
The Smartfish ErgoMotion
Laser Mouse offers com-
fort even while computing
for long hours.

The main feature is Er-
goMotion, which was de-
veloped by medical profes-
sionals and is described in
a news release as “the most
advanced computer pe-
ripheral technology de-
signed to relieve discom-
fort and prevent repeti-
tive-stress injuries related
to extended computer us-
age.” 

Using this mouse is no
guarantee against such in-
juries, but after using it I
can see how it helps.

The mouse adjusts,
with its patented swivel
mechanism, to your hand
position while scrolling or
clicking. Your hand pivots
back and forth on the
mouse, which sits on a
pedestal base housing the
laser. 

There was a short learn-
ing curve, but after a few
minutes it was obvious

how this can make a differ-
ence long-term.

No software is needed.
Just insert the two includ-
ed AA batteries and plug
the 2.4-gigahertz USB re-
ceiver into a Mac or Win-
dows system.

Smartfish says the bat-
teries can last up to 10
months; this will vary de-
pending on usage, but the
on/off button will help.

www.getsmartfish-
.com, $49.95 

Walkman digital player
Long before the iPod came into the world,
the portable music player was the Sony
Walkman. Digital music didn’t exist, so
we were stuck with AM and FM radio for
the most part. 

The iPod caused the explosion in
digital music, but the Walkman still
thrives in the newly released E Se-
ries of pocket-sized MP3 play-
ers.

The reasonably priced
player has all the features
you would want from a
pocket-sized device without
a lot of expensive bells and
whistles.

It’s simple to operate without the
need for a touch screen. A scroll-free
display wheel contains all the buttons you
need from pause, play, home and back.
The volume is on the bottom.

It plays several types of music files, and
can display photos and video; the options
are shown on the 2-inch color display. 

Once charged, the battery should give
you up to 50 hours of audio playback or
about 10 hours of video playback.

Included on the player is Sony’s Con-
tent Transfer Software, for easily trans-
ferring digital files to 
the player from a PC or iTunes.

As on recent models, an FM radio is in-

cluded and 30 stations can be chosen as
presets.

It’s available in red, blue or black, with
4GB models selling for $64; 8GB models
are the better deal at $70.

www.sonystyle.com

Cellphone headset
Bluetrek Metal Evolution
has made a specially de-
signed Bluetooth headset
for the iPhone 4 and 3GS.

What makes the match
perfect is the Bluetooth
chipset, which is produced
by the same company that
supplied the one in the iPhone.

Just like the attractive and stylish media
player, the Bluetooth headset is built with style;
it has a brushed metallic finish with a reinforced
aluminum casing. Outside noise is minimized
with Bluetrek’s NoiseLock noise cancellation
technology. While testing the device on a non-
iPhone, sound was crystal clear as advertised.
Everyone I spoke to confirmed the clarity on
their end. 

Another nice feature is the ability to simulta-
neously connect a pair of cellphones to the Blu-
etooth headset.

Everything is easily controlled with three
buttons on the back of the headset. These are for
answering calls, voice dialing and controlling the vol-
ume.

After a full charge via USB, expect about five days of
standby time or 4.5 hours of talk time.

www.bluetrek.com, $59.99

Mimoco flash drives
If you want a flash drive
that stands out from just
about every other, Mimo-
co, makers of designer USB
flash drives, has some new

ones on the market. 
The recently launched

Badtz-Maru, Hangyodon
and the classic Hello Kitty
drives are part of the com-
pany’s second wave of

Sanrio character flash
drives.

Preloaded are desktop
wallpaper, screen savers,
avatars and icons.

Windows or Mac sys-

tems will support each
drive, available in 2GB
($24.95), 4GB ($34.95),
8GB ($54.95) and 16GB
($79.95).

www.mimoco.com

By Gregg Ellman
Special to the Star-Telegram
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Freeport-McMoRan is an equal opportunity, affirmative action employer

We are more
than MINING,
we empower
PROGRESS.

Global Endeavor. Local Pride.

To view the complete job descriptions and to apply online, go to:

www.fcx.com/careers
Select “Professional & Administrative Jobs” and search for the

Job ID listed above.

For more information, please contact us at 1-877-877-8799

or fmi_employment@fmi.com

Why should you consider an Accounting position at Freeport-McMoRan?

• It’s not a typical accounting role
• Involves field work including interaction with operational activities
and processes
• Ability to work in a unique and dynamic industry

Accountant Opportunities

ACCOUNTING TECHNICAL SPECIALIST

Job ID 1002666 – Safford, Arizona
Requires Bachelor’s degree and 5 years experience in financial
analysis, budget development, and public accounting. Must
possess and apply a broad knowledge of the principles, practices,
and procedures in the accounting field.

SENIOR ACCOUNTANT

Job ID 1002844 – Morenci, Arizona
Job ID 1002860 – Bagdad, Arizona
Requires Bachelor’s degree and 5 years accounting experience
(MBA may substitute for 2 years experience). Must possess
and apply a broad knowledge of the principles, practices, and
procedures in the accounting field.

ACCOUNTANT II

Job ID 1003378 – Chino, New Mexico
Job ID 1002812 – Morenci, Arizona
Job ID 1003521 – Leadville, CO (Climax)
Requires Bachelor’s degree and 3 years accounting experience.
Must have knowledge of generally accepted accounting principles
and practices.

Asked to name the world’s
wealthiest entrepreneurs,
few people would think of
Eric Lefkofsky, who is 40
and keeps a deliberately
low profile in his home-
town of Chicago. But Lef-
kofsky has an impressive
entrepreneurial track rec-
ord, one that recently led
Forbes to estimate his
wealth at $750 million.

The first business Lef-
kofsky started, StarBelly,
made tools for building
websites; he sold it in 2000
for $240 million. He then
started two companies that
have since gone public —
InnerWorkings, which
provides printing capabili-
ties over the Web, and
Echo Global Logistics, a
transportation and logis-
tics outsourcing business
he founded with a law
school friend, Brad Key-
well. He also founded Me-
diaBank, which helps
companies buy advertis-
ing. In each case, Lefkof-
sky used the power of
technology and the Inter-
net to update an industry.

And then came Grou-
pon, the social-coupon
website that he bankrolled
and started in 2008 with
Andrew Mason — a ven-
ture that has been called
the fastest-growing com-
pany ever. Groupon offers
its followers a deal-of-
the-day coupon, spon-
sored by a local business,
which the followers are en-
couraged to share with
their social networks. The
local business gets cus-
tomers, and Groupon takes
a share of the coupon pro-
ceeds — a business model
that has led to talk that
Groupon, still privately
owned, could be worth as
much as $3 billion. More
recently, Lefkofsky and
Keywell started an invest-
ment fund with $100 mil-

lion of their earnings. It’s
called Lightbank, and it in-
vests only in early-stage
technology companies that
are built around social me-
dia. The following is a con-
densed version of a recent
conversation with Lefkof-
sky.

Did you have any idea
how big Groupon would
be?

Not when we first
launched. It’s nearly im-
possible to predict or even
comprehend this level of
growth. We have grown
from a handful of employ-
ees to more than 2,700 over
the past two years. This
year alone we have expan-
ded into 29 new countries.

Was there a key deci-
sion or strategy that
made Groupon a suc-
cess?

ThePoint.com, the pre-
decessor of Groupon, was a
failure until we found the
right recipe, which was to
make buying a social expe-
rience. Now, Groupon is a
very well-run business
with great operational
control and a metrics-
driven culture. As a result
we have revenue, profits
and cash flow.

Companies have been
overwhelmed or even
destroyed by running a
Groupon special. How
do you feel about that?

I find it almost absurd
that the biggest complaint
people have been able to
levy against Groupon is
that it actually delivers too
many customers. More
than 95 percent of all
Groupon merchants want
to run another Groupon
discount. There is no
greater evidence of value
than that.

There’s a study that
indicates 42 percent of
your customers
wouldn’t run another
promotion. What do
you make of that?

The study is flawed.
They chose an absurdly
small and incomplete sam-
ple set and their thesis is

largely inaccurate. First of
all, we conduct regular
surveys and our merchants
are overwhelmingly happy.
Secondly, we have featured
about 5,000 merchants
more than once, which
would never occur if they
weren’t making money off
Groupon.

Why have you decid-
ed to focus on social me-
dia with your invest-
ment fund?

We think that the most
disruptive business models
will take advantage of that
social graph over the next
five to 10 years. Take travel
as an example. You should
be able to plan your entire
trip online, invite your
friends to come with you
and even interact with
other friends who have al-
ready been to that location. 

In what industries
are you seeing similar
changes?

Think about the way
most companies currently
hire. You post a job and
then get blind résumés in
response. This should be a
social experience. If you
took everyone and asked
them to list everyone they
knew, you could create an
enormous social graph of
several million people.
There’s no reason to hire
people that we can’t learn
something about through
some connection of our
personal network. There’s
no site today that takes ad-
vantage of the social graph
in this way, yet.

Doesn’t LinkedIn do
that?

LinkedIn does part of it.
It’s a great example of a
company that is leveraging
the social graph to grow
and deliver value.

What is it missing?
The site is missing some

of the key social features
that make Facebook so
compelling. The ability to
quickly understand some-
one based on whom they
know, what they share and
what others think of them,
for example. 

Q&A with Groupon founder
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By Darren Dahl
The New York Times


