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BIO: 

Giorgio Johnson is a veteran in the 

technology field with over 20 years 

experience as a proven engineer. His 

background as a systems integration 

engineer for robotics and tier level 

automated systems in the semi-

conductor industry, laid the foundation 

for him as the technological driving 

force for Nyxio. Giorgio has been a 

catalyst in moving Nyxio forward by 

developing cutting edge technology 

that challenges innovation, and ad-

dress technological deficiencies within 

the consumer electronics industry. He 

is also an accomplished leader in his 

field by launching new products that 

have pushed innovation in the main-

stream market. Giorgio has a proven 

background as an entrepreneur, hav-

ing launched a company that he per-

sonally took international. His experi-

ence with international business rela-

tions and manufacturing is a definite 

asset for the future of Nyxio’s growth. 

 

Company Profile: 

Nyxio Technologies was established 

in 2007 to deliver high-quality, cut-

ting-edge products to the consumer 

electronics industry. In only a few 

years, Nyxio has demonstrated a 

keen ability to innovate and keep 

ahead of the technology curve. The 

company’s flagship product – the 

VioSphere Smart TV – is the first fully 

integrated flat screen TV and full PC 

available on the market. Nyxio re-

leased the product three years before 

the consensus determined that the 

Connected TV and Smart TV would 

ride the next consumer technology 

wave. 

 

Nyxio continues to identify gaps in the 

consumer electronics market and de-

velops creative products to fill those 

voids. In addition, by consolidating 

key hardware into more efficient de-

vices, Nyxio not only reduces the 

overall environmental footprint of end 

users, but keeps products reasonably 

priced. 

 

Headquartered in Portland, Oregon, 

Nyxio Technologies is a publicly 

traded company listed on the OTCBB 

Stock Exchange under the trading 

symbol “NYXO”. The Company has 

the flexibility and maneuverability for 

rapid product introduction, allowing 

end users to benefit more quickly 

from technological developments and 

advances. The company enjoys dis-

tribution across several vertical mar-

kets and in multiple industry sectors. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFO Magazine 

 

CEOCFO: Mr. Johnson, your web-

sites says that Nyxio is what evolution 

looks like. What has been the evolu-

tion? 

Mr. Johnson: When the first Vio-

Sphere prototype was completed, I 

showed it to a friend and he actually 

told me, that one would know this is 

evolution, and this is what evolution is 

going to look like. In the TV market, I 

thought that was very powerful. I took 

the term, we changed it a little bit, and 

we turned it into ‘This is what evolu-

tion looks like’. It was very different, 

and I found it very profound. The rea-

son why he said that was the types of 

televisions that we were developing, 

and at the time, it was not as fully in-

tegrated, and it did not come with as 

many features as it does now. The 

VioSphere is a television that has all 

inputs and all functionality of a regular 

television, but at the same time, it has 

an integrated PC motherboard and 

also the functionality of a PC. It also 

comes with a split screen option so 

that if you are watching television, 

you can also use the PC side at the 

same time. Split screen functionality 

also allows you to do multiple things 

at once. For instance, if you have a 

gaming system and someone wanted 

to watch television, you could split the 

screen and do both at the same time. 

Or a gaming system and you wanted 

to use the web, or if you wanted to 

watch a movie on one side and watch 

something like a ballgame on the 

other. There are so many options, 

which is one of the reasons why I say 

that the VioSphere brings the family 

together. That is why we say that this 

is what evolution looks like. It is be-

cause we are not doing the typical 

smart tv product. We are taking a 

convergence to a different level, and 

we are integrating things that most 

people would not. One of our key fo-

cal points is identifying technological 

gaps in the consumer electronics 

market, and then filling it before con-

sumers actually realize that gap is 
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there. Instead of having them want-

ing, we are trying to supply. 

 

CEOCFO: What was the biggest chal-

lenge in getting TV and PC side-by-

side on one screen? 

Mr. Johnson: The biggest challenge 

was trying to find a manufacturing 

company that could actually make it. 

TV manufacturing companies that I 

talked to did not believe they could 

make it. I needed to outsource a por-

tion of the engineering, so I had to 

find the right fit and the right manu-

facturing company that could actually 

manufacture it. I have changed manu-

facturers over the years, but that was 

the biggest challenge, finding a com-

pany that actually understood what I 

was trying to accomplish.  

 

CEOCFO: Is the product in the mar-

ketplace? 

Mr. Johnson: The product 

is in the market; you can 

purchase the product online 

through Amazon and a few 

other online companies. My 

EVP of sales and marketing 

is actually meeting with Best 

Buy and Target today 

 

CEOCFO: What is the cost 

factor? 

Mr. Johnson: It really de-

pends on the size and the 

specs. Right now, you can 

purchase the VioSphere 

online through Amazon. We have 32-

inch and 42-inch products available 

starting at about $1075 retail. The 

same size models of Smart TVs from 

Samsung or LG range from about 

$799 and up. However, with our Vio-

Sphere, you are not just getting what 

is coined a “smart tv”. The VioSphere 

is actually three TVs in one because 

you can use a coaxial for one, and 

that is just the TV. We also have an 

HDMI input, which is digital, and on 

the PC side, there is also built-in TV 

tuner. Then you have a DVR and 

DVD Burner that is on the PC side. 

The VioSphere also has touch-screen, 

blue-tooth, a built-in webcam and a 

program that we have done with a 

partnership called BlueStacks, which 

allows for you to utilize Android Apps 

on the Windows platform, and there is 

so much functionality. We are finding 

new ways to utilize it as we go for-

ward. So many companies have said 

say they can use it many different 

ways. We are still finding out new 

ways to use it ourselves. You can 

even use it as a security system be-

cause even if the television is off and 

the PC is still running, you can actu-

ally log-in remotely and look at your 

home when you’re not there. In the 

very beginning, we actually offered a 

security system. It was closed circuit 

option but we took that option away 

because it was a little too expensive. 

 

CEOCFO: Does having so many dif-

ferent functions actually increase the 

chance of something going wrong? 

Mr. Johnson: I have had to address 

that before. There is always a fear in 

the consumer electronics industry of 

products that offer a lot of functional-

ity and are built on one board. The 

one thing that I never wanted to do 

was to bring it all together and offer it 

on one simple product in the integra-

tion of the components. The reason 

why I did not want to do that is be-

cause I was also fearful that if the 

board failed, you would have nothing, 

so what we have done is figured out a 

way to integrate our product so that if 

one product fails, you still have the 

other. If the TV fails, you still have the 

PC. If the PC fails, you still the TV, 

and so on. You still have this func-

tionality of either even if one fails. We 

have been asked in the industry many 

times and even with some of the 

companies that we are working with in 

partnerships that are our vendors, 

why we do not build one board. We 

had a company come to us and offer 

us an all-in-one solution board. I es-

sentially said no because I am also a 

consumer and I do not want a product 

where I have to worry about if this 

thing fails, I have to go and buy an-

other TV or I am going to have to wait 

for a period of time while it’s being 

repaired before I am actually able to 

use it again. I made a conscious deci-

sion that we should keep our compo-

nents separate so the consumer will 

always have an option if one fails. As 

we move forward, we may be able to 

have a fully integrated solution with 

all of our components on one board. 

Right now, I do not see this happening 

anytime soon. 

 

CEOCFO: What is your target demo-

graphic? 

Mr. Johnson: We used to target the 

family, who was our primary focal 

point. When we are talking about the 

age group, it is pretty broad, it used to 

be mostly males 18-34 and now it has 

broadened so much be-

cause we have done some 

tests with children who love 

it. Children acclimate well to 

new technology. I think 

some of that is because of 

Apple, and the introduction 

of the tablet. It is also the 

growth of the PC market. I 

think target market has to be 

the family and savvy tech 

users. When you pass a 

certain age group you get 

into a demographic that is 

not technically savvy, you 

are in a demographic where 

the technology may be a bit more ad-

vanced than more people are willing 

to have to experience or that want 

those challenges. 

 

CEOCFO: Do people want a brand-

name they are familiar with or is the 

technology so compelling it overcome 

the challenge? 

Mr. Johnson: Brand recognition has 

always been a challenge for Nyxio. 

We are a young company. When you 

are going out to sell to the buyers of 

the brick and mortars or any of the 

large retail chains that you are famil-

iar with, they all carry brand-name 

products. However, because we are 

becoming more recognized in the in-

dustry and because of the technology 

and the name is now associated with 

it, we are overcoming those hurdles. 

We are pushing forward with a brand-

ing campaign,. Thank goodness in 

Consumers are buying connected TVs and 

want more access to content, as well as to be 

able to utilize the internet. We are providing 

products that give full-featured options in a TV. 

We’re giving the consumers literally every-

thing. You have to look at a company that is 

changing the face of what you consider a 

trend, so when you consider the Smart TV a 

trend and you have a product that so much 

more than what is considered a smart tv, I think 

this is definitely a reason to look at our com-

pany. - Giorgio E. W. Johnson 
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this past year, with the technology 

and the industry acceptance of the 

technology, the technology now asso-

ciates itself with the name where the 

name was not necessarily the primary 

focal point before. I think that had a 

great deal to do with us going public 

as well. But yes, not being a recog-

nized brand name is truly a challenge. 

There are some companies that have 

given us a chance and wanted to buy 

the product, but at the time, we did 

not have the type of funding that we 

could deliver. Today, we are in an 

entirely different place. 

 

CEOCFO: What are some of the 

other Nyxio products? 

Mr. Johnson: We have some unique 

products. In January, we released our 

Vusion Smart TV, which is the first TV 

in the market that is a TV with an An-

droid based OS, We got a very warm 

reception from the industry with that 

product. We also introduced another 

product called the Ascend. It is a key-

board that has a built-in computer, so 

instead of having to buy a desktop or 

a tower, you buy a keyboard that has 

everything in it. You can connect it to 

essentially anything such as a televi-

sion, a monitor, and you can carry it 

with you. It has a DVD/burner built in 

as well, and is also wireless and Blue-

tooth connectivity. It is everything you 

would have on a desktop except it is 

on a keyboard. We have another 

product called the Realm, which is our 

all-in-one pc. It is a desktop PC built 

into a monitor, it is also touch-screen. 

It is one half of the VioSphere. It has 

all the same functionality as a PC and 

is a very good-looking unit. We have 

another product that is called Venture 

MMV. It is a visor that has a mini OS 

in it that allows you to download con-

tent directly from your PC such as 

music, books, or movies, and you can 

view them without being connected to 

anything. If however you wanted to be 

connected, you could connect it to 

something such as a gaming system, 

and have a virtual 62-inch screen, or 

you could use the visor, which is a 

little light visor that blocks light out 

and allows you to look like you are 

having a cinematic experience. In-

stead of looking like you are looking 

at a 62-inch screen, it will look like 

you are in a cinema about ten rows 

back. We have introduced tablets and 

we have done three different tablets 

to date. We did our first Windows 7 

tablet and another thinner model, 

which is a little less than a quarter of 

an inch and has a full-blown mother-

board in it. We then did tablet with 

Windows and Android tablet com-

bined in one less than a quarter of an 

inch. We recently released the Realm 

Pro that designed for the B2B and 

digital signage space. Great product! 

Lots of positive feedback on this 

product. Many of the digital signage 

experts have been talking to us about 

this product. We are very excited 

about the opportunities this product is 

bringing us. 

 

CEOCFO: What are the markets for 

devices that are not mainstream? 

Mr. Johnson: It depends. Because 

we are so diverse in what we do, 

there are great deal of different mar-

kets we could market to. We designed 

our Realm Pro specifically for the 

digital signage, education market, and 

B2B. Now it is lending itself to the 

hospitality market as well. The Vusion 

also has this potential. We have a 

number of verticals because of the 

uniqueness or our products, the con-

vergence, and the capabilities. We 

are not really limited to the consumer 

electronics industry but it really de-

pends on the market because the 

VioSphere AND the Realm Pro can 

be used as B2B products. Because 

we built the VioSphere up to 65 

inches the VioSphere can be placed 

in a board room and you can use a 

split screen functionality to integrate 

other products through the inputs or 

the IOs. If you wanted to use a projec-

tor or a laptop on one side and use a 

PC built on another, you could do 

that. The Realm Pro has lesser func-

tionality than the VioSphere but the 

same application applies, it is the first 

all-in-one, very thin PC that you can 

use in digital signage, or in a B2B ap-

plication because we have inputs on 

that product that are not typically in a 

PC or a TV combination. Because of 

the diversity of the product, and the 

flexibility of the feature set, we do not 

consider there being limitations to our 

product offerings. You can look at the 

B2B market, whereby they may need 

a TV in the board room as well as a 

camera, a PC, other input options. 

Then you might look at the education 

market where they may need some-

thing for the classroom. They do not 

need a television, but they are looking 

for something that is larger and with a 

better price point. With the Realm 

Pro, putting it in the education market, 

it competes with the Smart Board, 

and where the Smart Board is proba-

bly $12 thousand for a 62-inch or 70-

inch product, you can buy three of 

those for the price of Realm Pro with 

touch—screen and more functionality. 

 

CEOCFO: There is so much opportu-

nity and such a variety of products; 

how do you target your marketing? 

Mr. Johnson: It is a broad-based 

question, but it is also targeted. Be-

cause of the diversity of the product 

line, we have different ways of target-

ing. We have to look at each market, 

each vertical, separately. We do not 

do a broad-based marketing cam-

paign, because we cannot do it. With 

the B2B market, we target by feature 

set. In the consumer electronics in-

dustry, we look at how to educate the 

consumer, and then we look at the 

feature set that we are going to offer 

them and let them know what we are 

offering when we are comparing to 

another product. You have to do a 

comparison analysis essentially in a 

very small based concept so the con-

sumers actually understand what it is 

that you are offering. In the education 

market, you are looking at a price 

point and then a feature set. When we 

market before our products, we have 

to look at each market, industry, and 

vertical completely different with each 

product that we are going to try to sell 

or push. Because of its feature set, 

the VioSphere can be in multiple 

markets. We can do a broad scale 

marketing scheme whereby the 

Realm Pro, even though it can be a 

consumer product, it is a more tar-

geted campaign. We then work with 

our rep firms to push the knowledge 

of the product and also the price 

point, so you have to look at feature 

set, targeted marketing, educating the 

market, and then you also have to 

look at the price point. 

 

CEOCFO: What is the financial pic-

ture like for Nyxio Technologies? 

Mr. Johnson: Because of the fact 

that we went public last year, we es-

sentially restructured. We had some 
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investors in early on that were helping 

us to rebuild the company, so where 

our financial picture was very limited, 

we went to Wall Street last year and 

were able to procure a deal with So-

cius Capital for about $5 million. We 

have some other things that are going 

on that I cannot really talk about, but 

we’ve have some larger funding of-

fers for Nyxio. Because we have to be 

able to sell, our focal point cannot be 

surviving based upon funding. It is a 

strange predicament to be in because 

when you are a start-up, which is es-

sentially what we are, when we went 

public, we became a brand-new com-

pany again with all new people. I will 

answer this in a clear and concise 

answer, which is that we cannot rely 

on funding, but we have to have fund-

ing in order to move forward. Our pri-

mary focal point has to be sales, but 

you have to have enough funding in 

order to be able to move your opera-

tions forward, therefore, we went and 

got enough funding to move the op-

erations forward and then hired an 

industry professional to move the 

sales and marketing forward. Now as 

we move forward, we are going for-

ward in two aspects at the same time, 

so we have the funding in place and 

then we need the right executives in 

place to move ahead. That is what we 

have done.  

 

CEOCFO: Why should investors pay 

attention to Nyxio Technologies to-

day? 

Mr. Johnson: I can talk about inno-

vation, I can talk about the change of 

convergence, and I can talk about 

that we are an American company. If 

an investor really wants to look at 

Nyxio, they need to look trends, and if 

you were to look at the marketplace 

for the TV, TV sales are down. How-

ever, consumers are buying con-

nected TVs and want more access to 

content, as well as to be able to utilize 

the internet. We are providing prod-

ucts that give full-featured options in 

a TV. We’re giving the consumers 

literally everything. You have to look 

at a company that is changing the 

face of what you consider a trend, so 

when you consider the Smart TV a 

trend and you have a product that so 

much more than what is considered a 

smart tv, I think this is definitely a 

reason to look at our company. We 

are not following trends; we are set-

ting them. Investors should look at 

statistics and trends and then look at 

what Nyxio’s long term strategies are 

for growth and innovation. Investors 

should also look at the trends now for 

TV. Smart TVs are trending to capture 

fifty percent more of the TV sales 

market by 2014. Just this year alone, I 

think we are looking at maybe thirty 

percent growth. We are looking at 

consumers that want to buy TVs, 

which have the option to be con-

nected. They are not just looking at a 

Smart TV, they are looking at how 

they can get more content. My pitch 

to any investor is that you can look at 

the company and say the company is 

an American company, and their 

stock is trading well, or they have high 

volume, but when I talk to investors, I 

am telling them not to look at the 

brand name, but look at what we have 

done. When investors are looking at 

products being released into the mar-

ket, and we have released something 

that no one has ever done before not 

just once, but four times, I think that is 

the company you want to get involved 

in because we are a leader without 

being one. We are setting trends and 

not following them, which I believe is 

a reason to get involved in Nyxio. 
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