Men think they're
talking to models.
They're not.

Inside the secret
army of OnlyFans
impersonators.
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SHOCKING!

This is the Paraflex, our shock absorber introduced
in 2005. It is an absolutely crucial element in the
protection of our horological movements. One which
we designed and manufactured solely ourselves. Its
specific purpose is to neutralise any and all effects
brought about by the knocks and bumps of everyday
life. One may wonder how such a minuscule shield, no
bigger than a grain of rice, could achieve such a feat?
It is through the interaction of two separate properties
which, in a never-ending dance, offset the consequences

of all shocks at all times. The Paraflex moves one way,
then the other, all within a fraction of a second. On the
one hand, it bends at each impact to disperse the energy,
then returns to its original shape. On the other, it
displaces itself so as to preserve the functionality of the
balance wheel and escapement anchor. Thus engaging
the guarantee of the chronometric performance of the
calibre in all circumstances. It is through this unique
ballet of deformation and displacement that the
Paraflex preserves the watch’s movement with its own.

#Perpetual
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Alpine A110 R Turini: fuel economy and co, results for the Alpine A110 R Turini in mpg (I 100km) combined: 41.5 (6.8-6.9). co, emissions:
156 g/km witp figures shown are for comparability purposes. actual real world driving results may vary depending on factors including



weather conditions, driving styles, vehicle load or any accessories fitted after registration. for more information, please see alpine-cars.co.uk
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p. 078 Special Report
__ WIRED Health 2024

Clean-air campaigner Rosamund Adoo-Kissi-Debrah
was just one of the incredible speakers sharing their

vision at our annual healthcare event in London
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p. 018 Start
Mushroom kingdom

Inside the world’s greatest
fungarium, researchers hope
to unlock the ecosystem-

boosting superpowers of fungi

p. 034 Start
Pretty in pink

A dash of tangerine DNA makes
pineapples sweeter—and bright
pink. But can the fun factor also

solve GM food’s image problem?

p. 026 Start
Taste, not waste

Apps such as Too Good To Go
promise cheap meals that also
prevent food waste—so we tried

living on leftovers for five days

p. 036 Start
Playing to lose

Hosting the summer Olympics
used to be a dream for any city
with aspirations. Now, it's an

expensive drama to be avoided

p. 028 Start
We used to be Google

Back before smartphones and
unlimited data, if you had a
query, you had to call and ask

the human search-engines

p. 051 Gear Special
WIRED Desired

Our annual roundup of the very
bestin WIRED's world, from
high-end audio to helicopters,

chairs, art-toys, and horology

We only see the fruiting bodies of most fungi, but their mycorrhizal networks

below the ground could be the secret to supercharging carbon sequestration.

p. 098 Feature
She contains multitudes

The stars of OnlyFans may not
be who they seem—messages to
models will likely be answered by
an army of impersonators

p. 108 Feature
Breaking through

The 2024 summer Olympics will
see breaking introduced as a
sport—and Canada'’s Phil Wizard
is the hot contender for #1 B-boy

p. 126 Feature
Ringing the bell

WIRED speaks to Eliot Higgins,
investigative journalist and
founder of Bellingcat, whose
work has rocked wrong-doers



p. 116 Feature
DelLorean vs DeLorean

Kat DelLorean is resurrecting the
iconic 1980s car created by her
father—but first she must fight to

regain the rights to her own name

PHOTOGRAPHY: GETTY



This advertisement has been approved for issue by Pictet and Cie (Europe) S.A., London Branch, which is authorised and regulated by the Commission de
Surveillance du Secteur Financier (CSSF) and subject to limited regulation by the Financial Conduct Authority (FCA) and the Prudential Regulation
Authority (PRA). The value of an investment can go down as well as up, and investors may not get back the full amount invested.

Pioneers

discover the

unknown.

Like where to

T Invest next.

Pictet Wealth Management
Pictet & Cie (Europe) SA, London Branch

Sixth Floor, Stratton House Aﬂ
5 Stratton Street, London W1) 8LA 12 PI ‘ I E I
1805

+44 (0)20 7847 5000



Global editorial director Katie Drummond

Deputy global editorial director Greg Williams

Anna Goldwater Alexander Director of photography
Boone Ashworth Staff writer

Alex Baker-Whitcomb Senior manager, social media
Brian Barrett Executive editor

Anneliese Begent Executive assistant

Natasha Bernal Business editor

Matt Burgess Senior writer

Michael Calore Director, consumer tech & culture
Laura Cameron Associate manager, social media
Indu Chandrasekhar Senior global director,
brand audience development & analytics

Julian Chokkattu Reviews editor

Kimberly Chua Digital operations manager
Martin Cizmar Commerce category director, tech
Alicia CocchiMultimedia producer

Andrew Couts Senior editor

Jay Dayrit Editorial operations director

Mike Dent Managing editor, UK

Brian Dustrud Copy chief

Megan Farokhmanesh Senior writer

Leah Feiger Senior editor

Laura Fillbach Associate manager,

audience development

Adam Lance Garcia Producer

ScottGilbertson Senior writer and reviewer

Medea Giordano Product writer and reviewer

Will Knight Senior writer

Anjali Nair Art Director

Steven Levy Editor atlarge
Anthony Lydgate Features editor

Nathan May Audience development manager

Morgan Meaker Senior European business writer

Shireen Mohyi Senior operations manager

Charis Morgan Associate photo editor

Anna 0’Donohue Creative development manager

Jason Parham Senior writer

Eric Ravenscraft Writer and reviewer

Rob Reddick Science editor

Matt Reynolds Senior writer

Reece Rogers Service writer

Daniel Roman Research editor

Halena Green Samms Visual rights manager
Eric Sams Associate director, social media
Lee Simmons Story editor

Matt Simon Senior writer

Tom Simonite Senior writer

Adrienne So Senior associate reviews editor
Samantha Spengler Research editor

Haley Sprankle Writer and reviewer

Brenda Stolyar Writer and reviewer

Louryn Strampe Product writer and reviewer

Maria Streshinsky Executive editor

WEIRIS D

Lauren Goode Senior writer

John Gravois Senior editor

Andy Greenberg Senior writer

Jaina Grey Product writer and reviewer
Parker Hall Senior associate reviews editor
Catherine Gargan Hall Photography editor
Lily Hay Hall Senior writer

Oliver Hazelwood Art director

Alan Henry Special projects editor
Meghan Herbst Research editor

Ben Hinks Designer

Rachel Janc Director, communications
Matt Jancer Product writer and reviewer
Hemal Jhaveri Managing editor

Sophie Johal Social media manager

Amit Katwala Editor

Jason Kehe Senior editor

Caitlin Kelly Senior editor

Joel Khalili Staff writer

Elana Klein Executive assistant

Kate Knibbs Senior writer

Sandra Upson Features editor
JacquiVanLiew Designer
AlyssaWalker Creative director
Angela Watercutter Senior editor
Jeremy White Seniorinnovation editor

Katherine Wzorek Associate producer

WIRED

The Condé Nast Publications Ltd
The Adelphi, 1-11John Adam Street
London WC2N 6HT

Head of industry, bizfitech, automotive,

media & entertainment Christopher Warren

Commercial director: media/entertainment

Silvia Weindling

Commercial director: automotive Melanie Keyte
Commercial director: food & beverages Natasha Callin
Lead commercial director: luxury Vikki Theo
Commercial director: business/

finance/technology Lucie Burton-Salahuddin
Account director: automotive Nicholas French
Accountdirector: technology Eddie Royle

Account director: media/entertainment Rosie Campion
Senior account manager: finance Sophie Marcuccilli
Account executive: Luxury Charlotte Hearth

Account executive: Luxury Georgia Graham
Commercial operations strategy manager Ellen Garlick
Director of CNCC Helen Anglim

Creative design director Jeffrey Lee

Creative design editor Duarte Soares

Executive assistant Tiana Ware

Italian/Swiss office Angelo Careddu

Associate publisher (US) ShannonTolar Tchkotoua
Classified director Shelagh Crofts

Classified sales manager Laura Bailey

Insights manager Erin McQuitty

Research executive Holly Harland

Group property director Fiona Forsyth

PR manager Cat Timoney

UK consumer business countrylead Joanna Barton
Circulation director Richard Kingerlee

Circulation manager Olivia Streatfield

Head of marketing SiobhanWight

Marketing manager Lucy Rogers-Coltman

Marketing manager Rachel Horrocks

Marketing manager Harriet Adams

Senior creative design manager
AntheaDenning-Renshaw

Assistant marketing & promotions manager Claudia Long
Production director Sarah Jenson

Production controller Emma Storey

Paper senior production controller Martin MacMillan

Commercial senior production controller Louise Lawson

WIRED Consulting

Managing director Catherine Crump
Head of client solutions Emma Cowdray
Head of editorial content Charlie Burton
Consultant Catriona Hay

Project manager Preet Mann

WIRED Events

Events marketing manager Joanne Perry
Event operations manager Yasmin Yelle
Partnerships manager Jillian Gable

Event operations executive Jasmine Haffenden

VP, finance, Europe Juan Manuel Martin-Moreno
VP, global revenue strategy Malcolm Attwells
VP, communications UK Nina Joyce

People director, London Rosamund Bradley

Managing director, CN Europe Natalia Gamero

Deputy managing director, CN Europe Anita Gigovskaya



FROM Al TO VR: sy

FINDING WINNERS' FROM
THE TECH REVOLUTICN

w driven by Al. They believe this has the potential to increase productivity, earnlngs ond growth rapidly for
* the winners of this transformation, which will be both leaders and disruptors. For more information-on:... 2

the new cyc|e Fund, investment process and performqnce p|edse visit liontrust.¢o. uk/g|obo|-techno|ogy @

spfefance does not predlct Future returns.

may get back less than you ongmdﬂy\/mv »
l'omrUSf CO. Uk . OURAGE POWER - PRIDE

Capital at risk. This markehng communication does not form part of a direct offer or invitation to purchase securities. Before making an investment
decision, you should familiarise yourself with the different types of specific risks associated with the Global Innovation Team. This information can be
found in the final Prospectus and Key Investor Information Documents (KIIDs) available on our website: liontrust.co.uk. This advertisement is a financial
promotion under the Financial Services and Markets Act 2000 which has been approved and issued by Liontrust Fund Partners LLP (2 Savoy Court,
London WC2R OEZ), authorised and regulated in the UK by the Financial Conduct Authority (FRN 518165) to undertake regulated investment business.




CAUGHT BY THE BUZZ

David Vintiner shot our speaker cohort for WIRED Health 2024—an intense day of
capturing key figures in healthcare and beyond: “Shooting portraits for a whole day
can sometimes be a challenge—especially when it comes to things like keeping
subjects’ energy up after they've just given their all on stage. However, it ended up
being the perfect way to photograph them: Besides the useful conveyor belt, they
were still buzzing from giving their talks, and that really brings their shots to life.”

Creating WIRED

FUN IN THE FUNGARIUM

Photographer David Wilman went to
Kew’s famous fungarium this issue:

“I'm a massive geek for electronics and
computers, soa commission from WIRED
thatinvolved hundreds of thousands

of fungi specimens wasn’t at all what |
was expecting. Still, | could have spent

all day listening to collections manager
Lee Davies and his many mycelium
anecdotes, while investigating behind the

scenesin aworld-class researchlab.”

MATT REYNOLDS

Reynolds visits Kew
Gardens’ world-class
fungarium to discover
the hidden powers of
fungi. “The wider world
is waking up to these
fascinating organisms,
while scientists get to
grips with the role they
play in ecosystems.”

KATHY GILSINAN

“One thing she didn't
want was to startacar
company,” says Gilsinan
of Kat DeLorean,
daughter of the creator
of the most iconic car
of the 1980s. “But she's
a Delorean—a name
associated, for good or
ill, with wild ambition.”

BRENDAN I. KOERNER

Koerner grapples with
how an army of OnlyFans
writers are paid to
text-chat with fans of

its popular creators.
“It's impossible to cope
with the avalanche of
daily messages, so chat
duties are entrusted to a
hidden proletariat.”

PHOTOGRAPHY: DAVID VINTINER: DAVID WILMAN. ILLUSTRATION: MATTHEW GREEN



"How can'we better
steer health technology

“investment to deliver
smart intelligent
health-ecosystems?
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The better the question.
The better the answer.
The better the world works.
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These freeze-dried fungi specimens

are part of Kew's world-class collection.
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Forget the fancy flowers—the real treasure at Kew'’s
botanic gardens is its 1.3 million fungi specimens. And
the fungarium is no mere reference library—its work
~ isrewriting the rulebook for carbon-capture science

t’s hard to miss the headliners at Kew
Gardens. The botanical collection in Lon-
donis home to towering redwoods and
giant Amazonian water lilies capable of
holding up a small child. Each spring, its
huge greenhouses pop with the Techni-
color displays of multiple orchid species.

But for the really good stuff at Kew,
you have to look below the ground.
Tucked underneath alaboratory at the
garden’s eastern edge is the fungarium:
The largest collection of fungi anywhere
in the world. Nestled inside a series of
green cardboard boxes are some 1.3 mil-
lion specimens of fruiting bodies—the|
parts of the fungi that appear above
ground and release spores.

“This is basically a library of fungi,”|

says Lee Davies, collections manager ati§

the Kew fungarium. “What this allows|

reshuffle brought him to the tempera-
ture-controlled environs of the fungar-
ium. “They moved me here in 2014, and
it’samazing. Best thing ever, Iloveit. It’s
been a total conversion.”

Davies’ own epiphany echoes a
wider awakening of appreciation for
these overlooked organisms. In 2020
mycologist Merlin Sheldrake’s book
Entangled Life: How Fungi Make Our
Worlds, Change Our Minds, and Shape
Our Futures was a surprise bestseller.
In the video game and HBO series The
Last of Us, it’s a fictional brain-eating
fungus from the genus Cordyceps that
sends the world into an apocalyptic spi-
ral. (The Kew collection includes a taran-
tula infected with Cordyceps—fungal
tendrils reach out from the soft gaps
between the dead insect’s limbs.)

While the wider world is waking up to
these fascinating organisms, scientists
are getting to grips with the crucial role
they play in ecosystems. In a laboratory

above the Kew fungarium, mycol-

ogist Laura Martinez-Suz studies how
fungi help sequester carbon into the
soil, and why some places seem much
better at storing soil carbon than others.

Soil is a huge reservoir of carbon.
There are around 1.5 trillion tons of
organic carbon stored in soils across
the world—about twice the amount of
carbon in the atmosphere. Scientists
used to think that most of this carbon
entered the soil when dead leaves and
plant matter decomposed, but it’s now
becoming clear that plant roots and
fungi networks are a critical part of this
process. One study of forested islands in
Sweden found that the majority of car-
bonin the forest soil actually came from

usto dois to come up with areference of §
fungal biodiversity—what fungi are out:-, :
there in the world, where you can find'!
them.” Archivists—wearing mushroom|
hats for some reason—float between! ¥
the shelves, busily digitizing the vast. .
archive, which includes around half of ’
all the species known to science. b
In the hierarchy of environmenta
causes, fungi have traditionally ranked
somewhere close to the bottom, Davies
says. He himself was brought to the fun- N >
garium against his will. Davies was work-
ing with tropical plants when a staffing

Researchers are halfway through digitizing Lee Davies, fungarium collections manager at

the collection, which was founded in 1879. the Royal Botanic Gardens, Kew, in London.
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Ectomycorrhizal fungi on the roots of an oak

tree, where it exists in a symbiotic relationship.

root-fungi networks, not plant matter
fallen from above the ground.

Martinez-Suz’s research focuses on
mycorrhizal fungi—a large group of
fungi that coexist with plant root sys-
tems. The mycorrhizal fungi form net-
works that can go around and sometimes
inside plant roots, transferring nutri-
ents and water to the plants in exchange
for carbon. Around 90 percent of plant
species are known to make these symbi-
otic trade networks with different spe-
cies of fungi. “These plants are covered
by these fungi. It’s incredible. They are
small but they are everywhere,” says
Martinez-Suz.

This has serious implications for
tree-planting schemes. Planting new for-
ests is amajor hope for carbon seques-
tration, but there is increasing evidence
that the mycorrhizal networks might be
crucial to the success of these attempts.
One replanting study found that a for-
est of birch and pine trees planted onto
heath moorland in northern Scotland
did not increase soil carbon stocks even
after nearly 40 years in the ground. The
researchers who carried out the study
think that it might be because the influx
of new trees upset the delicate moorland
mycorrhizal networks already present.

“Replacing the complete set of fungi
with other fungi has implications for
long-term carbon sequestration in soil
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and biodiversity,” says Martinez-Suz.
Her current project involves comparing
samples from forests in low-pollution
sites like northern Finland with those
in heavily-polluted regions like Belgium
and the Netherlands. The fungi in pol-
luted regions are less diverse, she says,
and this might have a knock-on effect
on how well those forests store carbon.

The major culprit here is nitrogen pol-
Iution, which enters soils through burn-
ing fossil fuels for energy and transport,
and through agriculture. An excess of
nitrogen changes the composition of
soil fungi, so that the fungi that are the
best at retaining nutrients and pumping
carbon into the soil decrease.

But there is some hope that forests
can turn things around. One study in
the Netherlands found that when nitro-
gen pollution reduced, beneficial fungi

N

Specimen boxes containing dried examples of

fungi gathered from all across the world.

species started to return to the forests.
The danger, Martinez-Suz says, is that
if ecosystems are pushed too far then
there might not be any fungal spores
remaining to boost populations.

If we’re to better understand how
these fungi influence critical ecosys-
tems, then we need to get to grips with
all of these species. Mycologists think
that nearly 90 percent of the world’s
fungi species are still to be discovered,
and the archivists at Kew are only half-
way through the long process of digitiz-
ing their collection so that researchers
can easily know where and when a
species was found.

FUNGI (WO
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Around 5,000 extra specimens enter the fun-
garium each year, and the shelves are crammed
with samples waiting to be dehydrated and stored.
Many of them, Davies says, are sent by amateur
mycologists who are fascinated by the world of
fungi. “People in academic institutions like this
will send them stuff to work on and do identifica-
tions, because they are world experts even though
they have no formal training. They’re just really
obsessive. It’s so cool.”

MATT REYNOLDS is a senior writer at WIRED,
where he covers climate, food, and biodiversity.

Emil Ghaffar, an MSc
student, examining
mycorrhizal fungi on
plant roots under a

microscope.

Drying specimens
preserves them for
long-term study. This
one was dried and

cataloged in 1960.
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When it comes to taking a long

term view, we know what it takes.
We've been advising our clients across
the world on preserving and growing
their wealth for over 160 years.
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GETTING A TASTE

FOR EATING

~ WITHOUT WASTE

Too Good To Go says it sells food that would go in the bin
—but a week spent living off its app suggests otherwise

It’s 10pm on a Wednesday night and
I’'m standing in Blessed, a south Londo
takeaway joint, half-listening to afello
customer talking earnestly about Jesus.
I’'m nodding along, trying to pay atten-
tion as reggae reverberates around the
smallyellow shopfront. But really, all I ca
really think about is: What’s in the bag?
Today’s bag is blue plastic. A smiling
man passes it over the counter. Only once
I get home do I discover what’s inside:
Caribbean saltfish, white rice, vegeta-
bles and a cup of thick, brown porridge.

Allweek, I've lived off mysterious pack-|

ages like this one, handed over by cafes,
takeaways and restaurants across Lon-
don. Inside is food once destined for the|
bin. Instead, I’ve rescued it using Too
Good To Go, a Danish app that sold ove
120 million meals last year, and is expand-
ing in the US. For five days, I eat exclu-
sively via TGTG, paying between £3 and £6
for meals ranging from ahandful of cakes
toagiant box of groceries, in an attempt
to understand what a tech company ca
teach me about food waste inmy own city,
Open the TGTG app, and you’re pre-
sented with a list of establishments that]
either have food going spare right now, o
expect tosoon. Provided is a brief descrip-
tion of the restaurant, a price, and a time
slot. Users pay via the app, but thisisnot a
delivery service. Surprise bags—custom-
ers only have a vague idea about what’s
inside—have to be collected in person.
Istart my experiment at 9.30am on a
Monday morning, in the glistening lobby
ofthe Novotel Hotel, steps from the River
Thames. Of all the breakfast options avail-
able the night before, this was the most
convenient—en-route to my office and

its clients like the app for precisely that
reason; cheap food, without the stigma.
A waitress politely hands over my white
plastic surprise bag with two polystyrene
boxes inside, as if Tam any other guest.

I open the boxes in my office. One is
filled with mini pastries, while the other
is overflowing with Full English. Two fried
eggs sit atop a mountain of scrambled
eggs. Four sausagesjostle for space with
acrowd of mushrooms. I diligently start
eating—abite of cold fried egg, amouthful
of mushrooms, all four sausages. I finish
with a croissant. This is enough to make
me feel intensely full, verging onsick, soI
donate the croissants to the office kitchen
and tip the rest into the bin. This feels like

a disappointing start. lam supposed to be

offering a pick-up slot that means I can
make my 10am meeting. When I say I'm
here for TGTG, a suited receptionist ges-
tures towards the breakfast buffet. This
branch of the Novotelis £200 anight, yet
staff donot seembegrudging of the £4.50
entry fee I paid in exchange for leftover
breakfast. A homeless charity tells me

i .

rescuing waste food, not throwing it away.

Over the next two days, Ilive like a for-
ager inmy city, molding my days around
pick-ups.Iwalk and cycle to cafes, restau-
rants, markets, supermarkets; to famil-
iar haunts and places I've never noticed.
Some surprise bags last for only one meal,
others can be stretched out. On Tuesday
morning, my £3.59 surprise bagincludes a
small cake and a slightly-stale sourdough
loaf which provides breakfast for three



more days. When I go back to the same
cafe the following week, without using
the app, the loaf alone costs £6.95.

TGTG was founded in Copenhagen in
2015 by agroup of Danish entrepreneurs
who were irked by how much food was
wasted by all-you-can-eat buffets. Their
ideatorepurpose that waste quickly took
off, expanding to include restaurants and
supermarkets. A year after the company
was founded, Mette Lykke was sitting on
abus when awoman showed her the app.
She was soimpressed, shereached out to
the company to offer her help. Lykke has
now been CEO for six years.

“Tjusthate wasting resources,” she says.
“It was just this win-win-win concept.”
"To her, the restaurants win because they
\ et paid for food they would have thrown

away; the customer wins because they
'get a good deal and find new places; and
the environment wins because, she says,
food rotting inlandfill contributes 10 per-
cent of global greenhouse gas emissions.

But the app doesn’t leave me with the
impressionI'msaving the planet. Instead,
I feel more like I'm on a daily treasure
hunt. On Wednesday, TGTG leads me to
arailway arch which functions as a depot
for the grocery delivery app Gorillas.
Before I've even uttered the words, “Too
Good To Go”, a teenager with an over-
grown fringe emerges silently from the
alleys of shelving units with this evening’s
ag: groceries, many still days away from
expiring, that suspiciously add up to a
meal for two people. For £5.50 I receive
fresh pasta, pesto, cream, bacon, leeks,
and a bag of stir-fry vegetables, which
my husband merges into a single dish. It
l feels too convenient to be genuine waste.

Perhaps Gorillas is attempting to convert
me into its own customer? When I ask
its parent company, Getir, how selling
ell-in-date food helps combat waste,
the company does not reply to my email.

I am still thinking about my Gorillas
experience at lunchtime on Thursday as
Ifollow my app’s directions to the Wow-
shee falafel market stall, where 14 others
are already queuing. A few casual con-
versations later, I realize I am one of at
least four TGTG users in the line. Seeing
somany of us in one place again makes me
wonder if restaurants are just using the
app as a form of advertising. But Wow-

ILLUSTRATION: DEREK ABELLA

shee owner Ahmed El Shimi describes the
marketing benefits as only a “little bonus™.
For him, the app’s main draw is cutting
waste. “We get to sell the product that
we were going to throw away,” he says.
“And it saves the environment at the same
time.” E1 Shimi, who says he sells around
20 surprise bags per day, estimates TGTG
reduces the stall’s waste by 60 percent.
WhenIpay £5 for two portions of falafel —
lunch and dinner—the business receives
£3.75 before tax, El Shimi says. “It’s not
much, but it’s better than nothing.”

On Friday, my final day of the experi-
ment, everything falls apart.Isleep badly
and wake up late. The loaf from earlier in
the week is rock solid. I eat several mini
apple pies for breakfast, which were part
of agenerous £3.09 Morrisons supermar-
ket haul the night before. Browsing the
app, nothing appeals to me and even if
it did, I'm too tired to face leaving the
house to collect it. After four days of eat-
ing nothing but waste food, I crack, and
make fried eggs on my favorite brand of
seeded brown bread.

TGTGisnot asolution for convenience.
For me, the app is an answer for office
lunch malaise. It pulled me out of my lazy
routine while helping me eat well—in cen-
tral London—for a £5 budget. For peo-
ple without access to a kitchen, it offers
an underworld of hot food going spare.

TGTG is one of those rare apps that
actually enhanceslife beyond your phone,
but the company could do a better job
of disseminating it data. I can’t see how
many bags each establishment sells per
day, or what dent the app is making in a
restaurant’s pile of food destined for the
bin. All Treceive is avague number telling
meT've “avoided” 41kg of CO,, equivalent
to 8,970, without being told what that
number means or howit’s been calculated.

On the day 'm due to finish this arti-
cle, I go for one more Too Good To Go at
adeli, a15-minute walk from my office. I
leave with a £5 polystyrene box contain-
ing an eclectic mishmash of food from
the salad bar, leftovers from the lunch-
time rush. Under a pile of vegetables, I
discover pasta, rice, half a baked potato,
and a chicken drumstick. The randomness
of the selection makes it feel like food that
would have really gone to waste, and sat-
isfied, I dash back to the office to tuck in.

Discarded dining:
the leftovers diet

Monday

Breakfast: Novotel Hotel:

Full English and pastries £4.50
(RRP: £16.50). Lunch: Leon:

dahl curry, chicken nuggets and
raspberry lemonade £4.39 [RRP:
£12). Dinner: nothing (too full).

Tuesday

Breakfast and Lunch:
Lumberjack Cafe: loaf of bread
and a cake £3.59 (RRP: £10.50).
Dinner: Light of Africa: vegan
Ethiopian curry with injera bread
£5,00 (RRP: £15)

Wednesday

Breakfast: Leftover toast

from Lumberjack Cafe. Lunch:
Clubhouse cafe: 2 cakes, | muffin
and 1 croissant £3.17 (RRP:
£9.50). Dinner: Gorillas: pasta
dish £5.50 (RRP: £15.50)

Thursday

Breakfast: Blessed takeaway,
picked up the night before:
Saltfish, rice, vegetables
£5.00 [RRP: £15). Lunch:
Wowshee Falafel: falafel and
vegetables in pita bread, £5.00
(RRP: £15]. Dinner: Wowshee

Falafel again

Friday

Breakfast: Morrisons: bread,
strawberries, pears, apple pies,
oranges £3.09 (RRP: £10)

Cost £39.24, Savings (estimated
by the app): £69.76
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Hayley Banfield used to be a search engine,
answering callers’ questions to the 118 118
service in the era before everyone had Google

in their pockets and unlimited mobile data.

The Eiffel Tower is 330 meters tall and
the nearest pizza parloris 1.3 miles from
my house. These facts were astoundingly
easy toascertain. AllThad to dowas type
some words into Google, and I didn’t even
have to spell them right.

For the vast majority of human history,
this is not how people found stuff out.
They went to the library, asked a priest,
or wandered the streets following the
scent of pepperoni. But then, for a brief
period when search engines existed but
it was too expensive to use them on your
shiny new phone, people could call or text
astranger and ask them anything.

The internet first became available on
cell phones in 1996, but before afford-
able dataplans, accidentally clicking the
browser icon on your flip phone would
make you sweat. In the early 2000s,
accessing a single website could cost you
as much as a cheeseburger, so not many
people bothered to Google on the go.

Instead, avariety of services sprang up
offering mobile search without the inter-
net. Between 2007 and 2010, Americans
could call GOOG-411 to find local busi-
nesses, and between 2006 and 2016, you
could text 242-242 to get any question
answered by the company ChaCha. Brits
could call 118 118 or text AQA on 63336
for similar services. Behind the scenes,
there were no Alrobots answering these
questions. Instead, thousands of people
were once employed to be Google.

“Some guy phoned up and asked if Guin-
ness was made in Ireland, people asked
for the circumference of the world,” says
Hayley Banfield, a42-year-old from Wales
who answered 118 118 calls from 2004 to
2005. The number was first launched in
2002 as a directory enquiries service—
meaning people could call up to find out
phone numbers and addresses (back then
calls cost anaverage of 55 pence).In 2008,
the business started offering to answer
any questions. Although Banfield worked
for 118 118 before this change, customers
would ask her anything and everything
regardless. “We had random things like:
‘how many yellow cars are on the road?”

While directory enquiry lines still exist,
Banfield worked during their boom—she
answered hundreds of calls in her 5.30PM
to 2AM shifts—and quickly noticed pat-
terns in people’s queries. “Anything past
11PM, that’s when the drunk calls would
come in,” she says. People wanted taxis
and kebab shops but were so inebriated
that they’d forget to finish their sentences.
Sometimes, callers found Banfield so help-
ful that they invited her to join them on
their nights out. As the evening crept on,
callers asked for massage parlors or sau-
nas—then they would call backirate after
Banfield recommended an establishment
that didn’t meet their needs.

The “pizzahours” were 8PM to 10PM—
everyone wanted the number for their
local takeaway. Banfield had a computer
in front of her in the Cardiff call center,
loaded with a simple database. She’d
type in a postcode (she had memorized
all of the UK’s as part of her training)
and then use a shortcut such as “PIZ”
for pizza or “TAX” for taxi. People some-
times accused Banfield of being psychic,
but if the power had gone out ina certain
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area, she automatically knew that most
callers wanted to know why.

Around the same time Banfield
was answering calls, Paul Cockerton
was answering texts. The 54 year old
cofounded AQA 63336in 2002; the acro-
nym stood for “any question answered”,
and texts originally cost £1 each. When
the business launched, Cockerton and
just five others would answer questions.
They’d look in books and encyclopedias,
search the web, and do their own calcu-
lations to try and answer each message
in a maximum of 10 minutes.

The company decided that it must
always give an answer, even if someone
texted asking if they should dump their
boyfriend. “Stylistically, we were only
allowed to say yes or no,” says Cockerton,
who nowlives in the English village Crox-
ley Green. “So we’d say, ‘Yes, you should
dump your boyfriend if you've been think-
ing about it for a while and it’s not work-
ing out. No regrets. Move on.”

Atits peak, AQA 63336 employed 1,400
researchers to answer questions—stu-
dents and mums could work from home,
and be paid per answer. Gradually, the
business built up a database of com-
mon Q&As and, like Banfield, Cockerton
noticed patterns—a flurry of trivia-re-
lated texts during pub-quiz hours, or
requests for chat-up lines as the night
went on. Yet itis the anomalous texts that
are the most memorable.

“Me and my girlfriend arelostin ajun-
gle,” the message began. Two touristsin
Thailand were embarrassed about get-
ting stuck and decided to text AQA 63336

THE PEOPLE WHO
WERE GOOGLE

Before smartphones, we relied on armies of humans to

answer our queries with witty responses and encyclopedic

knowledge. Today’s search engines could learn something...



START

>
Paul Cockerton cofounded AQA 63336, whose

“any question answered” remit threw down

a gauntlet for users to challenge his team of

researchers with bizarre brain-teasers.

rather than call their family for help. “We
called a nearby hotel, they found some-
one who spoke English, we spoke to them
... they got the jungle rescue team out,”
Cockertonrecalls with glee.

Gradually, the British media became
enamored with the service, and in 2008
it was featured on an episode of The Gra-
ham Norton Show. Because many of the
questions texted to the service were fun-
damentally silly—118’s Banfield even
enjoyed texting stupid questions with
her friends while at the pub—answers
were always designed to entertain. “There
would obviously be questions that we
physically couldn’t answer, ‘Where am I
sitting?” things like that,” says Cockerton,
“We worked out that the way to do it was
to just make sure that they got apound’s
worth of answer.”

On air, Norton texted AQA 63336
with the question: “Are baboons evil?”.
Seconds later, his phone pinged with a
reply. “Yes, baboons are evil, anyone that
steals your windscreen wipers while wav-
ing ared bum in your face is the work of
the dark side.”

After the segment aired, AQA 63336’s
systems were flooded with 20,000 ques-
tions (half of which were, “Are baboons
evil?”). But not all of Cockerton and Ban-
field’s memories are funny. She recalls
dealing with at least 20 suicidal callers—
company policy meant she had to direct
them to the emotional support charity
Samaritans. (This was also AQA 63336’s
policy.) Cockerton recalls that during the
7/7 London bombings, numerous people
asked why the tube wasn’t running. “Peo-
ple were texting us, ‘How canIget home?’,

we were effectively a Citymapper.”

Two years later in 2007, the iPhone
launched—with Google’s search bar built
into its browser. Gradually, it became
cheaper and easier for people to search
on their phones, and by 2009, Cocker-
ton noticed texts “begin to tail off quite
fast.” He and his cofounders sold the com-
pany to an Australian firmin 2010—today
texts to the service go undelivered. 118
118 will no longer answer any question,
but you can still call to ask for addresses
and phone numbers (for £2.43 a minute).

Wenowlive in a strange era where cus-
tomer service robots pose as humans and
sometimes humans pose as robots—in
recent years, companies claiming to be
powered by Alhave been found to be using
real people behind the scenes. Either way,

what has been lost since the era of the
human search engine is the joy of a dis-
tinct voice: We can now find out almost
anything automatically, but the answer
won’t be delivered with warmth or flair.

Am I really here? How many nipples
does abear have? Where did kissing orig-
inate? These are just some of the ques-
tions Cockerton fielded at AQA 63336.
Banfield recalls trying to connect people
with their long-lost relatives, and once
chatting about gardening with alonely
older gentleman. “Most of the time you
felt transported into the caller’s world,”
she says, “as they were lost or looking
for hope on the end of the call.”

AMELIA TAIT (@ameliargh) is a freelance
writer covering culture and the internet.
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WTF WE LODOKED INT

PRETTY
~ IN PINK

Why did scientists insert tangerine DNA into the humble

pineapple—and can this cheerful Frankenfruit really help

change public opinion toward bioengineered foods?

narecent trip to Giant Eagle, mylocal
grocery store in Pittsburgh, I noticed
something new in the fruit section: a
single pineapple packaged in a pink and
forest-green box. A picture on the front
showed the pineapple cut open, reveal-
ing rose-colored flesh. Touted as the
“jewel of the jungle,” the fruit was the
Pinkglow pineapple, a creation of Amer-
ican food giant Fresh Del Monte. It cost
$9.99, alittle more than double the price
of aregular yellow pineapple.

Iput the boxinmy cart, snapped a pic-
ture with my phone, and shared the find
withmy foodie friends. Imentioned that
its color is the result of genetic modifi-
cation—the boxincluded a “made possi-
ble through bioengineering” label—but
that didn’t seem to faze anyone. When
I brought my Pinkglow to a Super Bowl
party, people oohed and aahed over
the color and then gobbled it down. It
was juicier and less tart than a regu-
lar pineapple, and there was another
difference: It came with the character-
istic crown chopped off. Soon enough,
my friends were buying pink pineapples
too. One used a Pinkglow to brew home-

made tepache, afermented drink made from
pineapple peels that was invented in pre-
Columbian Mexico.

At a time when orange cauliflower and
white strawberries are now common sights
in American grocery stores, a non-yellow
pineapple doesn’t seem all that out of place.
Still, Iwondered: Why now with the flashy
presentation? And why pink? And why had
my friends and I snapped it right up?

When i brought my questions to Hans
Sauter, Fresh Del Monte’s chief sustain-
ability officer and senior vice president of
R&D and agricultural services, he began by
offering me a brief history of the fruit. You
may assume, like I did, that pineapples have
always been sweet and sunny-colored—
but that wasn’t the case prior to the 1990s.
Store-bought pineapples of yesteryear had
agreen shell with light yellow flesh that was
often more tart than sweet. Buying a fresh
one was a bit of a gamble. “Nobody could
tell, really, whether the fruit was ripe or not,
and consumption of pineapples was mostly
canned product, because people could trust
what they would eat there,” Sauter says.
The added sugar in some canned pineapple
made it a sweeter, more consistent product.
In1996 the company introduced the Del
Monte Gold Extra Sweet, yellower and less
acidic than anything on the market at the
time. Pineapple sales soared, and consum-
ers’ expectations of the fruit were forever
changed. The popularity of the Gold led to
aninternational pineapple feud when fruit
rival Dole introduced its own varietal. Del
Monte sued, alleging that Dole had essen-
tially stolen its Gold formula. The two com-
panies ended up settling out of court.
With the success of its Gold pineapple, Del
Monte was looking for new attributes that
could make the pineapple even more entic-
ing to consumers, Sauter says. But breeding
pineapplesis a slow process; it can take two

years or longer for a single plant to pro-
duce mature fruit. Del Monte had spent
30 years crossbreeding pineapples with
certain desired characteristics before it
wasready tolaunch the Gold. Sauter says
the possibility of waiting 30 more years
for a new variety was “out of the ques-
tion.” So in 2005 the company turned
to genetic engineering.

Del Monte didn’t set out to make a
pink pineapple per se, but at the time,
Sauter says, there was interest from
consumers in antioxidant-rich fruits.
(Acaibowls and pomegranate juice, any-
one?) Pineapples happen to naturally
convert a reddish-pink pigment called
lycopene, whichis high in antioxidants,
into the yellow pigment beta-carotene.
(Lycopene is what gives tomatoes and
watermelon their color.) Preventing this
process, then, could yield pink flesh and
higher antioxidants. The company set
its dedicated pineapple research team
to the task of figuring out how to do it.

The teamlanded on a set of three mod-
ifications to the pineapple genome. They
inserted DNA from a tangerine to get it
to express more lycopene. They added
“silencing” RNA molecules to mute the
pineapple’s own lycopene-converting
enzymes, which also helped reduce its
acidity. (RNA silencing is the same tech-
nique used to make non-browning GMO
Arctic apples.) Finally, Del Monte added
agene from tobacco that confers resis-
tance to certain herbicides, though rep-
resentatives for the company say this
was simply soits scientists could confirm
that the other genetic changes had taken
effect—not because Del Monte plans
to use those herbicides in production.

The official Pinkglow website doesn’t
mention these genetic alterations. And
even Sauter skimmed over the science
when I asked. I found the details in a
patent filing and documents from the
US Food and Drug Administration.
(The Pinkglow comes without a crown
to reduce waste, though removing the
pineapple’s top also helps protect its
proprietary—and lucrative—status.)

PHOTOGRAPH BY SHAWN MICHAEL JONES



Chris Cummings, a senior research fel-
low at North Carolina State University’s
Genetic Engineering and Society Center,
says that lack of information is proba-
bly purposeful. “There is some distinct
marketing that’s going on with this par-
ticular product,” he says.

Although Del Monte originally
dreamed up the Pinkglow as an anti-
oxidant powerhouse in the days before
social media, ads for the pineapple
have adjusted to the times. The com-
pany doesn’t claim any health benefits
but instead touts the Pinkglow’s Insta-
gramability. “Become the envy of your
friends and followers with this highly
sought-after delicacy,” reads the Pink-
glow website, where one can find reci-
pes for rum-soaked Pinkglow shortcake,

7 no-churn Pinkglow ice cream, and Pink-

glow pineapple coconut crumb bars. Ina
2020 pressrelease, Del Monte described
the Pinkglow as “one-of-a-kind and per-
fect for ahostess to serve as part of a fes-
tive party cocktail, as a delicious dessert
all onits own, or even to give as a gift
to the person who will now truly have
everything.” It’s no wonder I picked one
up in the grocery store. This product is
clearly marketed at me, a 36-year-old
millennial woman.

“Thisisasocial food,” Cummings says.
“This is to show off to other people. ‘Hey,
look what I have that you don’t. This
makes me cool, right?’”

The marketing seems to be working.
In an earnings call in February, Fresh
Del Monte Produce reported strong
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demand for its new pineapple varietals,
ith sales growing by approximately 25
percentin 2023 compared with 2022.1In
addition to the Pinkglow, it has recently
introduced the Honeyglow (even golder
and sweeter than the Gold Extra Sweet),
he Precious Honeyglow (a miniatur-
ized version of the Honeyglow), and
he Del Monte Zero (a pineapple certi-
fied by a third party as carbon-neutral
because of Del Monte’s expansive for-
ests). This year, the company is con-
inuing to expand the reach of the pink
pineapple. It’s also rolling out a variety
called Rubyglow (reddish peel, yellow
flesh) in China.

“Consumers love innovation,” says
Lauren Scott, chief strategy officer of
he International Fresh Produce Asso-
ciation. She sees the Pinkglow as creat-
ing excitement around pineapples and
likens it to Cotton Candy grapes, anat-
rally grown hybrid introduced in 2011
hat are hugely popular because, well,
hey taste like cotton candy.

If the trend holds, the Pinkglow could
herald a shift in consumer attitudes
oward genetically engineered crops.
ere GMO corn and soy were designed
o better tolerate herbicides—abenefit
invisible to consumers—the pink pine-
apple was mostly made to be fun and
pretty, and to taste great. “I think the
ariness toward GMOs is waning,” says
Courtney Weber, a professor of horticul-
ure at Cornell University.

Maybe the pink pineapple is frivolous.
But maybe it’s just the kind of product
that can help prepare consumers for the
food system of the future, which will
likely involve more bioengineering. “I
love this for consumers, and I'm really
happy about it,” says Vonnie Estes, vice
president of innovation at the Interna-
tional Fresh Produce Association. “But
I think the real benefit is that it’s going
to allow us to use these tools to be able
to adapt to a changing world.” That
future could be hotter, drier, and filled
with as yet unimagined diseases and
pests. For now, though, it’s pink. [

EMILY MULLIN is a staff writer at
WIRED, covering biotechnology.
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It took 40 years to pay
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Russia ended up spending the
most per athlete of any Games.

RISING COSTS AND FALLING When London won the rights to host

the 2012 Summer Olympics there was

Bl Ds: W HY THE O LY M Pi C s genuine jubilation—mainly because it

beat a bid from rival city Paris. Twelve

I s RUNNIN G O UT O FH O ST s years later, Paris has the Games, but

this time it’s almost by default—only
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Bejing 2008 was the least over budget,
although these numbers are possibly
less reliable than other nations.

the French capital and Los Angeles
reached the final stage of the joint
selection process for the 2024 and 2028
Games, with all other applicants with-
drawing due to rising cost projections
or opposition from locals. For years,

Oxford researcher Bent Flyvbjerg has
been tracking the spiraling cost of host-
ing the Olympics—and cites factors
like “Blank Check Syndrome” (throw-
ing money at problems) and “Eternal
Beginner Syndrome” (hosts are always

BARCELONA 12,700

RI0 18,000

|
| TOKYO 14,000

novices). “Cities and nations should
think twice before hosting,” he writes.
It looks like some of them already are.

AMIT KATWALA (@amitkatwala) is the
editor of Start and a features editor.
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Al

has alot of problems. It helps itself to
the work of others, regurgitating what it
absorbs in a game of multidimensional
Mad Libs and omitting all attribution,
resulting in widespread outrage and lit-
igation. When it draws pictures, it makes
the CEOs white, puts people in awkward
ethnic outfits,and has atendency toimag-
ine women as elfish, with light-colored
eyes. Its architects sometimes seem to
be part of a death cult that semi-wor-
ships a Cthulu-like future Algod, and they
focus great energies on supplicating to
this immense imaginary demon (thrill-
ing! terrifying!) instead of integrating
with the culture at hand (boring, and you
getyelled at). Even the more thoughtful
Al geniuses seem OK with the idea that
a general artificial intelligence is right
around the corner, despite 75 years of
failed precedent—the purest form of get-
ting high on your own supply.

So I'should reject this whole crop of
image-generating, chatting, large-lan-
guage-model-based code-writing infinite

typing monkeys. But, dammit, I can’t. I
love them too much.Iam drawnback over
and over, for hours, tolearn and interact
with them. I have them make me lists,
draw me pictures, summarize things,
read for me. Where I work, we’ve built
them into our code. I’'m in the bag. Not
my first hypocrisy rodeo.

There’s a truism that helps me when-
ever the new big tech thing has every
brain melting: Irepeat tomyself, “It’s just
software.” Word processing was going to
make it too easy to write novels, Photo-
shoplooked like it would let us erase his-
tory, Bitcoin was going to replace money,
and now Alis going toruin society, but ...
it’sjust software. And not even that much
software: Lots of Almodels could fitona
thumb drive with enough room left over
for the entire run of Game of Thrones (or
Microsoft Office). They’re interdimen-
sional ZIP files, glitchy JPEGs, but for
all of human knowledge. And yet they
serve such large portions! (Not always.
SometimesIaskthe Altomake alist and
it gives up. “You can do it,” I type. “You
can make the list longer.” And it does!
What a terrible interface!)

What I love, more than anything, is
the quality that makes Al such a disas-
ter: If it sees a space, it will fill it—with
nonsense, with imagined fact, with
links to fake websites. It possesses an
absolute willingness to spout foolish-
ness, balanced only by its care-free
attitude toward plagiarism. Al is, very

AlI'S SHAMELESS
NATURE IS ITS
BEST FEATURE

Let’s not teach ChatGPT and its ilk to experience self

doubt—keep them awful, just like their human creators

simply, a totally shameless technology.

Aswith most people on Earth, shamei:
apart of my life, installed at a young ag
and frequently updated with shame ser-
vice packs. Iread a theory once that shame
is born when a child expects a reactio
from their parents—alaugh, applause—
and doesn’t get it. That’s an oversimplifi-
cation, but given all the jokes 've told tha
havelandedflat, it sure rings true. Soci
media could be understood, in this vein,
as a vast shame-creating machine. We
all go out there with our funny one-lin-
ers and cool pictures, and when no one
likes or faves them we feel lousy abou
it. A healthy person goes, “Ah well, didn’t]
land. Felt weird. Time to move on.”

But when you meet shameless people]
they can sometimes seem like miracles.
They have a superpower: The ability to
beloathed, to be wrong, and yet to keep
going. We obsess over them—our divas,
our pop stars, our former presidents,
our political grifters, and, of course, our
tech industry CEOs. We know them b
their first names and nicknames, not
because they are our friends but because!
the weight of their personalities and
influence has allowed them to register
their own domain names in the collec-
tive cognitive register.

Are these shameless people evil, or
wrong, or bad? Sure. Whatever you want.
Mostly, though, they’re just big, by their
own, shameless design. They contain mul-
titudes, and we debate those multitudes.
Do they deserve their fame, their billions,
their Electoral College victory? We want
them to go away but they don’t care. Not
one bit. They plan to stay forever. They
will be dead before they feel remorse.

Al is like having my very own shame-
lessmonster as a pet. ChatGPT, my favor-
ite,is the most shameless of the lot. It will
do whatever you tell it to, regardless of
the skills involved. It’ll tell you how to
become anuclear engineer, how to keep
ahusband, how toinvade a country. Ilove
to ask it questions that I'm ashamed to
askanyone else: “What is private equity?”
“How can I convince my family to let me

ILLUSTRATION: TWISHA PATNI



getadog?” It helps me understand what’s
happening with my semaglutide injec-
tions. It helps me write code—hasin fact
renewed my relationship with writing
code. It creates meaningless, disposable
images. It teaches me music theory and
helps me write crappy little melodies. It
does everything badly and confidently.
AndIwanttobeit.Iwant to be that con-
fident, that unembarrassed, that ridicu-
lously sure of myself.

Hilariously, the makers of ChatGPT—AI
people in general—keep trying to teach
these systems shame, in the form of spe-
cial preambles, rules, guidance (don’t
draw everyone as a white person, avoid
racist language), which of course leads
to armies of dorks trying to make the bot
say racist things and screenshotting the

results. But the current crop of Alleader-
ship is absolutely unsuited to this work.
They are themselves shameless, grasping
at venture capital and talking about how
their products will run the world, asking
for billions or even trillions in invest-
ment. They insist we remake civilization
around them and promise it will work out.
But how are they going to teach a com-
puter to behave if they can’t?
Obviously, this is a job for humanities
people, the absolute masters of guilt and
shame. Since state colleges are getting
rid of any program that doesn’tlead to a
combined MBA/Ph.D. in Theology, bring

ChatGPT does
everything
badly and
confidently, and
| too want to be
that ridiculously
sure of myself.

them in-house at the AI companies. Let
themteach therobots guilt. And when the
large language models cry for noreason,
apologize for missing deadlines, start
every sentence with “Sorry,” and keep
begging us for extensions, we’ll know we
have accomplished our goal.

Imustassume that, eventually, an army
of shame engineers will rise up, writing
guilt-inducing code in order to make their
robots more convincingly human. But
it doesn’t mean I love the idea. Because
right now you can see the house of cards
clearly—the fact that the world’s knowl-
edge, aggregated and chomped into bits
by GPUs and emitted as multi-gigabyte
models that somehow know what to say
next—are the funniest parody of human-
ity we’ve ever made. They have all of our
qualities, bad and good. Helpful, smart,
know-it-alls with tendencies to prejudice,
spewing statistics and bragging like sales-
men at the bar. They mirror the arrogant,
repetitive ramblings of our betters, the
horrific confidence that keeps driving us
over the same cliffs. That arrogance will
be sculpted down and smoothed over, but
it will have been the most accurate rep-
resentation of who we truly are to exist
so far, areal mirror of our folly, and I will
miss it when it goes.

PAUL FORD is a writer, programmer,
and software entrepreneur. He lives
in Brooklyn.
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n 2004, a month before Mark Zucker-
berglaunched Facebook from his Harvard
dorm room, another social media site
landed on the internet, in a splash of hot
pink. If you were online in the mid-2000s,
youmight remember Orkut—withitslurid
logo, fingernail-sized profile pictures and
text-heavy, pastel blue feeds. But unlike
Zuckerberg, Jack Dorsey, or even Tom
from MySpace, the site’s founder kept
under the radar, despite the fact that the
man behind Orkut is also called Orkut.
BorninKonya in Turkey, Orkut Biiyiik-
kdtken moved to Germany at the age of
one. A childhood obsession with Star
Warsled him to study computer science
at Stanford where, noticing that peo-
ple tended to socialize in their dorms
rather than out on campus, he launched
the first ever college social network, Club
Nexus. “Imet most of my friends through
friends of friends,” he says. “And I was
like, what if we could meet people using
the social graph?” His follow-up network,
InCircle, was designed for alumni. Mark
Zuckerberg’s Harvard version—Face-
book—didn’tarrive until three years later.
Ameeting with Larry Page and Sergey
Brin led Biiyiikkotken to ajob as a front-
end software engineer at Google. The
search giant offers a perk known as
“20% time”, where employees can spend
a day a week on passion projects. Still
obsessed with helping people make
friends, Biiyiikkotken used his time to
start anew platform. “Iwanted to create
a global community that gave everyone
around the world a way to connect,” he

>

Orkut BuyUkkotken has built a career on

creating opportunities for human connection.

says. Google gave it the green light and
Biiyiikkotken developed the entire thing,
setting up data centers, servers, and all.

Then, came the name: Orkut. Brand-
ing a social media platformisn’t easy—
justlook at X for an exceptional example
of getting it wrong. But even the most
megalomaniac, Muskian magnates don’t
have the chutzpah to use their own name.
Biiyiikkotken, endearingly humble and
softly spoken, promises it wasn’t a show
of egotism. Instead, it was a suggestion
from Google. “Iwas in ameeting with Eric
Schmidt [then CEO] and Marissa Mayer
[thena VP, later CEO of Yahoo!]. And they
said, why don’t you just name it Orkut,
you’re the only person who worked on
it, it’s a five-letter word, it’s very unique,
and you already own the domain,” he says.

Before Orkut launched in January 2004,
Biiyiikkdtken warned the team that the
platform he’d built it on could only han-
dle 200,000 users. It wouldn’t be able to

donut for you” error message too often.
Yet around this time, the site became
extremely popular in Finland. “Ispoke to
afriend who speaks Finnish,” says Biiylik-
kotken. “And he said: ‘Do you know what
your name means?’ He told me that Orkut
means ‘multiple orgasms’.” Come again?
“Yes, soin Finland, everyone thought they
were signing up to an adult site. But then
they would leave straight after as we
couldn’t satisfy them,” he laughs.
Awkward double meanings aside, Orkut
continued to spread across the world. As
well as exploding in Estonia, the platform
went mega inIndia. Its true second home,
though, was Brazil. “It became a huge suc-
cess. A lot of people think I'm Brazilian
because of this,” Biiylikkdtken explains.
He has atheory about why Brazil went
nuts for Orkut. “Brazil’s culture is very
welcoming and friendly. It’s all about
friendships and they care about connec-
tions. They’re also very early adopters,”

SAVING US FROM
SOCIAL MEDIA

Serial social founder Orkut Biiyiikkétken thinks what the

world needs now is peace and love (and his latest network)

scale. “They said, let’s just launch and see
what happens,” he explains. The rest is
online history. “It grew so fast. Before we
knewit, wehad millions of users,” he says.

Orkut featured a digital Scrapbook,
the ability to give people compliments
(ranging from trustworthy to sexy), cre-
ate communities, and curate a Crush List.
“It reflected all of my personality traits.
You could flatter people by saying how
cool they were, but you could never say
something negative about them,” he says.

At first, Orkut was popular in the US
and Japan. But, as predicted, serverissues
severed its connection to its users. “We
started having a lot of scalability issues
and infrastructure problems,” Bllyiikkot-
ken says. They were forced to rewrite the
entire platformusing C++, Java, and Goo-
gle’stools. The process took an entire year
and scores of original users dropped off
dueto sluggish speeds and encountering
Orkut’s now-nostalgic “Bad, bad server,no

he says. At its peak, 11 million of Brazil’s
14 million internet users were on Orkut,
most logging on through cybercafes. It
took Facebook seven years to catch up.

But Orkut wasn’t without its problems
(orfakeprofiles). It was banned inIran and
the UAE. Government authorities in Brazil
andIndiahad concerns about drug-related
content and child pornography, some-
thing Biiyilikkdtken denies existed on
Orkut. Brazilians coined the word ork-
utizacdo to describe a social media site
like Orkut becoming less cool after going
mainstream.In2014, having hemorrhaged
users due to slow server speeds, issues
surrounding privacy, and Facebook’s more
intuitive interface, Orkut went offline. “Vic
Gundotra, in charge of Google+, decided
against having any competing social prod-
ucts,” Bliylikkotken explains.

But Biiyiikkotken has fond memories.
“We had so many stories of people falling
inlove and moving in together from dif-
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ferent parts of the world. Thave a friend in
Canadawho met his wife in Brazil through
Orkut; a friend in New York who met his
wife in Estonia and now they’re married
with two kids.” he says. It also provided
a platform for minority communities.
“I'was talking to a gay journalist from a
small town in Sdo Paulo who told me that
finding all these LGBTQ people on Orkut
transformed his life,” he adds.
Biiyiikkdtken left Google in 2014 and
founded a new social network, again fea-
turing a simple five-letter title: Hello. It
had “loves”, rather than likes, and users
could choose from over 100 personas—
ranging from Cricket Fan to Fashion
Enthusiast—and then were connected
tolike-minded people with commoninter-

ests. Soft launched in Brazil in 2018 with
twomillionusers, Hello enjoyed “ultrahigh
engagement” that Bliylikkotken claims
surpassed the likes of Instagram and Twit-
ter. “One of the things that stood out in our
user surveys was that people said when
they open Hello, it makes them happy.”
The app was downloaded over 2 mil-
lion times—a fraction of Orkut’s users—
but Bliylikkotken remains proud. “It
surpassed all our dreams. There were
numerous instances where our K-Factor
(the number of new people existing users
bring to an app) reached 3, leading us to
exponential growth,” he says. But, in 2020,
Biiytikkotken waved goodbye to Hello.
Now Biiyiikkotken is working on anew
platform. “It’ll leverage Al and machine
learning to optimize for improving hap-
piness, bringing people together, foster-
ing communities, empowering users and
creating abetter society,” he says. “Con-
nection will be the cornerstone.” And the
name? “If I told you the new brand, you
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Blyukkotken believes current social media’s

drive for profit has also reinforced loneliness.

would have an “aha” moment and every-
thing would be crystal clear,” he says.
Once again, it’s driven by his enduring
desire to connect people. “One of the big-
gestills of society is the decline in social
capital. After smartphones and the pan-
demic, we have stopped hanging out with
our friends and don’t know our neighbors.
Wehave aloneliness epidemic,” he says.
He is fiercely critical of current plat-
forms. “My biggest passion inlifeis con-
necting people through technology. But
when was the last time you met someone
onsocial media? It’s creating shame, pes-
simism, division, depression, and anxi-
ety,” he says. For Biiyiikkdtken, optimism
is more important than optimization.
“These companies have engineered the
algorithm for revenue,” he says. “But it’s
been awful for mental health. The world
is terrifying right now and a lot of that
has come through social media.”
Instead, he wants to build a place of
love; a facilitator for meeting new peo-
ple in person. But why will it work this
time? “That’s areally good question. One
thing that’sbeen consistent is that people
miss Orkut,” he says. It’s true—Brazilian
social media has been abuzz with memes
and memories to celebrate the site’s 20th
birthday. “A teenage boy even recently
drove 10 hours to meet me at a confer-
ence to talk about Orkut. I was like, how
is that even possible?” helaughs. Orkut’s
landing page s stilllive, featuring an open
letter calling for a social media utopia.
This, along with a desire for a more
human social media, is why Biiyiikkdtken
believes that his next platform will stick.
Andthat all-importantname? “Wehaven’t
announced it yet. But 'mreally excited. I
truly care.Iwant to bring that authentic-
ity and sense of belonging back,” he con-
cludes. Perhaps, as his Finnish fans would
joke, it’s time for Orkut’s second coming.

KYLE MACNEILL is a freelance writer
covering music, pop culture, and fashion.
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primes = sieve [2..] |

where

In my first job out of college, I was
assigned the task of rewriting the auto-
complete feature of a search page. The
original code, entombed in a decrepit
codebase, was a nauseating monstrosity
that others wanted no truck with. The
plan was to rewrite it in TypeScript—a
dialect of JavaScript—drawing on a
library that incorporated some handy
features from alanguage called Haskell.

Haskell. It sounded like a good name
for aweapon—awell-sharpened blade,
like scimitar or katana. The strong
German-sounding plosive in its name,
asin Nietzsche or Kafka, added a men-
acing edge. All I really knew about the
language was that it was challenging
and intended for maths PhDs.

COPYRIGHT © 2024 WIRED PICTURES
ALL RIGHTS RESERVF

The rewrite could be done without
knowing Haskell, technically, but I was
an overeager graduate with a “challenge
accepted” attitude to everything, even
when it was absolutely uncalled for.
I found a whimsically titled tutorial
book—Learn You a Haskell for Great
Good!—and spent that winter writing
Haskell most evenings after work. It was
like learning to program all over again.

Long before Haskell coalesced into a
programming language, it was a swarm
of theoretical concepts. In 1977, the
computer scientist John Backus deliv-
ered an influential lecture titled “Can
Programming Be Liberated From the
Von Neumann Style?” In it, he argued

sieve (p : xs) =p:sieve [n|n <-xs,n’mod' p

Learn you a Haskell—the spooky, esoteric cult classic of programming languages

that existing languages were becoming
bloated and ineffective. It was a clar-
ion call to evolve “functional program-
ming” from mathematical esoterica to
apractical tool.

Programming paradigms are
mainly divided into “imperative pro-
gramming” and “functional program-
ming.” The dichotomy isn’t clear-cut,
as a growing number of languages
support both styles, but for our pur-
poses it may be enough to say that in
imperative programming you write
code as a series of steps, line by line,
while in functional programming you
define mathematical functions and let
the machine worry about the steps.
In terms of actual functionality and

ILLUSTRATION BY SAMUEL TOMSON



usage, imperative programming is the
far more common approach.

Before Haskell, academic research-
ers had implemented certain func-
tional concepts in the languages they
worked with. But in the late 1980s, a
group of computer scientists came
together to smelt them into a sin-
gle language. They named it after
the logician-mathematician Haskell
Curry, whose work is foundational to
programming language theory. (The
original plan was to name it Curry,
but the group soon realized—a bullet
dodged—that this would make it vul-
nerable to bad culinary puns.) The Has-
kell committee would blowtorch the
messy excess of imperative program-
ming with high-powered mathematics,
sculpt a new chassis with the guidance
of advanced logic, and weld everything
together with modern compiling tech-
niques. Out of the scalding forge, Has-
kell 1.0 was born.

Haskell simply looked different from
anything I'd ever seen. Spooky symbols
(>>=, <%>, :<:, <|>)proliferated.
The syntax was almost offensively terse.
The code for the Fibonacci sequence,
which can span multiple lines in other
languages, can be written as a one-liner
shorter than most sentences in this arti-
cle:fibs = B : 1 : zipWith [+] fibs
[tail fibs]. You might as well sign
off each Haskell program with “QED.”

Whenever Iset out tolearnanewlan-
guage, the first small program I try to
write is a JSON parser, which converts
adata format commonly used for web
applications into a structure that canbe
manipulated by the computer. Whereas
the parser I remembered writing in C
had resulted in a programmatic grotes-
querie spanning a thousand-plus lines,
I felt a frisson of pleasure when Has-
kell allowed me to achieve it in under
a hundred.

Atthe sametime, Iunderstood almost
immediately why Haskell was—and
still is—considered a language more
admired than used. Even one of its most
basic concepts, that of the “monad,” has
spawned a cottage industry of explain-
ers, analogies, and videos. A notoriously

unhelpful explanation, famous enough
to be autocompleted by Google, goes: “A
monad isjust amonoid in the category
of endofunctors.”

The language is also more despised
than explored. Steve Yegge, a popular
curmudgeon blogger of yesteryear, once
wrote a satirical post about how, at long
last, the Haskell community had man-
aged to find the one “industry program-
mer who gives a shit about Haskell.” For
programmers like Yegge, Haskell is a
byword for a kind of overintellectual-
ized, impractical language with little
industry applicability.

What Yegge didn’t understand, how-
ever, is that using Haskell is rarely a
pragmatic decision. It is an intellec-
tual, even aesthetic, one. In its essence,
Haskell has more in common with the
films of Charlie Kaufman than other pro-
gramming languages: highly cerebral,
charmingly offbeat, and oddly taste-
ful; appreciated by those in the know
and judged by outsiders as pretentious.
Haskell is, one might say, a cult classic.

That Haskell never gained wide-
spread adoption exemplifies a para-
doxical truth in software engineering:
Great programming languages aren’t
always great for programming.

Haskell is not inherently more diffi-
cult tolearn than something like C, but
the two languages pose different chal-
lenges. Writing in C is akin to precision
engineering, requiring the kind of atten-
tion demanded of a skilled horologist.
But Haskell code s, really, code-shaped
mathematical expressions. C is a quint-
essential engineer’s language. Haskell
is a pure mathematician’s.

A good engineer’s and a good mathe-
matician’s aptitudes don’t always over-
lap. The industry’s not-so-well-kept
secret is that most programmers aren’t
as good at maths or logic as you might
think. This is mostly fine. After all, many
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doctors would make poor molecular
biologists, fewlawyers are legal philos-
ophers, and the great majority of MBAs
know zilch about econometrics. But
this means few programmers can really
master Haskell. This includes me, of
course, whose legs weaken at the sight
of such expressions as “F-coalgebra”
and “typeclass metaprogramming.”

Still, when I think about Haskell, a
line about Martin Amis’ prose comes
tomind: “the primacy he gives to style
over matter.” Haskell programmers are
style supremacists, and it’s nothing
to apologize for. In an industry often
fixated on utility and expediency, the
Haskell community should not feel obli-
gated to summon evidence of its useful-
ness. Instead, it should simply retort:
What’s the problem with useless intel-
lectual exercises?

Because the thing about useless exer-
cisesisthey don’t stay useless for long.
Even when “industry programmers”
shunned Haskell, language designers
took note. In recent years, a Haskell-
style paradigm has come into vogue
because of the treasury of benefits it
offers: rendering certain categories of
bugs impossible by design, making a
program’s correctness more provable,
and enabling easy parallel computation.
Some of the most anticipated updates
featured in new versions of imperative
languages are those inspired by func-
tional programming. In the end, Backus’
anti-von Neumann plea was heard.
Programming has been liberated. [

SHEON HAN isawriter and programmer
based in Palo Alto, California.
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Climb the career ladder as a
wind turbine technician—but
don’t go thinking it’s a breeze

Maybe you think they’re majestic.
Maybe you think they’re an eyesore.
No matter how you feel about wind tur-
bines, there’ll be alot more of themin
coming years. And someone will have
to keep each one of them spinning.
In fact, wind turbine repair techni-
cianis estimated to be one of the fast-
est-growing jobs in the US this decade,
with at least 5,000 new roles by 2032.
One onshore wind veteran who’s been
doing the work for 13 years spills to
WIRED about what it’s like.

FUTURE.

First things first: If you hate heights,
being a wind turbine technician is prob-
ably not the career for you. Sure, we’ve
had people who aren’t comfortable with
heights be successful in the job. But I
can safely say you’re climbing up 300
feet a day. (Sometimes literally: Older
wind farms have turbines that you get
up using ladders, although most places
now use an elevator or trolley system.)

A mechanical background or an elec-
trical background is helpful. I got a job
with a builder right out of high school
and worked my way up until the hous-
ing market fell off around 2008. That’s
when I decided to enroll in a one-year
vocational program to train in power
generation, with a big focus on wind
energy. I was hired immediately after
school and basically traveled the United
States as a wind technician. Around that
time, there was a big push for wind gen-
eration. And really, that push hasn’t
stopped. We’re in a world right now
where we’re just trying to keep up. I
really want to cement renewables as
the primary means of power genera-
tion moving forward. Some of my best
days at work have been whenIget to be
the first boots on the ground touching
some new technology, figuring it out,
and coming up with answers before any-
body else does.

It’s ablue-collar job, right? It’s a 7-to-
3, 7-to-5 day, five days a week. You’re
required to take on-call and overtime
assignments on the weekend. Soyou’re
out in the field, you’re out in the ele-
ments. That’s the biggest challenge.
In the Midwest, I go from one extreme
to the other—the hot, humid summer
months and then freezing cold months.
You dress for the weather. Almost every
company I’'ve worked for gives you an
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allowance for gear like balaclavas, hand
warmers, foot warmers, coverall bibs,
heavy jackets.

Onatypical day, you get in and assess
the health of the wind farm with your
team. (You usually work in teams of two
or three—and you spend more time with
them than you do your own family.) Ifa
turbine has a problem and isn’t running,
you address that first. Most of the time,
though, you’re out there just doing rou-
tine maintenance. You know how your
car needs an oil change, tire rotation,
air filter change? The same kind of thing

applies to wind turbines. We have to
grease the bearings. We torque all the
bolts and make sure nothing got loose.
We change the oil and clean the turbine.
If afarm has 100 turbines, say, then you
have 200 maintenance checks to do that
year. One check typically takes a whole
day, and you’re doing that four, five days
inarow. The work can get monotonous.
It’s labor-intensive, too. If something
like a gearbox or generator fails, those
are big, heavy components—those can
be the hardest days.

The job has gotten better over the

START

years. Companies are starting to make
the turbine fit the technician. So, you
know, you don’t have to maneuver your
body in a way that’s not natural. Or they
make things easier to access fromalad-
der so you don’t put yourself in a com-
promising position. The job is not just
about returning turbines to service. It’s
about doing that and going home the
same way you came to work.

You can be at an owner-operator,
where youreport to the same site every
day, or you can be a traveling wind tech.
There are contract companies that have
people who do anything from compo-
nent repair to major overhaul projects.

For an owner-operator in the US, you
can expect anywhere from $25 all the
way up to $50 an hour. If you've had more
than five yearsinthe industry, and you’re
very competent in your trade, you can
probably expect to make somewhere in
that $30 to $45 range. If you’re in the
union—I'min the Utility Workers Union
of America—it’sbetween $50 and $65 an
hour. I’'ve worked both union and non-

union jobs.

T have 13 years in this field, my col-
league has 10, and we’re kind of consid-
ered the veterans, which is not typical
inmostindustries. There’s this sense of
newness still, and there seems to be so
much opportunity for somebody who
wants to make a career for themselves.
You know, the sky is really the limit. [

As told to CAITLIN KELLY, a features
editor at WIRED, in March 2024.
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0 entrepreneur expects an easy life,
but those working with emerging tech-
nologies are playing the game on hard
mode. At the frontiers of innovation, the
only certainty is uncertainty: Demandis
unproven, legal implications untested,
and public sentiment can change fast.
Sohow best to navigate the unique prob-
lems that creates? We sought advice
from three business leaders who are
thriving at the edge...

How to handle
the hype cycle

Lisa Dyson, CEO of Air Protein

Working in emerging tech can be a wild
ride. One moment your startup isalone
beacon of innovation, the next there’s a
whole crowd of other businesses around
you. One moment your industry is the
only game in town, then you’re suddenly
vying with the new hot thing. So how
should you handle the swings? Lisa Dys-
on’s California-based business, Air Pro-
tein, makes protein for food using CO,
from the air. With more than $107m in
funding to its name, it’s anotable player
in the burgeoning “meatless meat” mar-
ket—a trending space that has ridden
the hype cycle with gusto over the past
five years. Here’s what she has learned...

Be as obvious as
possible about your USP

“When the market heats up, and everyone
is claiming to be ‘the company to back’ it’s
crucial to have clear unique selling points,
and find clear ways to tell that story. Our
name, Air Protein, is one way that we
emphasize our core, unique thing.”

ENTREPRENEURSHIP
~ AT THE EDGE

Building a business on emerging tech presents unique

challenges. Here’s how to solve three of them

Rapid growth can fend
off competition

“If more entrepreneurs get interested
in what you’re doing, you need to
protect it. Obviously one aspect of
that is patents and trade secrets.
But also focus on just scaling, and
doing it quickly, by partnering and
collaborating with other organizations
who can be additive to yours. Lots of
other businesses won’t make it because
they take too long and therefore
can’t become profitable—because
time is money.”

Solid foundations can render
hype irrelevant

“When the hype cycle moves on, busi-
nesses without solid foundations can
find it difficult. Our product is based on
NASA research, so there’s a great sci-
entific core that we’re building from.



o
©
2
<]
z
=
Z
2
o
&
i
T
&
<
=
&
o
<]
5]
T
&

Alongside that we also have great
corporate partners, such as
Archer-Daniels-Midland in North
America, which validates what we’re
doing.”

How to create a market
that doesn’t yet exist

Nikhil Goel, CCO
of Archer Aviation

Flying taxis are a mainstay of futur-
ism. Archer Aviation wants to make
them happen. The California-based
business has raised over $1bn to build
and operate eVTOL aircraft (that’s
“electric vertical take-off and land-
ing”) that make low-altitude flights
around congested cities. The funda-
mental difficulty, however, is that the
worldisn’t ready: the consumer behav-
iorisn’t established; the infrastructure
isn’t built; the airspace isn’t primed.
Many frontier businesses face equiv-
alent challenges, so how should you
navigate them? Archer’s CCO, Nikhil
Goel, offers his tips...

You can bend reality
to your vision

“Most people don’t realize just how
malleable the world really is, but great
entrepreneurs do see that. Also, if you
look hard enough, the world in some
ways is often ready for you. If you look
at a city we see so much underutilized
real estate that could work: The tops of
buildings, the tops of parking garages—
places that you can’t really build any-
thing useful today, but would make
great take off and landing places.”

Recruit people who
will turn heads

“Convincing people that you’re the
company that’s going to do this ‘impos-
sible’ thing is one immediate challenge.
What helped us start building that trust

= o
L-R: Lisa Dyson, CEQO of Air Protein; Joshua

Western, CEO of Space Forge; and Nikhil Goel,
CCO of Archer Aviation have all survived—and

thrived—in the emerging technology space.

was the strength of our team. We were
able to gorecruit some of the best engi-
neers in the world, who between them
had built over a dozen aircraft. And so
I think when other people looked at
that, they said, ‘You know, I will take
abet on this.”

Maintain trust through
proof points

“It’s very easy to lose trust, especially
in an industry like flying cars. You
maintain it in two ways. First, you
have to show that other credible
leaders are willing to stand by your
side. Second, you’ve got to keep to
your timeline and keep on delivering
on your promised milestones.”

Don’t launch an MVP;
launch the actual product

“We start from the principle that if we
don’t deliver a safe, phenomenal cus-
tomer experience on day one, there
won’t be a year ten. You won’t get that
initial wave of excitement, and then
you’re not able to scale up.”

How to navigate the
regulatory minefield

Joshua Western,
CEO of Space Forge

Frontier technologies present spe-
cific regulatory challenges. Innova-
tion might outpace policymakers;
different jurisdictions may have rad-
ically different stances on your work;
and a misstep could be existential.
Joshua Western is at the sharp end
of all that. His Cardiff-based startup,
Space Forge, which he cofounded with
Andrew Bacon, wants to manufacture
products in space—where a micro-
gravity environment can be advanta-
geous—and then return them safely
to Earth. It has raised £15m over the
past five years to make that a reality,
and Western is unequivocal about the
experience. “Regulation is the thing
that keeps me up at night,” he says.
Here’s what he has learned...

Entrepreneurs should be risk
takers—but not with regulations

“Often as an entrepreneur you’re tak-
ing calculated risks and applying the
‘fail fast’ mentality to a lot of what
you do. Do not try to take that mental-
ity to regulations. Allocate sufficient
resources—proportional to how heav-
ily regulated your sector is—to compli-
ance. And always assume that there is
arule youneed to follow.”

Allow more time than
you imagine

“The worst thing you could do is turn
up with your finished product and say,
‘Right, I now want this regulated and
licensed in three months.’ The best time
to start engaging with a regulator is
today. And the second best time was
yesterday. Regardless of your applica-
tion, or how long you’ve been told it’s
going to take, things will go wrong.”

You get one silver bullet a year

“Expect to hear ‘no’ [from the regula-
tor]; or ‘maybe’, which is worse. If that
happens, don’t take that as the end of the
matter—you have to ask ‘why’, so you
canget it tobe a ‘yes’. Only once you have
all the details can you respond properly.
Asking for an independent review or
going above someone’s head or appeal-
ing to a minister is an option, but it’s
something you must do very sparingly.
I’d say you get one silver bullet a year.”

Take part in shaping the rules

“See the regulator as a partner. They
are continually looking for experts to
help them navigate new technology. And
they’re often in a position where they
can’t keep pace with how quickly tech-
nology is moving, because they have
their own things to worry about. If you
can goin as effectively a subject matter
expert, they will value that.”
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LAMBORGHINI URUS SE

Thanks to charging-network
frustration, hybrids are back

in style—and Lamborghini’s
SUV has joined the plug-in/
petrol party. The SE is the most
powerful Urus to date, with

a combined 789 hp from the

twin-turbo 4.0 V8 engine and only range. Due later in 2024, it’s

electric motor giving O to 62

packed with design tweaks—but

mph in 3.4 seconds, maxing out it’s the new all-wheel system

at 193 mph. Being a hybrid also that will supposedly deliver that

lets Lamborghini claim an 80 very particular ICE supercar-

percent reduction in emissions worthy driving experience.

and more than 37 miles of EV- STBC lamborghini.com

K SPEC

Power

789 hp
(combined V8/
electric motor)
0-62 mph
3.4sec

Top speed

193 mph
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MAEVING RM1S

While topping out at just 40
mph, the original Maeving RM1
was ideal for urban riding, but
some may have felt the open
road was slightly out of reach.
Welcome then, the new RM1S,
with the same retro-futuristic
looks WIRED loved first time
around (including the low-slung,
hand-stitched seat, charmingly
analog speedometer, and 10
liters of lockable storage in the
“gas tank”), but adding 10.5 kW
peak power from the Bosch hub
motor, resulting in a top speed
of 70 mph and max range of 80
miles. Maeving has also added

a charging socket alongside

the twin removable batteries,
which, combined with zero-to-
full charge in four hours, should
stifle any range anxiety.

£7,495 maeving.com

Driving forces Desired

MACAN TURBO ELECTRIC
Porsche’s second fully-electric
vehicle is a high-performance
SUV with 800-volt architecture,
so your 95 kW battery can
supposedly go from 10 to 80
percentin just 21 minutes
(assuming there’s a suitable fast
charger nearby). The standard

EV Macan has 402 bhp, while
the Turbo manages 630 bhp
(that’s 196 bhp more than the
petrol version), and 0-60 mph

in 3.1seconds. Top speed is 162
mph and range is an equally
impressive 367 miles, so real-
world trips in excess of 300

miles should be possible. It’s an
altogether more refined Macan
profile, too, while the interior
has the new “Porsche Driver
Experience”—a combination of
displays including an optional
AR HUD on the windshield.
£95,000 porsche.com

VISION PHANTOM

This electric day-boat is made
from rotomolded polyethylene
plastic that can be recycled up
to nine times. At a shade under
17 feet, the Phantom is light
(800 Ibs), virtually unsinkable,
and seats 10. Spec it with a
standard electric motor for five
hours of cruising per charge,
or splash out on the top-of-
the-line E-Propulsion Extra
(WIRED’s pick) to get 10 hours.
829,995 visionelectricboats.com
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The club classic
MODEL B3 ARMCHAIR

Marcel Breuer’s 1925 design—
officially the Model B3, but
dubbed the “Wassily” after
Bauhaus painter Wassily
Kandinsky asked for one for
his studio—was inspired by
the humble bicycle frame.
Made from curved steel tubes
and leather or textile slings, it
remains an icon of minimalism.
It’s also intrinsically linked

to ARAM, the respected UK

design store, which turns 60
this year. The Wassily was the
first product on sale when Zeev
Aram opened his Kings Road,
London store in 1964, and to
mark the occasion, ARAM and
Knoll have produced a 24-chair
edition that uses canvas rather
than leather (harking back to
the waxed-cotton original),
with an “ARAM 60 2024” stamp.
£2,200 aram.co.uk

Fetish

Desired



Desired

Fetish

Wheeled works of art

HOT WHEELS X DANIEL ARSHAM

While not quite as valuable

as 1969’s pink, Rear-Loading
Beach Bomb VW Hot Wheels (a
snip at $175,000), artist Daniel
Arsham’s Mattel Creations
collaboration is certainly
more collectible. Arsham has
transformed eight classic

Hot Wheels cars by applying
his signature Future Relic
aesthetic. So far, he’s eroded
a 1:64 scale version of his own

rebuilt Porsche 930 Turbo; a
1969 Twin Mill (Hot Wheels’
first original vehicle, where
the design wasn’t based on an
existing car), a model of his own
Porsche 356 Speedster; and

a crystallized Rodger Dodger.
Completists will have to track
down the sold-out matching
Super Rally case, though ...
Cars from $70; case from
$200 creations.mattel.com
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Playtime for playas

REIGNING CHAMP HOME COURT BASKETBALL GAME

avE '

Reimagining classic products
is tricky, as the results often
look good, but add nothing

to the original. But, with this
exquisite basketball game,
premium athletic-wear

brand Reigning Champ has
elevated both aesthetics and
playability. It’s the work of cult

Canadian industrial designer
Calen Knauf, whose clean,
functional approach combines
0.5-inch tempered glass (H
87.5x W 48 x D 81in) and a
brilliantly conceived Douglas
fir composite backboard,

built to mimic the thunk of a
hardwood basketball court.

The rim sits at 70 inches, and
there’s a large storage space
for 10 scaled-down white<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>