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01-23-2012

	TASKS
	ASKS

	· (0.7.44) Gary send out links to flawlessliving.info/apps and flawlessliving.info/apps/design
· (0.8.38) Gary leave both raw and edited versions of the call up and label them.

· (0.10.13) Gary confirm that Mike registered flosapps.com
· (1.10.40) Gary, you and Terry have to define the SEO (search engine optimization) for our ads.
· (1.11.25) An exercise for our next meeting is identifying the problems stimulating people’s search.

· (1.19.07) The first thing we have to understand is what it is that is on people’s minds? Lowering consumption and increasing happiness? Let’s come back and decide what will go into our test ads and survey? 

· (1.20.54) We have to aggregate new subscribers from outside our database. Ads, clicks, opt in, survey (to find out their problem), TPOV at backend not products.
· (1.23.51) Gary, one of the things that we can do with our excess capacity is to have each of the MyPals build sss for each of the TPOV I’ve written so far. The opt-in would be to get the TPOV. The survey would lead to a TPOV. Let’s assume this will be zero cost.

·  (1.25.15) Have Michelle make assignments to each of her team, and put them on flosapps. Have her use the titles for the folder name for the sss.

· (1:25:50) I want to use a “rate this item” feature similar to a “Like” button for a Facebook page. Construct a See page with a simple question.

· (1:27:00) Have the MyPals build the sites, get them working, link an autoresponder for the 101 Tips. We could have 101 sites for the 101 Tips. I’ll help align the messages. Have MyPals put place holders in. I will write the See message (elevator speech for the TPOV).

· (1.28.50) The survey question is more difficult. Each has to be unique if we’re going to get someone to opt in.

· (1.30.25) The first step is my writing the 25 words I need in front of the TPOV See page. We have to build this for a mobile environment. 25 words and an opt in.

· (1:31:00) Each person listening has to do this same thing with your TPOV, even if they lead to “old fashioned” products. Use the formula: (a) Tell them what you’re going to tell them. (b) Tell them. (c) Tell them what you told them.

· (1.32:00) Mike will go back and write the elevator speech that attracts and defines benefits. This is a great foundation for the videos. Video clips embedded on See page. 

·   (1.37.10) From every access point (ad, blog, etc.) we need a “click here to get more information” link that leads to sss. That’s how we’re going to monetize it. What will we feed them each week?
· (1:38:37) Gary, we need to look at a parallel process. “What is our next product?” You’re not marketing right now, and you should be marketing once a week to generate sales on a regular basis. This is what we’re here to do.

· (1:39:44) If in March we can show people how to do what it is we’re doing, we need to start recruiting next week.

· (1:40:03) flawlessliving.info/apps is a program that I will teach and lead in March. Let’s work through the dates next week and start marketing that. Survey question is, “What is it that intrigued you about creating your own app?” The See page will have info from the composite I have made. Build the sss at flosapps.com.

· (1:41:55) Feb 1st we kickoff the marketing for the FLOS apps instruction. I will take people through a 5 week program. Thursdays (March 1, 8, 15, 22, and 29). Early bird of $47 and $197 in 29 days (like ValuSync). Bonus TBD. When they subscribe to flosapps, we need an autoresponder series about what they will get in the program. We have to map that out. Welcome them to flosapps, and then some short pieces with webpages. Gary, get those together and send me the webpage and Mike will write them. Then Gary will configure the autoresponder. Set up the template with 5 autoresponders and let’s call it, “The Top 5 Things Your App Needs to Go Viral.” That’s what they get for opting in. Mike will write the copy and will write the Top 5 Things: Productivity, Ease of Use, Push/Pull, and 2 more. Mike will get Gary the autoresponder message and opt ins for the FLOSApps course. The course will become an asynchronous product.

 
	· (0.4.44)Define your professional model. From your model create your TPOV. Base your app on your TPOV.
· (0.4.55)  Present your app in “pull” form, monetized by “raving fans” and a “viral” path.
· (0.5.44) Present your app in “push” form allowing consumers to signal and comment on its features and benefits in ways that “push” others to select your app over the buffet of others.

· (0.6.39) Create a set of requirements that turn the TPOV into an app.

· (0.9.29) Plan on a “cloud-based” dashboard for our apps even though they will also be on iTunes.

· (0.12.55) I want to shoot for aps running on the platform of a TV that will become the main internet interface.

· (0.13.55) KEY  QUESTIONS:  What is an app? What makes a good app? How to we spin our TPOV into an app? How do we create an app that’s actually downloaded? How do we create an app that is productive?
· (0.16.10) The app has to work intuitively rather than requiring a lot of learning.

·  (0.17.20) The consumer is paying for results, not more work, especially not more work to learn to use the app.

·   (0.20.00) The app has to have the ability to get in your face and connect the consumer with his/her IMULL.

· (0.20.40) Context of app has to address funding the gap created by the time it takes for consumers letting go of their external success models and land in competence and comfort for living in FLOS?  

· (0.28.55) We should have in the FLOS bundle a very detailed “Perfect Day” exercise completed in a 1 hour coaching session with a FLAWLESS Coach.

· (0.29.45) Once PBC (person being coached) identifies his perfect day, week, month, etc., a success model will emerge that allows and supports the PBC’s happiness model and highlight the gap between success model in use and success model now emerging.

· (0.32.45) Who might step up to research the success models out there? My subconscious is pulling pieces together.

· (0.36.54) I want to switch you from a material to a virtual; virtual costs less (assuming a minimal learning curve).

· (0.39.14) The more we can do with what’s already running (imagination, virtual , interfaces, apps) to pull things to us rather than us having to go to them, virtual replaces material.

· (0.41.10) The keys for us is in understanding the three spaces: the happiness space, the success space, the bridging space.  FLOS allows us to switch the denominator so maximum leverage is obtained. Happiness becomes the denominator and we don’t need so much success to create the desired result.

· (1.00.54, 1.03.20) Gary, even though we’re in an incubator right now, our goal is to go out to the world recruiting people who fit this target.
· (1.13.43) Gary, maybe we need to use word tracker. What are people searching for? What problems would stimulate that search?
· (1.14.34) I want to find a way to bait our hook with a TPOV that will attract the fish already in the water; rather than build it, hype it, and try to sell it. 

· (1:15:56) What ads do we need to create that people will click on? What is it they are expecting to find when they click? What is it that we have that people already think they need? 
· (1:34:00) We will make the B-I leap with each TPOV. It will house its own video that can be purchased as a part of something. 


Q&A

(26:35) Wayne:  Have we started mapping success models that match people’s inbornness? 

(0.27.17) Mike: I’ve thought that there are between 20 and 100 success models that exist in the meta-structure of success. Porter has 3: Cost Model, Differentiation Model, and Innovation Model. 
33.13

Do the happiness side and leave it. Go to the legacy success model you’re using now and define the requirements of that system (with a coach who will ping, probe, prompt, and perturb in dynamic inquiry focused on bringing sub-optimization to light). By defining the requirements the misalignment gap will become visible for 95% of us. 

34.07

Several ways to “play” with happiness/success misalignment (gap) – (1) numerator/denominator model:  changing either numerator or denominator will change the result. Happiness / Success or Success/Happiness depending on which your emphasis is. The result is the gap. If my need is to fund the gap, I need a success model as closely aligned with who I am, so the gap decreases. 

34.54

The greater the PBC’s investment in a misaligned model the more the FLAWLESS Coach has to be skilled in working with the “meta-“points: are you clear about what makes you happy? Are you clear about the success requirements of the model that you have? 

35.49

Once the gap is clear: BS says, “Move your happiness into your success model.” FLOS suggests, “If you get more happiness, you need less success.” We are about teaching people how to get more for less (how to leverage happiness). FLOS is designed to be more sustainable than models that are resources constrained.
36.54

I want to switch you from a material to a virtual; virtual costs less (assuming a minimal learning curve).

39.14

The more we can do with what’s already running (imagination, virtual , interfaces, apps) to pull things to us rather than us having to go to them, virtual replaces material.

39.38

More doesn’t scale. More goes exponential. 

40.34

I see FLOS as a transitional system offering a way to maintain standard of living  (less material, more real) while leaving the “rat race” behind.

41.10

The key for us is understanding the three spaces: the happiness space, the success space, the bridging space.  

41.25

FLOS allows us to switch the denominator so maximum leverage is obtained. Happiness becomes the denominator and we don’t need so much success to create the desired result.

43:15

Bill: Identifying happiness requires work. How can we create an app that requires no work?

Mike: I agree. The journey for happiness and success is quite fun for curious people. Because I’m struggling, I think there must be an answer. We can offer a forced sort that leads to a profile after a couple of clicks.  We’re talking about minimizing work and maximizing the quality of the experience for the consumer. That will differentiate us from the rest of “mobile computing.” 

46.45

Bill: for the low curious, might we incorporate the identification process in a game framework.

Mike: for 10 years I’ve been saying we have to shift work to play. We need new algorhythms to do that.

48.03

Deb: Information overload in social media requires curation. Allowing people to flock to things that attract them, and a coach that enables them to do that, or games that help them define openings. 

50:00

Bill: The challenge is identifying the success model that allows us to be successful. There’s a hook in that.

50.35

Deb: Are we assuming that people are coming Optimal Thinking us because they are failing and they’re looking for a better success model? What’s is the attraction assumption?

51.00

Bill: The reason I’m here is to develop the success model for the next decade with the changes that are coming.  

52.30

Deb: I focus on community, conversation, and collaboration. Social media allows me to choose my community. What you might be calling a “success model” might mean “validating my evolution” in my system. I want to be around people who know how to be successful now and in the future, but not to do what they’re doing, to learn more about what works for me – including my evolving group memberships.
54.05

Deb: The topics of our calls that I found compelling are, “finding out what works,” and “what I’m evolving to.” Do I represent the “masses” out there or will they find the high level stuff more appealing? What attracts people to work on what’s important to them? What’s important? Is there another perspective? What makes you happy? What is success? What is the gap (or opening)?

56:10

Deb: Curation is the work of a “curator” or archivist – collecting, sorting, and making available large topic based collections of information. 

57.17

Mike: Culture is a modifier to success models. The culture sets the standards of what’s acceptable, but the models are set by business. Understanding the properties of “success” is like understanding the properties of “gravity.” The properties are pre-determined by the model, and in the case of success, modified by the culture. 
58:36

I’m talking about FLOS aps as a meta-model, seeking the properties of a “good” app. Properties of push, pull, productivity, traction, practicality, reduced quantity of work, and increased quality of experience is what “good” translates to me.

59:20

Our initial target markets are those people whose happiness models are most closely aligned with what it is we’re doing because we don’t have to convince them of anything. These people already see that BS has marginal returns and are looking for an alternative. Most of these people will be self-funded because it’s very complicated to fund the gap in FLOS if you have no resources. That takes more than coaching. 
1.02.00

Mike: People don’t want to be coached. Coaching is a vehicle customized for a specific use to get something else. I want to sell to coaches who “get it.” For a coach to survive, she/he will have to have a professional model and be very clear about what makes her/him happy, success requirements, and TPOV they can offer on that path, and then find a way to make their services available to enough people so that they can fund their gap.
1:04:05
I am targeting people who are fed up with the rat race, merry-go-round, and playing “games,” who are ready to stop discounting their own happiness, but have experienced enough success on the “wrong path” to be self-funded. They need a new dogma.

1:05:00

We have to be careful of falling into “group think” and falling into the trap of thinking that we’re in the coaching market. We’re not. We have to make coaching transparent (people don’t have to know or agree to being “coached” – we are morphing into “helpers.”), and giving people maps to navigate with over the next decade.

1.05.30

People need more clarity, have a cleaner signal for their model, TPOV, and thinking, and their world view. Maintaining standard of living requires being able to see the underlying structure.

1.06.05

Part of our USP (unique selling proposition) is connected to the concept of the “life preserver,” and we’re also talking about people who are already “swimmers” or in “their own boats.” People who have run out of money have a bigger problem than we can solve. 

1.06.51

What is it people need to hear from us in order to invest their resources in us?

1.06.58

The apps are vehicles to get consumers clarity. Our being clear means we can put what we do in an app. The app becomes our clear signal, and it’s the signal that attracts others. 
1.07.33
FLOS is an extremely positive (life-enhancing) system. Because of my mis-matching critical nature I and therefore my system is viewed as negative. That’s frustrating.

1.09.10

Deb: A group to look at is the group just now retiring. They are overwhelmed by their “junk,” and they have some financial resources.

1.09.25

Bill: The three pieces are happiness, success, and how to navigate the future.

1.09.45

Mike: “Practical” people have low curiosity. They tend to have money because they spend less than they earn, unlike us curious people who spend everything we have trying to learn stuff. 
1.10.28

I see several target markets that could be grouped into be, do, have, and become. Each requires a different set of ideas, that are matched with our  search tags.

1:12:00

Attraction Quality Engineering came out of work I was doing in the ‘90’s with Thomas Leonard. Sony’s model of creating a need before the product came out of this.  The first question is, “What are we designing for?”
1:12:25

An application environment forces us to get the noise out of the model. An app is refined useable signal. We have to get practical very quickly. 

1:13:25

The second question is, “What real time problem will be solved by using our ap?”

1:17:58
In emergence there are agents, tensions, rules, and conditionals (or CRAP - Conditionals, Results, Agents, and Pressure). FLOS doesn’t have to work as an agent, it can be indirect. Instead of building a mouse trap and selling people on the idea, we find out the mousetrap people are looking for and we put them in their path. What is it that we can put in the path of the “rats” looking for “cheese”?
1:34:18

This is really a good meta-model! I’m sitting here in Asia thinking about the millions of heuristics that we take for granted that the people here have no clue about. I can picture them talking to me and how nice it would be to be able to send them to a 4-5 minute video that shows them what I mean.
1:34:46

Alex said, “I’m unable to complete my maps because I don’t know what ‘maps’ look like.”  We need to show them a video of how that works. Capsulized basic management concepts can have great leverage. How to…take care of your cat…take care of your child…etc.

1:35:52

I don’t yet know how to monetize this, but the meta-model would be for all that we do and take for granted. That’s what education and acculturation is for, and most of the people here don’t have that. There are so many growing up without the benefit of formal education and cultural scaffolding.

1:38:08

When we talked last week, we targeted a FLOS product or FLOS app a week to offer to the aggregated database. 
1:39:30

We’re living in a house while we’re building it. That’s very difficult to do.  At the same time, we have a lot of things we could be doing right now.

1.45.24 END

