Netpreneur team.  Great job.
	Now, let me express my admiration for something that is getting underway in this region, and I think you've seen it in action tonight—a new, engaged and caring leadership.
	On June 15th, a new book will hit the shelves, entitled A Cathedral Within, written by Bill Shore, the founder of Share Our Strength (http://www.strength.org), one of the most remarkable entrepreneurial stories, and one that grew right here in our region.  In his book, Bill talks of the wonders of entrepreneurs and describes them as people who "do things in ways that have not been done before."  More to the point, he notes what we often don't really acknowledge, "that entrepreneurs break the rules."
	Tonight, we were blessed with two of the best when it comes to breaking the rules.  Ted broke the rules of marketing when he led the first new media marketing firm in Redgate Communications.  Marc shattered the rules with the browser and forever changed an industry.  They keep on breaking the rules as only the very best entrepreneurs can do.  They, along with a growing cast of cohorts like John Sidgmore, Mark Warner, Steve Case, Russ Ramsey, Yeong Kim and Jim Kimsey, are continuing to break the rules and shake up a world that is only beginning to comprehend the magnitude of change we are experiencing as an economy and as a society.  We are fortunate to have here in our region this growing band of brash, irreverent rule-breakers leading a wave of change that is sweeping this country and the globe.  We are fortunate to be part of the Greater Washington Region experience as it continues to morph from its government-town roots of the past, to the epicenter of an Internet and new media explosion.
	I suggest that we are also fortunate in ways that may not be as obvious to many just yet.  This same band of brash, irreverent rule-breakers, also represents a new wave of leadership.  
	We are fortunate to have Marc Andreessen and Ted Leonsis for their remarkable success in business, but Marc and Ted symbolize a growing base of leaders that genuinely care about people and life.  They care about the future of the region and our quality of life.  They care that a transforming new medium is used to help our society, and, they care that others less fortunate, especially the children, are given the resources and chances to make something of their lives.
	As Kathy Bushkin noted in her opening remarks, companies like AOL have moved beyond startup status to have the ability—and the responsibility—to give back, to share what they've learned and to help build a stronger regional ecosystem and community.   They are doing so.
	We've been blessed with the likes of other leaders from earlier times and we all owe them more than we may understand.  But now things have scaled.  We are on the threshold of very different times, a very different wealth, power and caring.  Ted, Mark, Kimsey, Case, Joe Roberts, Ramsey, Warner, Raj Singh and Alex Mandl are but the tip of this new wave.  Coming on strong are the likes of Michael Saylor, Raul Fernandez, Jack McDonnell, Rob McGovern, Chris McCleary and scores more on their heels.
	We're lucky.
	Dan Snyder buys the Redskins, a person who grew up caring about this team.  Ted and Jonathan Ledecky buy the Washington Capitals and then talk about filling the owner's box with kids!  Talk about a breath of fresh air.  For those who follow sports, this is quite a pleasant departure from the likes of a Bob Irsay, a Robert Short or an Art Modell.
	We're lucky.
	In my first meeting with Marc, we discussed the growing disparities in our population and how we had to find ways to apply this new-found wealth and knowledge to the longstanding social challenges of our times.
	We're lucky.  We have people with money, building power, who care about other people and our quality of life.
	Ted Leonsis, Marc Andreessen, thank you for all you've done, and thank you in advance for all you are going to do to make this region flourish and make it a better place to live for all our people.  To all here tonight, as you leave this evening, tuck away a little piece of pride that you are part of a truly amazing time in history.  And know it's your time.  Something very big and special is happening before our eyes.  We are a thriving economy, we have a vibrant community and we're going to have folks like you working to ensure that this only gets better and that all people have a chance to be included. 
	Thank you all for coming.  Once again, our thanks to Marc, Ted and Kara for a great evening.  Good luck, netpreneurs.  Have a great night!


