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With A Strategy Of Developing Destination Hubs That Are The Next Generation Of Consumer 

eCommerce Internet Experience Based On A Large Pre-existing And Passionate Audience With A 

Shared Community Of Interest, Live Current Media Is Well Positioned To Grow Their Business 
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BIO: 

Mr. Hampson joined Live Current on 

June 2007. He has been a Founder, Presi-

dent and CEO of many successful start-up 

and operating companies over the last 25 

years. Mr. Hampson was CEO and Presi-

dent of PEER 1 Network Enterprises, 

Inc., an Internet infrastructure company 

from 2001 through to 2006. During his 

leadership of PEER 1, the company grew 

from a small local player with annual 

revenues of approximately $250,000 to 

one of the largest in the industry, with 

annual revenues of more than $60 million 

and data centers and network points of 

presence in 14 cities across North Amer-

ica and in Europe. Mr. Hampson was the 

Founder and CEO of Novocon Interna-

tional Inc., a manufacturer of fiber prod-

ucts for composite reinforcement until 

Synthetic Industries acquired it in 1997. 

Mr. Hampson holds a Bachelor of Com-

merce degree from McMaster University. 

He currently serves on the Board of Di-

rectors of Carat Exploration Inc. and Pa-

cific Rodera Energy Inc. 

 

Company Profile: 

Live Current builds, owns and operates 

some of the most powerful and engaging 

content and commerce destinations on the 

Internet. Through subject-specific Desti-

nationHubs™, Live Current properties 

connect people to each other and to the 

information, brands, and products they 

are passionate about. Live Current has 

headquarters in Vancouver, Canada with 

a location in Seattle, WA and is publicly 

traded on the NASD OTCBB (LIVC) 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Hampson, how has Live 

Current changed in the last year under 

your leadership? 

Mr. Hampson: “I joined in June of 2007 

and looked at the company from the per-

spective of value investment and secondly 

how do you build a business. I thought 

that the assets were undervalued and 

there was an interesting change in the 

way that the market for eCommerce and 

consumer-facing internet sites was going. 

Therefore, I thought there was a real op-

portunity to jump in and do something 

with these assets. The previous manage-

ment had not really had a strategy or any 

real vision on how to monetize the key 

assets to the business, so when I got in-

volved I had a mandate to do three 

things. One was to bring in a manage-

ment team that had experience in build-

ing consumer-facing internet sites that 

had a proven track record, who really 

understood where things were going rela-

tive to the advent of search and how that 

implicates the business decisions that you 

make in building ecommerce sites. The 

second was to raise the money, so we did 

a financing in October of last year and 

raised $5 million. The third thing was to 

develop a strategy on how we were going 

to build the business around these domain 

names. We brought in Jonathan Ehrlich 

as president and COO, who has experi-

ence in successfully building out con-

sumer-facing internet sites. We also 

brought in Mark Melville is our chief 

corporate development officer; Mark was 

the CEO of a couple venture backed 

startups in the consumer internet space. 

We brought in a bunch of people in mar-

keting and other areas to compliment the 

team, and also acquired a company called 

Auctomatic in March of this year. Auc-

tomatic was a company based in Silicon 

Valley that had a very strong and cohe-

sive team of young aggressive and very 

smart developers. Their technology fit in 

nicely with where we wanted to go with 

our business, but more importantly the 

fact that they had this team already in 

place really filled the hole in our man-

agement structure and in our strategy for 

moving the business forward on the tech-

nology side.” 

 

CEOCFO: Will you tell us about your 

destination hub and growth strategy? 

Mr. Hampson: “The company owns 

about 900 domain names, of which thirty 



are really good generic domain names 

and that includes names like Per-

fume.com and Cricket.com, and also 

Boxing.com, Brazil.com, Vietnam.com, 

Malaysia.com, Call.com, Number.com, 

Communicate.com and other really top 

level, high-value domain names. When 

we look at these assets and say where are 

we going to build a business, and how are 

we going to accomplish this. We really 

felt we needed to focus on the key sites 

that we felt we could build out the most 

quickly on both the top line and the bot-

tom line. When we applied a filter to 

these sites, we realized that both Per-

fume.com around a health and beauty 

play, and Cricket.com around the second 

most popular sport in the world were 

really the top two names that 

we thought we could develop 

businesses around quickly. 

Therefore, we created this con-

cept of a destination hub which 

is the next generation consumer 

internet experience based on a 

large pre-existing and passion-

ate audience with a shared 

community of interest. When 

you think about perfume and 

the health and beauty segment, 

there is an enormous audience 

there. An enormous amount of 

women are passionate about 

this subject; there is a lot of 

attention that comes to it. If you 

look at the eCommerce busi-

ness, the fastest growing seg-

ment of eCommerce in the last 

quarter of 2007 was the health 

and beauty segment at a 40% 

year-over-year growth rate. With Cricket, 

there is an enormous one-billion plus 

passionate fans worldwide and a lot of 

interesting changes to the way the game 

of cricket is being played and how it is 

being commercialized. Those kinds of 

exterior forces, those macro forces really 

led us to believe that the two key ele-

ments of our strategy happened to be 

based on the health and beauty and the 

cricket. The other asset we got, we put 

into a business unit called The Farm 

Team. Those are being monetized 

through more conventional domain name 

strategies but we are really looking at that 

as being the genesis of the next destina-

tion up so we will observe the traffic and 

the revenue that is generated off of other 

names and as we move forward with out 

strategy we will be able to pick the next 

destination hub that we build out.” 

 

CEOCFO: What is the destination hub 

that makes it different from what others 

are doing? 

Mr. Hampson: “The destination hub 

appeals to a large pre-existing passionate 

group of people and is actually configured 

for discovery. Therefore, one of the key 

elements today with the way that the con-

sumer internet is working with search is 

that you have to make sure that you can 

be found by the consumer. There are 

thousands of new businesses being 

founded everyday on the internet so how 

do you attract a customer. What we do is 

we set up these destination hubs so that 

they can be found. One of the advantages 

that we have in the marketplace by hav-

ing these great domain names is that it 

allows us to be discovered because if you 

know how the search engines work they 

look at a combination of relevancy and 

popularity. The relevancy is do you have 

the content that the consumer, the person 

that is doing the search is looking for. 

The search engines give you a much 

higher ranking if the search word is in 

the domain name, so the fact that we got 

Perfume.com or Cricket.com, will assist 

us in getting a high ranking in any search 

stream that includes those names. The 

real key here is that that really provides 

us with a low cost platform on which to 

acquire customers. It gives us a competi-

tive advantage against other companies 

that are trying to attract that same cus-

tomer who have to pay more to get those 

customers through a paid search mecha-

nism. The first thing is discovery; the 

second thing is that these destination 

hubs are portable, meaning that we want 

the experience to exist where the con-

sumer wants it to exist. In the past people 

had to go to kind of a branded portal in 

order to be able to find what they were 

looking for. However, with the advent of 

search people can find it more easily but 

they also want it to live where they are. 

What I mean by that is they want it in 

their social networking, in a widget net-

work on a mobile device. We want these 

experiences to live where the consumer 

is. The third element of a des-

tination hub is that it is a 

highly engaging experience 

meaning that there is a real 

reason for the consumer to 

come there. That would mean 

that there is content there, par-

ticipative content, authoritative 

content, and all kinds of re-

sources for the passionate users 

to access and join communities 

of people with similar interests 

around these passions.” 

 

CEOCFO: What would you 

like to add to the hubs you are 

developing? 

Mr. Hampson: “If you look at 

Perfume.com, today it is really 

just a shopping site. If you go 

there, you presumable know 

what you want, so you can find 

it quickly, you can put it into your shop-

ping cart, and you can check out effi-

ciently. That is the more traditional 

eCommerce type of a platform. We want 

to create a much more rich experience on 

the site so that we engage our consumer 

in something that they are passionate 

about -- hence this whole destination hub 

concept. When we relaunch this site 

sometime late summer or early fall, what 

there will be is more community related 

functionality; the ability for people to talk 

about the fragrances that inspire them. 

There will be some tools on the site that 

allow them to figure out what scents, per-

fumes, fragrances match their personal-

ity. There will be some information about 

celebrity endorsements around the per-

“When you look at things like the size of the 

health and beauty market, you look at the con-

cept and how we differentiate ourselves in the 

marketplace. Both through the fact that we can 

acquire customers at a very low price which 

gives us a huge market advantage and the fact 

that we have a concept which will radically 

change the way the consumers interact with des-

tination hubs in the health and beauty segment 

and this cricket deal, I think we have an enor-

mous amount of upside. I would like to say that 

the wind is behind us because the trends in both 

of these segments are firmly behind the growth 

of online experiences and what we are doing 

with destination hubs is unique and market dif-

ferentiating and will allow us to become the 

market leader.” - C. Geoffrey Hampson 



fumes. There will be a bunch of user-

generated content where people can 

comment about stories that are related to 

their perfume. We will have experts on 

there that will also talk about the indus-

try, trends, and about what the different 

perfumes mean for different people. It is a 

highly engaging and rich experience that 

will bring consumers back to the site, not 

just because they need to buy more per-

fume but because they are passionate 

about the subject matter.” 

 

CEOCFO: What is the financial picture 

of the company? 

Mr. Hampson: “The business is growing 

at over 30% year-over-year growth on the 

perfume side with the old site. We think 

that with the new destination hub strategy 

that that growth will be accelerated. We 

also think that there is an interesting op-

portunity for us to acquire other busi-

nesses that fit into that same health and 

beauty segment that will accelerate 

growth. We are seeing very strong mar-

gins, very strong growth and an enor-

mous online market; fragrances alone, 

the online market for fragrances is at $3 

billion. There is an enormous amount of 

demand, opportunity for growth and an 

opportunity for us to emerge as a leader 

in this segment. We think the financial 

metrics are very good; we are very excited 

about the opportunity. It is the same thing 

with the Cricket deal, on the other desti-

nation outfit that we are developing 

around the game of cricket. We struck a 

deal with the Indian board control for 

cricket which is an enormously popular 

sport in India. There have been funda-

mental changes in the way that game is 

played. Traditionally cricket has been a 

one through five-day test match, and it 

has been rather boring for people who are 

not cricket aficionados. In addition, it has 

not been very easy to commercialize al-

though the traditional cricket in India and 

around the world attracts an enormous 

amount of attention and huge audiences. 

There has recently been a new league 

launched in India called the Indian Pre-

miere League and this league is based on 

a new format of the game called 20-20 or 

T-20 and that game gets played in three 

hours it is intense and competitive and 

very exciting. The new league launched 

in April of this year and it is a huge suc-

cess; it raised over $2 billion in sponsor-

ship and franchise fees. They have had 

enormous audiences; their live audience 

is second only to the NFL in terms of the 

number of people who attend it and that 

passion has translated into online interest 

as well. 

 

Liver Current Media has done a deal on 

an exclusive basis with both the BCCI 

which is the Board of Cricket Control, 

and the IPL to have exclusive rights to all 

of their online and digital media. That 

includes things like Fantasy Cricket, still 

photos, video both archived and current, 

live streaming, mobile rights, syndication 

rights for both still and video content, 

eCommerce rights and the rights to do 

DVDs. There is an enormous array of 

media assets that we have acquired on an 

exclusive basis for ten years based on this 

hugely popular game in India. Over $2 

billion was raised in the first year for this 

new cricket league and took an enormous 

amount of the TV audience, and huge 

engagement level with fans. It really had 

a huge success and that has translated 

into online activity. We saw on our site 

which we put up for the IPO launch, re-

ceive over 5 million unique visitors and 

50 million page views without even being 

indexed in the search engines. Just to 

give an example of how popular cricket is 

and how it does translate into online ac-

tivity, there are over 1 million searches 

per day for cricket on Google. It is an 

enormous number of fans and an enor-

mously high engagement level and we are 

sitting in a really good position in that we 

now own the digital rights for all of In-

dian cricket for ten years. It is an enor-

mous property which we think is going to 

be hugely successful for us.” 

 

CEOCFO: You mentioned a recent ac-

quisition in the technology area; do you 

see more acquisitions in that range? 

Mr. Hampson: “There are some oppor-

tunities for us to acquire businesses that 

fit into our strategy that compliment the 

existing destination hub content that is 

part of the strategy. For instance in the 

health and beauty segment right now we 

have perfume, but there is skincare, 

makeup, and fashion, so there is a huge 

number of very similar and linked prod-

uct lines that fit into the same demo-

graphic and the same passion that we are 

trying to tap into with perfume. We 

would like to be able to bring those types 

of products and experiences into the fold. 

We will do that by either developing or-

ganically meaning in-house, or we will 

acquire companies that are already in that 

space.” 

 

CEOCFO: Why should potential inves-

tors by interested and what might people 

overlook that they should understand 

about the company and your concept? 

Mr. Hampson: “There are a couple of 

things. One is that the value of the assets 

of the company today are roughly equal to 

the market cap, so there is nothing built 

into the share price today for the future 

potential of this new strategy that we 

have developed. There is also the proven 

track record of the management team, 

because every one of the top three people 

in this company have successfully built 

and sold businesses, allowing investors to 

make a really good return. Therefore, we 

have great management and great set of 

assets; I think the stock price values only 

those assets on a break-up value and 

doesn’t take into account any of the up-

side potential. When you look at things 

like the size of the health and beauty 

market, you look at the concept and how 

we differentiate ourselves in the market-

place. Both through the fact that we can 

acquire customers at a very low price 

which gives us a huge market advantage 

and the fact that we have a concept which 

will radically change the way the con-

sumers interact with destination hubs in 

the health and beauty segment and this 

cricket deal, I think we have an enormous 

amount of upside. I would like to say that 

the wind is behind us because the trends 

in both of these segments are firmly be-

hind the growth of online experiences 

and what we are doing with destination 

hubs is unique and market differentiating 

and will allow us to become the market 

leader.” 

 

CEOCFO: Final thoughts, what should 

readers remember most? 

Mr. Hampson: “That Live Current Me-

dia is in a fantastic position to take ad-

vantage of a trend in the marketplace and 

to create a new kind of experience for 

consumers which will increase loyalty 

which will create a brand which in turn 

will increase margins and profitability. In 

addition, we have a very strong team of 

proven executives, a very strong set of 

assets to real build a business that is go-

ing to grow exponentially.” 
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