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THE INTERNET has fundamentally changed the rules of business. Its

worldwide reach, instant 24/7 communications capability, ease of updat-

ing, and low cost have all converged to create vast new market opportu-

nities for those smart enough to capitalize on them. 

Despite media coverage to the contrary, these e-business opportunities

have been increasing every year. More people continue to join the online

party from all over the world, and faster connection speeds allow increas-

ingly compelling information and entertainment to be delivered inexpen-

sively. In fact, according to Forrester Research, in the U.S. alone, online

retail sales have rocketed to $172 billion per year and will nearly double

to $329 billion by 2010.1

The advancement of the Internet has also induced rapid evolution in

related fields that help make the Internet easier to use for both consumers

and business owners. These developments include quicker shipping, faster

credit card transaction-processing, 24/7 customer service, easier-to-use

2starting your e-business
can you afford not to?
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software, higher-quality online video, and much more. The combination

of these improvements creates a fertile environment for the launch of new

business ideas, some of which we are going to discuss.

In short, the advancement of the Internet and all of its related tech-

nologies and services means that now is the best time in history for indi-

vidual entrepreneurs like you to launch their own businesses.

Why? Because it is cheaper to launch a business today than ever before.

Traditional businesses are stuck with many of the legacies of the

industrial economy that you can avoid by starting an online business.

These include expenses for store or office space (or both), employees,

inventory, recurring printing and postage costs for marketing, and many

more categories of overhead that e-businesses can avoid. By lowering or

eliminating these costs, your online business can reach more customers

than traditional businesses at lower cost. This means more profits for you.

As you can see in Figure 2–1, starting a business used to be a major

financial undertaking. There was high risk associated with any new

business venture because it required thousands of dollars just to get the

business up and running. Investment in facilities, equipment, advertis-

ing, and employees quickly escalates traditional business startup costs

into the tens or hundreds of thousands of dollars. And most of these

costs were recurring, so the financial risk to the owner of the business

was constant.

The size of this commitment also usually required entrepreneurs to

quit their jobs to focus solely on the new venture.

Figure 2–1.

FIRST YEAR STARTUP COSTS COMPARED: 

TRADITIONAL RETAIL BUSINESS VS. YOUR ONLINE BUSINESS

Traditional Retail Online Business
Business

PC & Internet Access $500–$1,000 $500–$1,000

Office Space & Parking $5,000–$50,000 $0 (work from home)
(+ multiyear commitment)

Store Space Lease $25,000–$100,000+ $0 (work from home)
(+ multiyear commitment)

2 2 INTERNET RICHES
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Furnishing/Decoration $1,000–$25,000+ $0 (work from home)

Signage $100–$5,000+ $0 (work from home)

Insurance $500–$5,000+ $0 (work from home)

Phone & Fax Lines $1,000–$5,000+ $300 or less (if using
Internet calling and
e-mail instead)

Printing of Marketing $1,500–$15,000+ $0 (e-mail distribu-
Materials tion of full-color

marketing materials)

Marketing Postage $1,500–$10,000+ $0 (with worldwide
reach via e-mail 
and Web)

Employee Wages Variable 10% to 50% less via
Web

Shipping Costs Variable Paid by customers or
eliminated by digital
delivery

Credit Card Merchant $600 set-up + $0 set up (plus sales 
Account sales percentage percentage)

Website Costs N/A $100–$1,000

Advertising $500–$100,000 Pay for performance
only

TOTAL ESTIMATE: $35,000–$250,000+ <$1,000

Today, however, you can start and run an online business for mere

hundreds of dollars a year! This low cost (which every year declines

even more) means that e-businesses are much more affordable to start—

plus their owners don’t have to quit their primary jobs until they are

ready to do so. 

STARTING YOUR E-BUSINESS 2 3
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E-Business Costs Continue to Decline
Let’s be more specific: It’s obvious that real-world businesses are much

more expensive to operate than web-based ones. Did you know that

even e-business costs have dropped dramatically in just the last few

years? For example, Figure 2–2 shows how costs such as registering an

e-business domain name or hosting a website have dropped between the

late 1990s and 2003, and then further between 2003 and today.

Impressive, right? 

Figure 2–2. 

HOW THE ANNUAL COSTS OF OPERATING AN E-BUSINESS 

WEBSITE ARE DECLINING OVER TIME

1998 Costs 2003 Costs 2008 Costs 
(estimated) (estimated) (estimated)

Domain Registration $40 $15 Included

Website Design $1,000–$15,000 $150 $100

Website Hosting $1,000–$6,000 $250 Included

Shopping Cart 
Software $600–$6,000 $500 Included

Credit Card Merchant 
Account $750–$1,500 $250 Not needed

E-Mail Marketing Tools $500–$2,500 $300 $180

ONE-YEAR TOTAL $4,000–$30,000+ <$1,500 <$300!

Today many Web services vendors offer package deals, too, that

include many of the services detailed in Figure 2–2 for one low price. In

Chapter 9, “Technology Secrets and Strategies Overview,” I’ll tell you

about high-quality vendors offering packages that include most of these

services for prices you won’t believe!

Every year it gets cheaper to operate an online business. This

decline in costs is unleashing a wave of creativity and business oppor-

tunity that I’d like you to join. If your preconceptions of computer and

website costs are still stuck in 1999, now’s the time to reconsider!

2 4 INTERNET RICHES
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INTERNET MILLIONAIRE SECRET

The Amazing $25 Startup Budget

You can start a professional business online that includes all of these
services for less than $25 per month. With costs this low, can you afford
not to try pursuing your dream? 

You’re reading this book because you have a desire for positive change
in your life. You may already have an idea or two about an e-business that
appeals to you, or you may have nothing more than a desire to supple-
ment your income or quit a job that you hate. Either way, you deserve a
chance to participate in the e-business revolution.

The rest of this book will go into more detail about how to identify
and exploit the best target market and product opportunities for your
e-business idea. For now, though, I want to prove to you that you can
afford to take the risk of starting your own venture.

Figure 2–3. 

MONTHLY UP-FRONT COSTS FOR ONLINE SERVICES, 

WITH ONE-YEAR CONTRACTS

$7.95 Website package, including:

� Domain name registration

� Website design template

� Website hosting

� E-mail accounts

� E-mail Autoresponder

$0.00 Credit card processing capabilities

� Including shopping cart software

$15.00 E-mailing list management software

� HTML design templates

$22.95 TOTAL

Figure 2–3 shows that you can get a credible, professional-looking
website that even takes credit cards and tracks all of your customers for
less than $25! (I am assuming that you already have a PC with reasonably

STARTING YOUR E-BUSINESS 2 5
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THE FIRST OF the millionaire types we’re going to discuss in detail is

the Efficiency Millionaire. Efficiency Millionaires start million-dollar

businesses based on helping people and businesses do things faster, eas-

ier, or in more entertaining ways. 

The twentieth century saw more improvements in business efficiency

than can be counted. Examples include Henry Ford’s pioneering automo-

bile assembly lines, which introduced mass production to industry world-

wide; department stores and shopping malls that made it more efficient

for people to shop by combining previously separate retailers under one

roof; VCRs and their successors, TiVo-style digital video recorders

(DVRs) that allow people to record and watch programs on their own

schedules; and improvements in communications that advanced from

postal mail to telephone calls to faxes to e-mail and instant messaging.

Each of these advancements in productivity created its own crop of

Efficiency Millionaires, either directly from the inventions themselves, by

3the internet’s first 
millionaire wave—
efficiency
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� Why is it so hard to find goods like X, Y, or Z?

� Why does it take so long to get a certain product delivered or a

needed service completed?

� Couldn’t these repetitive tasks that are unnecessarily difficult be

automated?

� Why isn’t somebody in my town offering product X or service Y?

Don’t other people need or want it like I do?

Please take a few minutes to review each of these questions carefully.

Here is your first chance to use the blank pages of the Millionaire Idea

Journal. To keep track of your ideas, write down each of the frustrating

situations that you think of for future reference. Finding situations like

these and coming up with solutions to these “million-dollar questions”

can make you an Efficiency Millionaire.

Traditionally, improving business efficiency was a job only for high-

priced management consultants. Today, things have changed in favor of

the individual entrepreneur, especially when it comes to fixing business

inefficiencies that result from poor distribution of information. This

change is because of the Internet’s arrival. Improving the flow of com-

merce by improving the sharing of information between businesses and

their customers can help you create an Efficiency Millionaire business.

Later in this book, after I’ve helped you to identify some promising

million-dollar business ideas, I’m also going to show you how to imple-

ment your ideas by building very cost-effective and efficient Internet web-

sites to capitalize on them. These websites can service the needs of your

customers while also making money 24/7.  Don’t worry; this technology

is less complicated than you think, and I’ll spend several chapters intro-

ducing it to you.

Efficiency Millionaire Exercise
Answer each of the following questions in your Millionaire Idea Journal. You

can do most of this work in your head, but when you start to find original

ideas popping up, be sure to write them down. You don’t want to lose them!

� What are your five favorite websites?

THE INTERNET’S FIRST MILLIONAIRE WAVE—EFFICIENCY 4 1
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� Do any of these online businesses help make your life more effi-

cient, easier, or more fun? If so, how?

� What other Efficiency Millionaire people and companies can you 
identify in your life?

� What kinds of efficiency opportunities are being exploited by 
businesses like eBay, WeddingChannel.com, or ArtFair 
Calendar.com?

� Review again the questions I posed in this chapter. What busines- 
ses or situations did you write down?

� Can you imagine solutions to inefficiencies that are similar to 
those of your favorite websites or this chapter’s Efficiency 
Millionaire example businesses?

� What processes in your day-to-day life are the most annoying?

� If you made it your goal, could you do anything to help reduce 
those frustrations that you and others must feel?

Be certain to write down in your Millionaire Idea Journal all of your

responses to capture potential million-dollar ideas!

4 2 INTERNET RICHES
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MY SECOND type of e-business millionaire is the Product Millionaire.

While many Efficiency Millionaire businesses could not have existed

before the arrival of the Internet, most traditional fortunes were built on

buying and selling physical products. 

Almost every product and service is becoming available online. Even

physical goods or services that have to be delivered in person are being

marketed online. Entrepreneurs with interest or expertise in products have

built many great companies online already, but many more e-business

opportunities are still available.

Reseller Product Millionaires: Sourcing and Selling

Other People’s Goods
Product Millionaire businesses are closely related to Efficiency

Millionaire strategies because reselling and brokering of goods implies

that you are adding efficiency to the transaction. The difference is that

4the internet’s second 
millionaire wave—
products
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product ideas can quickly grow—and your business might just get

acquired by a major corporation as well.

Product Millionaire Exercise
Take some time to consider your answers to the following questions: 

� What needs can you identify in your own life that could be ful-

filled with better or more specialized products, packaging, mate-

rials, or parts?

� Are there products that you’ve customized to serve needs in your

own life? 

� Are there any off-the-shelf products that you regularly modify or

rearrange or recombine to improve their efficiency? 

� Could you market the technique you use to customize the prod-

uct, or market the modified products themselves? 

� What are the everyday items in your life that need a redesign or

an upgrade? 

� Can you turn any of these ideas into products? 

Write down in your Millionaire Idea Journal the ideas that these ques-

tions should stimulate. They will be valuable ammunition for the contin-

uing business development exercises later in this book.

THE INTERNET’S SECOND MILLIONAIRE WAVE—PRODUCTS 6 9
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THE THIRD WAVE of Internet millionaires have profited by recogniz-

ing that communities are formed based not only on common social inter-

ests, but also on shared purchasing interests. Because of the Internet’s

ability to aggregate previously dispersed audiences, now any community

is a market for specialized products that in the past might not have been

profitable when their reach was limited to local markets. 

By identifying these communities, large or small, you can target their

members as potential customers for appropriately targeted goods and

services that address the needs of their specific hobbies, lifestyles, prod-

ucts, industries, or services. I call this the Niche Millionaire strategy. 

To implement this strategy, set yourself up as an expert in whatever

niche you are qualified for, and that has business potential. 

By targeting a niche that you know and like, you can use your credi-

bility to create a business for yourself that you can enjoy and could also

make you rich. Because you can keep your costs low as an e-business

5the internet’s third 
millionaire wave—niches
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creating enough value that people are willing to pay for is criti-

cal for business success.

Being able to answer “yes” to both of these questions is the key to the

success of any Niche Millionaire idea. 

Your Niche Millionaire Idea List
To start your own list of Niche Millionaire ideas, I’m first going to help

you to find and exploit your own interests and hobbies to create products

or services that interest you personally.

Most business strategy advice is the opposite: It suggests that the best

way to start a new business is to look for what the market is demanding.

While that approach is valid, especially for existing companies looking to

expand, I instead recommend that you start by examining your own inter-

ests. Starting with topics that are personally interesting to you is more

likely to yield business possibilities that excite you over the long term. 

You’ll need to answer a series of questions in order to develop a list of

potential million-dollar niches where you have something to offer. Don’t

worry if the some of the ideas you create don’t yet seem significant

enough to build a business upon. I’m going to help you evaluate all of

them. The odds are good that some of your thoughts actually are quite

valuable, especially given the tools and techniques this book is going to

share with you.

Please take the following questions seriously. Spend time on answer-

ing them thoughtfully and maybe even get together with someone who

knows you and your skills well enough to discuss these ideas with you.

Creating your own e-business and attaining your “millionaire” lifestyle

depends on it!

FIRST-LEVEL QUESTIONS

Write down as many answers as you can think of to the following ques-

tions in your Millionaire Idea Journal.

� Have you developed any professional expertise from your work?

� Are you particularly good at anything in particular?

� What are your hobbies?
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� Do any of your hobbies involve skills that may be of interest

to others?

� What hobbies did you used to enjoy that you have dropped over

the years?

� Are there any topics or subjects that you are deeply enthusiastic

about?

� What’s unique about your town, your friends, or the way you live?

� Is there anything unique about your upbringing or family history

that may be marketable?

� Are there regional or local specialties from your neighborhood

that are ripe for sharing with the world?

� Do you have special access to any unique goods, services, celebri-

ties, or information?

Please focus on these first-level questions for as long as it takes to come

up with several solid responses to each question. Write down your

thoughts in the Millionaire Idea Journal. Don’t be skeptical—include every-

thing you can think of. The more ideas you have to work with the better.

SECOND-LEVEL QUESTIONS

Take the various niches you’ve identified from the previous question set

and now ask yourself these additional questions about those niches, to

help narrow the list down.

� Are other people interested in the topics you identified in the

first-level questions?

� Is there anything unique about the audience you want to address

that makes them an attractive potential market for you? 

� Would this audience be local/regional/national/foreign,

wealthy/poor, online/unwired, educated/less educated, religious/

irreligious, urban/rural, professional/blue collar, old/young, etc.?

� Are you aware of any online businesses that are already address-

ing this opportunity?

9 6 INTERNET RICHES
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� Could you add something to present the goods/services/infor-

mation in an entertaining way that differentiates you from

competitors?

� If you were going to pursue a business based on these niches,

what would your initial product or service be?

THIRD-LEVEL QUESTIONS

Review the answers to the first- and second-level questions. From among

the ideas you’ve listed, choose the five niche interest areas that you think

may have the best business potential for you. Preferably pick five areas

where you know the most or have the best idea of how your business

would be different from potential competitors.

Brainstorming five target niches may sound like a lot, but try to force

yourself to find five—it’s usually the hard work of thinking of the last

few that will stimulate your brain’s creativity to produce the best million-

dollar ideas.

Add your latest thoughts on these topics to your Millionaire Idea Journal.

We will revisit your responses to these questions in Chapter 8, using

them as the basis for further development of your potential e-business.

Notes
1. Subscriber data for The Wall Street Journal online is from editorial page

Publisher’s Letter: “A Report to Our Readers,” by L. Gordon Crovitz,

Publisher, August 1, 2007, p. A14; subscriber data for Consumer

Reports is from a company press release, September 26, 2005.

2. Nielsen//NetRatings study quoted in Center for Media Research

“Research Brief,” August 26, 2005.
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OKAY, YOU’VE read this far. You’ve learned a new way of looking at

business opportunities and gained a new appreciation for the reach and

business effectiveness of the Internet. 

The remaining question that you are asking is, “What business should

I start?”

My answer may surprise you. Unlike most business strategy books, I

want to spend this time talking about you. 

It’s time to start applying the ICICLE formula to your life. The goal of this

chapter (and the other chapters in Part 2 of this book) is to help you iden-

tify the lifestyle, activities, and content you want to spend your time on and

then use that knowledge to identify the best e-business for you. Together

with you, I’ll try to help you find a successful business model, one that will

allow you to offer the right products to the right audience at the right price. 

As the ICICLE formula suggests, this process starts with you and your

interests and the ideas that you have about exploiting them. 

8what e-business should 
you pursue?
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Where’s the Business Stuff?
Aren’t we wasting valuable time with this discussion about you and your

feelings? Shouldn’t a book about the pursuit of internet riches focus

instead on profit and loss, marketing strategy, inventory management, or

other business topics? 

Yes, we’ll get to that soon. But even more important is to help you

build a business that reflects who you are and who you want to become.

My definition of success is making good money by doing something you

love. You have to focus first on what you like to do so that you’ll have the

passion to charge out of bed every morning excited to build your website

into a million-dollar success. 

Identifying a Business Opportunity That Fits You
Starting a new business is an exciting time. The possibilities are endless,

and so is your potential upside. (Hopefully, the interviews in this book

have started you thinking constructively about a business that would

work for you.)

The key to finding the right new business for you, however, is to com-

bine your skills, interests, and hobbies to target the right group of cus-

tomers with in-demand products/services that help those customers solve

their problems in a cost-effective manner. Ideally, the approach you develop

will be one where you have a competitive advantage and the business can

operate over the Internet to gain the leverage of its low costs and wide

reach. Figure 8–1 outlines the phases and steps for using the ICICLE

equation to identify an e-business model that suits you.

Figure 8–1. 

STEPS FOR IDENTIFYING THE RIGHT E-BUSINESS 

OPPORTUNITY FOR YOU

Phase Steps

Interests � Identify interests, ideas, skills, and relevant 
& Idea personal attributes.
Generation

Customer (Target � Identify customer groups with whom your personal 
Market) Research background suggests you would enjoy working and to

whom you have something to offer.

1 1 0 INTERNET RICHES
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� Evaluate the purchasing behavior of those groups.
� Compare those customer groups with the business
models and competitors you identify as most relevant.

In-Demand � Research which products are most in demand.
Product � Research product suppliers and competitors online and
Identification get pricing

Competitive � Analyze situation and personal resources to 
Advantage determine differentiating factors that could make your

approach unique and profitable.

Leverage � Apply results of analysis to the unique capabilities and
reach of the Internet.

E-Business � Compile the results of the previous steps to define 
Model for Your the business model for your new e-business.
New Business

If you’ve been putting to use the blank pages of your Millionaire Idea

Journal as I suggested earlier, you should have lots of interesting busi-

ness opportunities to review. Now let’s use that material to work through

each step of the ICICLE equation to further develop strategies for your

new business.

Interests and Idea Generation: Your Personal Review
Who are you? This is the most important question in the whole book. 

Are you a member of (or aware of) any demographic group that has

potential as a target market? Groups that are underserved with products,

information, or publicity are primary candidates. Consider all aspects of

yourself, large and small, including: 

Gender Expertise

Hobbies Ethnic background

Religion Relatives

Education Career

Affiliations Location

WHAT E-BUSINESS SHOULD YOU PURSUE? 1 1 1
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Where’s the Business Stuff?
Aren’t we wasting valuable time with this discussion about you and your

feelings? Shouldn’t a book about the pursuit of internet riches focus

instead on profit and loss, marketing strategy, inventory management, or

other business topics? 

Yes, we’ll get to that soon. But even more important is to help you

build a business that reflects who you are and who you want to become.

My definition of success is making good money by doing something you

love. You have to focus first on what you like to do so that you’ll have the

passion to charge out of bed every morning excited to build your website

into a million-dollar success. 

Identifying a Business Opportunity That Fits You
Starting a new business is an exciting time. The possibilities are endless,

and so is your potential upside. (Hopefully, the interviews in this book

have started you thinking constructively about a business that would

work for you.)

The key to finding the right new business for you, however, is to com-

bine your skills, interests, and hobbies to target the right group of cus-

tomers with in-demand products/services that help those customers solve

their problems in a cost-effective manner. Ideally, the approach you develop

will be one where you have a competitive advantage and the business can

operate over the Internet to gain the leverage of its low costs and wide

reach. Figure 8–1 outlines the phases and steps for using the ICICLE

equation to identify an e-business model that suits you.

Figure 8–1. 

STEPS FOR IDENTIFYING THE RIGHT E-BUSINESS 

OPPORTUNITY FOR YOU

Phase Steps

Interests � Identify interests, ideas, skills, and relevant 
& Idea personal attributes.
Generation

Customer (Target � Identify customer groups with whom your personal 
Market) Research background suggests you would enjoy working and to

whom you have something to offer.
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A DOMAIN NAME is the part of your website address between the

“www” and the “.com” or “.net” ending. For example, “internetmillion-

airesecrets” is the domain in the address for the website for this book

(www.internetmillionairesecrets.com). Domains are also often referred to

as URLs (pronounced either as “you, are, ell” or simply as “earl”). It

stands for “universal resource locator,” which is the technical name for

the full address of a website.

Your domain name should match your business’s brand name as closely

as possible. Whether you choose to include the “.com” extension in your

advertising graphics or not, the basic branding of your business should tie

your products and business name and domain name (URL) tightly

together. This will help consumers recognize and remember your com-

pany better and also reduce customer service confusion later. 

Most short and obvious domain names have been taken due to the

explosive growth of the World Wide Web in the past ten years. Don’t be

10choosing your 
domain name
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URL RESEARCH SECRET

If you visit the GoDaddy.com home page (or other domain registrars such

as Register.com or NetworkSolutions.com), you will see that you can type

in domains one at a time to see if they are available. However, if you used

CHOOSING YOUR DOMAIN NAME 1 3 7

Figure 10–1. Bulk URL Reaseach Tool.
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1 4 0 INTERNET RICHES

Figure 10–2. The GoDaddy.com Account Manager
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THE FASTEST WAY to build a professional-looking website is to use

a “website template.” A template is a prebuilt package of graphics that

allows you to simply type in your text information through your Web

browser to create a customized site for your e-business without know-

ing any computer code at all. If you have prepared your new site’s text,

layout, and graphics beforehand, by using such templates, you can

copy and paste your information into the template to build a site very

quickly.

Website Templates Defined
Many companies today offer these professionally designed website graph-

ics packages premade for your website use—and often include them in

package deals with website hosting. Although the designs offered in tem-

plates are not completely original, they are a fast and easy way to create a

site that looks better than if you tried to design one yourself. 

12how to build a website in 
one hour
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the hosting company’s website and purchase the service plan most

suited to your needs. 

As part of the purchasing process, you are likely to be asked for the

domain name you’d like to use, as well as to choose a password that will

secure the account you are opening. Entering that domain name, along

with your personal information and credit card number, should soon

have you on your way to successful setup. 

You will then receive e-mails from your new hosting company partner.

One of these e-mails should be a receipt for your credit card purchase. The

other e-mail (or perhaps more than one) will contain information about

where to go on the Internet to log in and start using your partner’s services.

There is often a delay of as much as forty-eight hours before these

services become available to you online. That’s because the hosting com-

pany’s computers need to reconfigure themselves to recognize your new

account and the hosting services that they now need to provide to that

domain name. So, if you are planning on setting aside a weekend after-

noon or an after-work weeknight to build your new site, be sure to go

online and purchase your hosting package a couple of days beforehand.

That way it should be ready to go when you are ready to build.

1 5 0 INTERNET RICHES

Figure 12–1. The control panel screen of an iPowerWeb hosting account.
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Once you have taken care of these administrative steps, it is time to log

in to your new hosting account and start building. Here is a preview of seven

things you are likely to see on your computer screen, since most WYSIWYG

editing systems offer similar data entry, saving, and publishing methods. 

1. Log in and choose the website building tool. The “control panel” of

this Web hosting account (see Figure 12–1) offers many useful options

that you can benefit from as your e-business grows more sophisticated.

These include a variety of different settings, e-mail accounts, marketing

tools, databases, applications like e-commerce shopping carts, and reports. 

For now, we’re just talking about building your website, so in this case

you would just click on “Web Builder” to access the website building tools.

2. Choose your design and colors. The first part of building your site is

to choose a design and layout that reflects your business. A new screen

for creating such a design is the first choice on the menu you are offered

after clicking on “Web Builder” for the first time.

As you can see in Figure 12–2, this page is also the main menu for you

to work with when modifying your site later. It offers links to online tools

with which you can edit the individual pages you create, create a custom

HOW TO BUILD A WEBSITE IN ONE HOUR 1 5 1

Figure 12–2. Main Web Builder screen.
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logo, preview the site you have built, and publish it to the live Internet.

By clicking on “Create Design” or “Change Design,” you will be offered

the design templates about which you have been hearing so much from

me in this book.

You can see in Figure 12–3 that Web Builder offers many choices of

templates. You can browse by categories dedicated to different kinds of

businesses, and also vary the colors and graphics included in each tem-

plate, to create thousands of combinations. You don’t have to know any-

thing about graphic design or image-editing programs like Adobe

Photoshop to choose from among these professionally designed website

templates. Simply clicking will allow you to browse through them to find

shapes and colors and photos that best fit the image your new e-business

wants to present to its customers.

3. Create a logo and tagline. Once you have settled on a look and

color scheme that you like in the “Design” section of the Web Builder

tools, you’ll want to save your work and return to the previous menu.

There you can play with the “Create a Logo” tool. As you can see in

Figure 12–4, this tool allows you to customize the main titles of your

1 5 2 INTERNET RICHES

Figure12–3. Website template menu.
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website, as well as add a “tagline” or slogan that helps identify your e-

business to website visitors. You can also easily vary the font styles and

sizes using pull-down menus.

4. Create and name your pages. Once you’ve nailed down these

basics of site design, colors, titles, and slogans, next up is to start

building the individual content pages. These pages are the meat of

your website and contain the information, products, or services that

you want your e-business to share with the world. Figure 12–5 shows

details. Simply clicking on the button that says “add new page” will

do exactly that to get you started. You can create as many pages as

you’d like.

Of course, each of your new pages needs a name. You can name

them simply by clicking on the small page icon with a “T” in it. A small

box will pop up and you can type in names appropriate for each of

your pages.

Also shown in Figure 12–5 is that you can easily add more pages by

clicking on the “add new page” button, or rearrange the order of your

pages by changing the numbers in the boxes in the right hand column.

HOW TO BUILD A WEBSITE IN ONE HOUR 1 5 3

Figure 12–4. The “Create a Logo” screen. 
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5. Enter your page content. Clicking on the pencil icon next to each

new page’s title will bring up a screen like the one shown in Figure 12–6.

This is the WYSIWYG page editor. You can start right away by simply typ-

ing into the central box to replace the text that is there. Go crazy! Type

away and share with the world the brilliant million-dollar e-business idea

that inspired you to begin this process. 

Even better is if you have already composed what you want your web-

site to say. That way you can open the editing program in your browser

and simply copy and paste from a Word document into the editing sys-

tem. With this kind of clever preparation, you can build a great-looking

website in less than an hour.

From the screenshot shown in Figure 12–6 you can also see that there

are many small boxes and icons along the top of the screen. These are Web

Builder editing tools that allow you to customize the look, spacing, fonts,

sizes, colors, and links of your page. Many of these control buttons are

similar to those used in Microsoft Word. “Bold,” “Italics,” “Left Justify,”

“Insert Bullets,” and “Font Size” are all common word-processing com-

mands with which you are probably already familiar. You can also cut,

1 5 4 INTERNET RICHES

Figure 12-5. Point-and-click buttons for adding new pages or updating page order.
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copy, and paste text and images just as if you were working in Word. You

can even “drag and drop” text and images to rearrange them on the page.

In fact, of the thirty buttons in the top two rows of the WYSIWIG page edi-

tor, only four or five are different from what you would find in Word. 

You can also now start learning a few new tricks by clicking on the

additional formatting buttons displayed. The most important of these are

on the second line toward the right: “Insert Image” and “Insert Web

Link.” As their names imply, even these functions are easy to understand

because all they do is help you insert an image (such as a photo, logo, or

banner ad) into your Web page and add links to other pages on the

Internet. A little practice and you’ll master both of them, too.

The third line of buttons looks intimidating but it is not. All it is is a

collection of specific commands for editing table layouts. Use of tables is

what will allow you to insert a photo or other image next to text, as you

can see in the screenshot in Figure 12–7.

The other Web-specific editing button you should be aware of is the

second from right on the second line. It looks like this: <>. This is a pow-

erful tool because clicking on it will switch you out of WYSIWYG mode

HOW TO BUILD A WEBSITE IN ONE HOUR 1 5 5

Figure 12–6. Screen for editing your website pages.
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into HTML mode, so you can see the computer code behind the pages

you just created. Although the point of using predesigned templates is so

that you don’t have to learn HTML, switching over to view the HTML

code doesn’t hurt the work you’ve done. This button is valuable because,

although the WYSIWYG editor is very user-friendly, it doesn’t allow you

as much flexibility as writing and manipulating the underlying code does. 

Writing HTML code yourself is beyond the scope of this book, but you

will probably find yourself learning some as your e-business grows.

Knowing that this “<>” button is available will allow you to put that

knowledge to good use if you ever want to add additional customization

to your pages that is beyond the Microsoft Word–type simple editing

capabilities of the WYSIWYG editor. 

Clicking on “Save Changes” at the bottom of the main editing screen

will save your work to create your first Web pages. Be sure not to click

away to other parts of the Web until you have saved your work, or it

will be lost.

Once you’ve started typing and played with the buttons a bit, you’ll

soon be able to create a page like the one shown in Figure 12–8.

1 5 6 INTERNET RICHES

Figure 12–7. WYSIWYG page editor.
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INTERNET MILLIONAIRE LAYOUT SECRET:

Web Page Tables

You’ll find that making a Web page display nicely can sometimes be a bit
of a challenge, especially if you combine text, images, and different fonts
and spacing. The difficulties in making a page appear the way you envi-
sion it can often be solved by clever use of tables. Tables define the rela-
tionship of different bits of text and graphics to one another and force
them to sit where you want them to be displayed.

Once you’ve gotten your basic text and images into a page, use of the
table-editing buttons available in Web Builder (and most WYSIWYG edi-
tors) is the easiest way to build and modify tables that will squeeze the
content into the shapes you desire. 

6. Preview your work for quality assurance. Once you save your work

on an individual page, the Web Builder system will take you back to the

previous page listing all of the pages on your site.

Now is the time to take advantage of the little icon that looks like a

magnifying glass. Click on it to preview your work. Take advantage of

HOW TO BUILD A WEBSITE IN ONE HOUR 1 5 7

Figure 12–8. Preview of completed website page built using the WYSIWYG editor.
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� Online storage for your images, preferably in a separate and eas-

ily accessed folder

� Easy publishing of website changes to the Internet

� E-mail accounts included with the hosting service

Templated Website Example
The beauty of website templates is that they are easy to create and main-

tain without knowing much about technology. In addition, they are inex-

pensive because they are usually provided as part of hosting/serving

package deals that start at less than $10 a month. My website, Internet

MillionaireSecrets.com, is a good demonstration of an effective use of tem-

plates to create a site that’s functional and professional in appearance and

quickly offers visitors the information they seek.

Although I could have spent a lot more time, energy, and money on

designing a fancy and impressive site full of bells and whistles to impress

you, my intention with InternetMillionaireSecrets.com (as it should be

HOW TO BUILD A WEBSITE IN ONE HOUR 1 5 9

Figure 12–9. Template-based home page for InternetMillionaireSecrets.com.
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Figure 14–1. Overview of credit card payment processing.
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TO UNDERSTAND e-commerce, let’s start with a few definitions of the key

concepts of shopping carts, payment processors, and merchant accounts. 

Shopping Carts. A website “shopping cart” is a piece of software that

mimics the use of a shopping cart in the real world. In other words, it is

software that allows the online shopper to choose and hold items for pur-

chase until she is ready to check out and complete the purchase process

by making payment. The best e-commerce shopping carts:

� Are easy for the shopper to use

� Are easy for you to install on your website

� Offer easy visibility of the cart’s contents

� Make it easy for the customer to add/subtract goods

� Display the current total cost of the items in the cart (ideally

including sales tax and shipping costs, if any)

14e-commerce shopping 
carts
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My Current Recommendations
Here are four website shopping cart solutions that I currently like and why.

1. PayPal. As mentioned previously, PayPal offers a simple shopping

cart that works very well with its own payment system. It can easily be

installed by copying some HTML code (which PayPal provides) and past-

ing it into your website template. 

If you are selling just a few simple items or are concerned about the

costs of a merchant account, the PayPal shopping cart works nicely. A sam-

ple screenshot of the PayPal shopping-cart checkout screen is shown in

Figure 14–2. You can see that it offers a nice clean design that is straight-

forward for the customer to use when checking out. You can also see, how-

ever, that it does not offer any graphic customization, so it is obvious to a

customer that you have not invested in custom e-commerce design.

E-COMMERCE SHOPPING CARTS 1 6 9

Figure 14–2. PayPal shopping-cart checkout screen.
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Despite this drawback, the PayPal system is an excellent way to get

started, and it is free for low-volume users.

2. Mal’s E-Commerce. A very popular provider of basic e-commerce

shopping cart services is Mal’s E-commerce Limited. This young com-

pany, still run by Mal (Stewart) himself, powers thousands of e-commerce

websites worldwide.

Mal’s e-commerce is also cheap—in fact, the basic shopping cart is

free. An upgrade to more complete services that will allow you to link to

a payment processor to process credit card orders in real time will cost

you only $8.00 a month, too. 

My wife’s online business, SweaterBabe.com, used a slightly cus-

tomized version of Mal’s shopping cart software to create the page shown

in Figure 14–3. The result is a cost-effective but custom look for the cen-

tral shopping-cart functionality.

1 7 0 INTERNET RICHES

Figure 14–3. SweaterBabe.com checkout screen.
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It’s a good bet that Yahoo will continue to improve its services as time

goes on, however, so it may be worth it to invest in building your store

with Yahoo’s e-commerce solutions if you are confident that your future

growth can absorb its expenses.

4. Custom Shopping Cart Solutions. Of course, you can also commis-

sion a custom system to accommodate the shopping needs of your new e-

business. However, I would caution against this approach. 

There is absolutely no need to build a new shopping system from

scratch these days. Don’t be convinced otherwise by technical salespeo-

ple. Even the most complicated multimedia, cross-platform, multicur-

rency systems can be built from prepackaged software modules at bargain

prices. You will most likely be better off “renting” a simple system from

an application service provider (ASP) provider such as those I’ve dis-

cussed in Chapter 9.

1 7 2 INTERNET RICHES

Figure 14–4. KitchenKapers.com checkout screen.
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OF COURSE, EBAY is the clear leader in incubating aspiring e-busi-

nesses and providing online selling services to entrepreneurs worldwide.

Meg Whitman, eBay’s CEO, said in a speech in June 2006 that more than

1.3 million people now make all or part of their livelihood selling on eBay.

And a July 21, 2005 study conducted by eBay reported that U.S.-based

eBay members sold more than $10.6 billion of merchandise during the

first six months of 2005 alone, according to the same eBay survey.

Is eBay Right for Your New E-Business?
Given all of eBay’s features and the wide reach of its network, I’m sure

that you’re asking this very question. 

Although many good books have been written about eBay, most of

them focus on telling you “how” to use eBay, not helping you to decide if

it’s the right solution for your business. As this book demonstrates, there

are many types of e-businesses and even more e-business vendors for you

15the ebay phenomenon
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In Figure 15–1, for example, you can interpret that the user who’s iden-

tified as “millions05” has received positive feedback on thirty-one success-

ful transactions. It is not uncommon to see experienced eBay buyers and

sellers who may have thousands of transactions to their credit. Each addi-

tional level of positive feedback that’s accumulated leads to a different color

star associated with that level. You can also click on the underlined name

and number to reach a page displaying all the feedback (both positive and

negative) that an individual user has received over time. Referencing these

transaction numbers, stars, and feedback reviews can help you determine

with whom you may (or may not) want to do business on eBay. 

Because the auction format depends on bidding among multiple shop-

pers over periods of hours or days, auctions lack the immediacy of an

instant purchase. A buyer may have changed her mind about or even for-

gotten her obligation by the time it comes to paying the amount she

promised when she won the auction.

Additionally, there are so many new users constantly entering the eBay

marketplace that many of them simply don’t recognize the obligation they

have to pay for items that they have won through bidding online. Sellers on

eBay can, of course, relist items for which payment is not received, but only

after attempts to contact the auction’s high bidder have failed. (Attempts to

contact bidders can be frustrating and time-consuming for sellers, but are

required in order to prevent further customer service issues.)

Relisting can also be expensive. After a failed auction, eBay will refund

the majority of its per-listing fees (including the insertion and final value

percentage-of-sale amount fees). However, it requires the seller to wait at

least one week after pursuing resolution with the auction’s high bidder

first, and then still does not refund many of the smaller marketing and

formatting fees that it charges.

EBAY REACTS TO USER FRUSTRATION

Frustration with these aspects of both the buying and selling experience

led eBay to make two major modifications of its original auction system:

a “Buy It Now” option and eBay stores.

1 8 2 INTERNET RICHES

Figure 15–1. eBay user ID showing the number of successful transactions and positive feed-
back rating.
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INDEX OF E-BUSINESS ENTREPRENEURS AND SERVICES

Internet Riches contains discussion of dozens of successful e-business entrepre-
neurs and service providers, including:

AmericanMeadows.com Google.com

ArtFairCalendar.com InternetMillionaireDomains.com

Bathboats.com InternetMillionaireSecrets.com

BillOReilly.com InventiveParent.com

BirdsJustWannaHaveFun.com iPowerWeb.com

BlueberryBoutique.net LiminalInstitute.org

Bookslut.com LiveDeal.com

CafePress.com MobileTracker.net

CommissionJunction.com NormDarwish.com

ConstantContact.com Rugman.com

CooksIllustrated.com ScoobyMods.com

Craigslist.org Seyberts.com

DigitalMediaWire.com Sittercity.com

DrudgeReport.com SweaterBabe.com

eBay.com TheTshirtNexus.com

FARK.com TrafficMatt.com

GoDaddy.com WeddingChannel.com

APPENDIX A

INTERNET_ BM_p267-294.rv1  12/6/07  4:49 PM  Page 267



INTERNET RESEARCH SKILLS 

Another amazing benefit of the World Wide Web is the instant access it provides
to information. As a new business owner, you should take advantage of online
search engines like Google and Yahoo to learn about your new market, products,
and competitors. Search engines are a critical weapon in today’s business arsenal
because they can provide so much information for so little cost. 

If you are not already familiar with how to use a search engine, here are some
tips for beginners, as well as more sophisticated tips for advanced users.

First, think broadly.
To start your research you should be general with your concepts and words.

This is the key to successfully finding what you want using a search engine. Don’t
get fixed on a particular phrase or an overly specific description of the informa-
tion you are seeking because that will limit the results you get back from the
search engine. You are more likely to find worthwhile results if you first try sev-
eral alternative names and phrases for the subject of your search in order to iden-
tify the most important key terms unique to that topic. 

For example, in a search for the best suppliers of rubber bands, you might
start by searching on RUBBER BANDS, but you should also try RUBBER BAND
or just OFFICE SUPPLIES. Similarly, instead of CLASSIC CADILLACS, perhaps
ANTIQUE CADILLACS would be a useful search. These variations can be impor-
tant because the information on the Web was put there by different people from
all over the world, so their local phrases, slang, and even spelling might not
match yours exactly. Using synonyms to explore broadly at first will help you
learn the key terms specific to your area of research; knowing those terms will
later help you narrow your search to find precisely what you’re after.

Being more specific is your goal ultimately, but it only helps after you’ve iden-
tified the appropriate unique words and phrases needed to locate pages focused
on your desired information. For example, searching on FLEETWOOD, SEDAN
DE VILLE, or ELDORADO (all models of Cadillacs) from the start would quickly
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help you find more specific information on Cadillacs, but it would also narrow
the search, possibly eliminating related information about other models like the
Calais, Escalade, or Seville that may have been useful to you.

Even searching on common misspellings sometimes is useful, especially for dif-
ficult words like accessibility or when searching on people’s names that have com-
mon variations, like Jim versus James or Johnson versus Johansson, and so on.

GOOGLE/YAHOO RESEARCH SKILL SPECIFICS

If you visit www.Google.com or www.Yahoo.com, you will see a blank box into
which you can type your question. Click on the “Search” button and you will
quickly get pages of results relating to your chosen topic.

The problem with search engines is that they are more about quantity than
quality. Typing in general or nonspecific questions can easily return thousands or
even millions of results. That many results essentially makes the search engine
unusable. 

By learning a few tricks, you can quickly improve your results. This is because
most all search engines are built using the rules of “Boolean logic,” which allows for
search strings that can help you search more effectively. Here are some examples.

SEARCH TYPE AND EXAMPLE

AND. Wherever you have a blank space in a search query, a search engine
interprets that space as the word and. So typing in CLASSIC CADILLAC will
make the search engine look for pages that have both the word classic and the
word Cadillac on any part of that page, even if they are not connected. Typing in
CLASSIC CADILLAC to Google, you will get more than 2 million results from
pages that contain those two words.

QUOTES. Typing your phrases in between quotation marks will force the
search engine to look not just for the individual word, but for the words together
and in the order you specify. So, if you type in “CLASSIC CADILLAC” (adding
the quote marks), your search is narrowed down to a more helpful 120,000
results. A good start, but still too broad to be useful.

OR. Continuing the search, you could add the words REPAIR or MECHANIC
to the query if you want to find someone qualified to fix a Classic Cadillac. You
could type the query like this: “CLASSIC CADILLAC” REPAIR OR MECHANIC.
This tells the search engine to look for pages that contain the phrase Classic
Cadillac and also the word repair or the word mechanic. The OR search reduces
the results down to about 11,600.

MINUS. Adding the minus sign (–) will tell the search engine not to include
results with whatever term you place after the minus sign. For example, a query
of “CLASSIC CADILLAC” REPAIR OR MECHANIC-DEALER would subtract any
results that included the word dealer from your search. (It is important that there
be a space in front of the minus sign but not after it.) This search technique trims
our results down to about 600.
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You can continue this process to narrow down your results until you find the
information for which you are looking. Learning to identify the appropriate key-
words is not hard; it just takes a little practice.

These tips will work on almost any search engine, so if Google is not your
favorite, feel free to try them elsewhere, too.

SPONSORED RESULTS

Some search engine results are placed there by advertisers instead of being natu-
ral products of the search engine’s search process. In practical terms, they are usu-
ally the results that appear across the top and/or side of a search results page
under a heading that says something like “Sponsored Result” or “Advertisement”
or “Sponsored Site.” 

Although it is annoying to be constantly barraged by advertising on the Web
when you are a consumer, this type of advertisement can be very helpful to you
as a business owner. It can help you locate suppliers and determine who your
competitors are. 

Supplier Searches. Finding reliable, affordable sources for your products or
services is one of the foundations upon which any successful business rests.
Whether you are following an Efficiency Millionaire, Product Millionaire, or
Niche Millionaire strategy, you are going to be dependent on someone, some-
where for the goods, information, services, or technology that enables you to sell
to your target market.

Using Google or the other search engines is a great way to find the best sup-
pliers for you. By typing in keywords relevant to your needs, you can quickly
locate firms offering such goods from all over the world. 

With a few more clicks of the mouse, you can probably also e-mail these sup-
pliers or visit their websites to obtain pricing and delivery information. The days
of being dependent on local suppliers are over. 

The Sponsored Sites section of search engine results is a particularly good
place to look for potential vendors and partners. If a firm is advertising in these
places, it is a pretty good indication that the company is familiar with e-commerce,
will have a website to provide you with key information easily, and is more likely
to do business online and by e-mail 24/7—all of which can make your life easier
than it might be working with suppliers who still insist on phone calls or faxes
during normal business hours. 

Competitor Searches. Similar to locating suppliers, search engines are very
powerful tools for learning about and keeping track of your competitors. By typ-
ing in keywords relevant to your product, niche, or target market, you will be
able to call up listings of companies offering similar services. 

You will find many competitors already listed in the Sponsored Sites section
of the search engines. As with potential suppliers, this means that they probably
have websites where you can learn about their services and pricing with just a few
clicks of your mouse.

How can you find out how big a business your competitors are operating? It
can be difficult to judge how successful a competitor is by looking at its website.
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As I have shown you in this book, a good-looking site can be easily built without
necessarily having a big business behind it. So here are two additional tricks I rec-
ommend for analyzing your competition: reverse link searches and Alexa.com
searches.

� Reverse Links. One useful way to evaluate the popularity of a competitor’s
website is to learn how many other sites link to it. While this sounds like it would
be complicated, it is actually quite easy. Visit Google.com and type
link:www.thecompetitorsdomainname.com in the search box. Believe it or not,
this easy trick will produce a list of every website listed in the Google database
that links to your competitor’s site. 

� Alexa.com. This free website review and tracking service is owned by
Amazon.com. You can visit Alexa.com and type your competitor’s URL in the
search box at the top. Click on Web Search and it will give you an extensive
review and traffic analysis of the competitor’s website (assuming it has enough
traffic to be ranked). 

If these techniques show few links or little traffic to your competitor’s site,
they may not be as big a threat as you imagined. Pretty handy, eh?

SO WHAT?

Why all this interest in search engines, you ask? Because information is a com-
petitive advantage. If you know how to find higher-quality suppliers with lower
prices, keep up with the news relevant to your target market, and efficiently mon-
itor your competitors, your million-dollar business will be stronger and more
profitable. 
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To help you navigate the complicated and often technical world of e-business, I’ve writ-
ten this “plain English” glossary of 100+ e-business terms, buzzwords, and phrases.
Affiliate: A website publisher that has agreed to display commission-generating
affiliate advertisements on its websites. The affiliate displays these ads in hopes
of earning a commission or “bounty” from the advertiser when its users perform
the action specified by the advertiser, such as clicking on an ad or making a pur-
chase. Such commission-based advertisements are generally provided through
affiliate-ad brokering services or directly from the advertiser.
Affiliate program: An affiliate program offers an online advertiser the ability to
embed tracking codes in its website advertisements in order to track the users
who click on its ads and make purchases. The advertiser then shares these ads
with website publishers (often through an affiliate-program brokering service
such as Commission Junction), who post them on their websites. Once posted on
the publishers’ websites the affiliate earns a commission (“bounty”) each time
one of its users performs an action specified by the advertiser and tracked by the
affiliate program software. These actions usually include clicking on an ad to visit
the advertisers’ websites or make purchases there. See also Affiliate.
Angel: An investor in early-stage companies who generally invests more money
on more serious financial terms than a friend or family member, but less money
(and on less stringent terms) than a venture capital firm.
ASP: Application service provider. An ASP provides access to software through
the Internet, often for a monthly fee. Contrast this with traditional software
providers who sell a program package that users install and host on their own
computers for a one-time purchase price or recurring license fee.
Autoresponder: An e-mail utility that can be configured to automatically send a
prewritten e-mail response to any e-mail received, often an acknowledgment of
receipt or thank-you note.
B2B: Short for “business to business.” Refers to a business activity that targets
other businesses as its customers (instead of targeting consumers).
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B2C: Short for “business to consumer.” Refers to a business activity that targets
retail consumers as its customers (instead of targeting other businesses).
Bandwidth: The amount of data that can be transmitted through a network con-
nection. Dial-up connections offer low bandwidth and are consequently slow,
while cable modems offer high bandwidth and can consequently transmit data
more quickly.
Banner: A website advertisement that’s usually rectangular in shape.
Beta test: A testing phase late in the development of a new software or Internet-
based product where a number of users are invited to use the new application in
exchange for their feedback on improvements needed before the product’s release
to the public.
Blacklist: In the Internet world, a blacklist is most often a list of e-mail senders
who have been marked as spammers. Once posted on a blacklist, the e-mail sent
from the offending domain servers will be refused delivery by other systems
adhering to the blacklist. 
Blog: Short for “weblog.” A blog is a regularly updated commentary by an ama-
teur or professional writer posted on the Web. Topics covered by “bloggers”
include any subject imaginable, and the entries are usually formatted to post the
most recent entry first.
Bounty: In e-business, a bounty is most often a commission-type payment given
to a website publisher by an advertiser when the publisher’s audience members
perform an action specified by the advertiser, such as clicking on an advertise-
ment or making a purchase.
Browser: The software program that you use to view the Internet. Usually
Microsoft Internet Explorer, Mozilla, Firefox, Opera, or similar programs.
Business model: The process by which a business makes money. Simple exam-
ples include the retail sale of goods or services or publishing of content in order
to attract advertising dollars.
Button: A website advertisement that’s usually smaller than a banner.
Chargeback: The refund of a customer’s purchase price (plus processing fees) for
credit card purchases.
Competitive advantage: The advantage(s) that a person or business has relative
to the competition. Examples include unique products, bigger marketing budg-
ets, strong distribution, or experienced management. See also USP (unique sell-
ing proposition).
Content: An e-business word collectively encompassing information, pictures,
video, music, commentary, or other human-generated creative works. Although
an impersonal term, content is helpful shorthand when needing to distinguish a
website’s information or entertainment offerings from its technical services or
merchandise products.
Conversion rate: The rate at which a website’s visitors take an action desired by the
business owners, such as converting themselves into paying customers by buying
something. Usually expressed as a percentage, as in “14 percent of the 210,000 web-
site visitors converted into newsletter subscribers, and 3.5 percent into purchasers.” 
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Cookie: A small computer file that many websites place on the hard drives of
users who visit their sites in order to track the user’s activity and provide an
improved user experience.
CPA: Certified public accountant in traditional business but “cost per action” in
the context of e-business. This is a type of advertising where the advertiser only
pays a small fee for every online user who takes a specified action, such as buy-
ing an item on the advertiser’s website or filling out a form asking for more infor-
mation. See also CPC.
CPC: “Cost per click.” A type of CPA (cost-per-action) advertising where the adver-
tiser pays a small fee (usually less than $1.00) to the website publisher or advertis-
ing service every time a website visitor “clicks” on a specified advertisement.
CPM: “Cost per thousand” (where M is from the Roman number for 1,000). CPM
is the traditional way of charging for advertising, where an advertiser pays simply
based on the number of people who view an advertisement. A banner ad on a web-
site might command a $5 CPM, meaning that the advertiser will pay the website
publisher $5 for every 1,000 impressions delivered (i.e., people who view it). 
Craig’s List: An extremely popular online network that offers free classified
advertisements in dozens of major cities worldwide. The phenomenal growth of
this service threatens traditional newspapers’ advertising business and also offers
a great resource for entrepreneurs to locate resources inexpensively.
Digital: Digital is a buzzword used to describe any information delivered via a com-
puter-based system. The underlying structure of any information on a computer is
composed of binary digital code (either ones or zeros, which are digits). Practically
speaking, the process of measuring everything through tiny bits of computerized
information is contrasted with analog media or information produced through more
physical means, such as scraping a needle across a vinyl record to create sound or
unwinding springs slowly to move clock hands to track time. The Industrial Age was
based largely on analog technology; the Information Age’s tools are digital.
Discount rate: This is not a discount of any sort from the entrepreneur’s point of
view, but a fee charged by a credit card processor for accepting a credit card pay-
ment. Usually 2 percent to 5 percent is automatically deducted from the monies
received from the customer’s payment.
Disintermediation: The removal of an intermediary. For example, e-business has
disintermediated many middlemen because it can allow the consumer to deal
directly with manufacturers, instead of having to purchase goods from interme-
diary distributors.
Domain: The domain is the central part of any website address before the end-
ing suffix. It is also known as a URL, or universal resource locator. In the Web
address InternetMillionaireSecrets.com, the “InternetMillionaireSecrets” part is
the domain. Adding “.com” to it creates a complete domain name.
Domain forwarding: A setting on a domain name’s Web servers that can auto-
matically forward a website visitor from one domain to another. For example, if
a surfer types in the domain “www.InternetMillionaireSecrets.net,” she will auto-
matically be forwarded to “www.InternetMillionaireSecrets.com.”
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Domain locking: “Locking” a domain means to configure a setting with the
domain registrar service (from which you purchased your domain name) so that
it is “locked” and cannot be transferred to another registrar or owner without
confirmation from you.
Domain masking: Masking is when the same domain name that the user typed
in still appears in the browser’s address bar, even though the site being displayed
is actually located at a different URL (usually because the domain has been for-
warded). See also Domain forwarding.
Domain registrar: A service that licenses domain names and often also offers
ancillary services, such as domain forwarding, website hosting, e-mail, etc.
Double opt-in: Most e-mail newsletters simply require a new subscriber to input
her e-mail address into an online form in order to start receiving the publication.
A double opt-in list (as the name implies) requires an additional confirmation
from the new subscriber, such as response to a confirming e-mail sent out after
the initial e-mail subscription request is received.
Drop shipper: A service that ships out products upon the receipt of orders from
third parties. Practically speaking, this means an e-business owner may advertise
and collect orders for a product she does not own or ever take possession of
because the orders will be supplied and fulfilled by a drop shipper.
EIN: Employer Identification Number. A tax identification number that is
assigned to businesses in the United States by the Internal Revenue Service (IRS).
The business equivalent of a Social Security number.
Enterprise: A big business. Commonly seen in the phrase “enterprise software,”
meaning software designed to serve the needs of corporate customers.
Exit strategy: A strategy for concluding an activity and taking profits. Usually in
reference to how a startup company hopes to sell itself or go public to cash in on
successful growth.
Flash: A software program from Macromedia used for authoring web-based
graphic experiences and websites. Often appears as animation or cartoons.
FTP: File transfer protocol. A method of transmitting files across the Internet.
Often used to update website pages by “FTPing” files from the creator’s computer
to the computer server that hosts the website.
Fulfillment: The packaging and shipping of goods from a warehouse to a cus-
tomer. In e-business, fulfillment is usually in response to customer orders gener-
ated by a website. It is often accompanied by related services such as returns
processing, customer service, warehouse storage, and gift-wrapping.
GIF: Graphic image file. A type of image file format commonly used on websites
because it limits the colors in an image to 256, which reduces the file size and
allows for quick downloading. (GIF is pronounced with a hard “g,” like the word
gift, without the “t.”)
Gross profit: A business’s sales minus its cost of goods, but without deductions
for personnel and overhead costs.
Guestbook: Web page software that allows visitors to a site to type in their names
and comments to display to future visitors.
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GUI: A graphical user interface (pronounced “gooey”). It is the design of the dis-
play that you see when using a computer, online or offline. It refers to the shapes,
colors, and arrangement of the objects displayed on a PC screen. Most GUIs
today use clickable icons to represent files and documents.
Hosting: A website is composed of files of documents and computer code. These
files reside on a computer connected to the Internet, called a server, that is said
to “host” them and thereby offer access to that website to online users.
HTML: Hypertext markup language. The basic computer language or code in
which most Web pages have traditionally been written. In its simplest form,
HTML consists of plain English (in English-speaking countries) augmented by
“tags” that instruct the computer browser program how to display the text to a
reader (by adding bolds, underlines, colors, and spacing). See also XML.
IAB: Internet Advertising Bureau. The IAB sets standards for advertising banners
and buttons so that consistent sizes are used across the Web. These standards
enable advertisers to more easily create and deploy the same advertisements
across multiple sites.
IE: The Internet Explorer browser software program produced by Microsoft
Corporation. It is the leading Internet browser.
Impression: A single viewing of a Web page or advertisement by a single person.
IPO: Initial public offering. When a privately owned company sells its stock to
the public for the first time.
ISP: Internet service provider. A company that sells access to the Internet as a
service. Well-known ISPs include Earthlink and AOL, as well as telephone com-
panies selling digital subscriber line (DSL) service and cable companies selling
cable modem connectivity.
Java: A computer language often used for Web-based applications because it is
very good at transferring data across networks.
Javascript: A programming language most often used to add interactive features
to website pages.
JPG: A file format for images originally developed by the Joint Photographic
Expert Group (JPEG), it greatly compresses the file size of images commonly
used on Web pages in order to offer graphics that are quickly downloaded.
Keyword: A word or phrase important to a subject or Web page relating to that
subject. Keywords are used to help search engines identify the content on a page
in order to index it appropriately so that Web searchers can locate it. Keywords
are also used in pay-per-click advertising services, such as Google AdWords, that
offer website owners the opportunity to bid on keywords relevant to their sites in
order to have their advertisements displayed when a potential customer searches
on or visits a website relating to the keyword.
Leverage: As with a physical lever, the concept of leverage in business is that dis-
proportionately greater impact or reach can be obtained through use of a special-
ized tool or technique. In e-business, the inexpensive worldwide reach of the
Internet offers greater leverage to a small business owner than was cost-effectively
available to Industrial Age small businesses that were limited to local marketing.
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LLC: Limited liability company. A type of company that combines the legal and
tax structures of a traditional corporation with those of a partnership. 
LLP: Limited liability partnership. A corporation-type business usually reserved
for licensed professionals such as doctors and lawyers.
Merchant account: An account with a financial institution; needed for a business
to accept credit card payments.
Meta tags: Descriptive words and phrases about a Web page’s contents that a
page owner can include in that page’s code, but which remain invisible to the
casual user. Traditionally used by search engines to categorize a website’s content
for indexing in the search engine’s database.
Mobile: Wireless or cell phone related.
Monetize: To start making money from an idea, audience, service, or product.
Moore’s Law: Most simply put, the concept that computing power will continue
to advance rapidly and be accompanied by continued decreases in price. See also
Chapter 2 of this book for more details on this “law” created by Gordon Moore,
cofounder of Intel Corporation in 1965.
Nav bar: Short for “navigation bar.” This is the line of menu options and icons
that usually runs across the top of a Web page and/or browser. Clicking on it
allows access to different functions and content offered by the program or website.
Navigation: A website’s navigation is verbal shorthand for its arrangement of
icons and menu choices that enable a user to “navigate” its services by pointing,
clicking, and/or typing commands. See also Nav bar.
Newbie: A user new to the Internet.
Noozle: An e-mail newsletter.
Opt-in: Permission. When a user enters her e-mail address to request subscrip-
tion to an e-mail newsletter or similar service, she is said to have “opted in.” 
Overhead: Common business term referring to the costs of running a business
that are not directly related to production of its goods or services. Examples usu-
ally include office space and telephone lines.
Page rank: A number representing popularity and content relevance assigned by
the Google search engine to each Web page in its database of websites. Page ranks
generally start at zero for less popular pages and climb to 9 or 10 for the most
trafficked sites on the Web.
Parse: Geek speak for breaking a subject or item down into small component pieces.
Payment gateway: See Payment processor.
Payment processor: A financial services company that specializes in obtaining
authorizations for credit card purchases. An intermediary between the customer’s
credit card company and your e-business’s merchant account, the payment
processor receives requests for credit from the customer’s transaction and verifies
that the customer’s credit card account approves such transactions so that your e-
business’s credit card merchant account can then receive the funds.
PDF: Portable Document Format. A document format (like Microsoft Word or
WordPerfect) that allows you to create documents that preserve their formatting
regardless of the user’s system configuration and that cannot be readily modified
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by the recipient. Created by Adobe Systems, PDFs are widely used for e-books
and other documents that are distributed online when their authors do not want
them modified. 
Phishing: A fraudulent activity characterized by sending out e-mails that pretend
to be from a financial institution or other trusted account provider in hopes of
tricking recipients into clicking on links in the e-mail or visiting fraudulent web-
sites to disclose valuable personal information. 
Pixel: The smallest unit of display on a computer monitor. Each very small dot
of light and color on your PC screen is one pixel.
Podcasting: The digital distribution of recordings, usually via the Internet. To
create a podcast, a radio show or similar audio program is recorded and then
offered for distribution on a Web page so that interested listeners can download
it to their PCs or mobile media players for listening later, after the show has con-
cluded its normal broadcast time.
Pop-under: A type of online advertisement that appears on your computer screen
when visiting a Web page but is not visible until you close the current browser
window. The page you visit triggers the ad to appear but only “under” the active
window. See also Pop-up.
Pop-up: An online advertisement that “pops up” when you visit a Web page;  it
creates a new browser window containing an ad.
Portal: A broad term generally used to mean a content-rich website that contains
a lot of information or functionality. Yahoo is an example of a general portal,
while some others are more focused, such as iVillage.com, a portal providing con-
tent targeting women.
Productize: To create a new salable product out of preexisting information, serv-
ices, or goods.
Profit margin: The amount of profit remaining after all of a business’s costs are
deducted from its revenues. Usually expressed as a percentage.
QA: Quality assurance. The process of painstakingly reviewing all the information
and links on a website to ensure that it is complete, fully functional, and accurate.
ROS: Run of site. An advertising term referring to advertisements that are placed
randomly on any appropriate area of a website as opposed to being placed in a
specific section like a sponsorship.
RSS: Really simple syndication. A software protocol that helps online publishers
of information syndicate (i.e., automatically share) their information with other
websites on an automated basis. RSS “feeds” often use XML to allow headlines or
even whole articles of information to automatically appear on other websites
once made available by the originating website. 
Search engine: A huge database of information derived from World Wide Web
pages that a search engine company (such as Yahoo or Google) compiles and
makes available to users interested in finding information online. Users enter
keywords to query the database for related results.
Search engine optimization: The process of adjusting a website page’s content,
links, and meta tags in an attempt to influence the site’s ranking in the database
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of a search engine. Often focused on determining appropriate keywords relevant
to the site’s content and ensuring that they are distributed in the site’s content so
that the targeted search engine will increase the ranking of the site for that search
term. See also Meta tags.
Serial entrepreneur: A business person who has started multiple new businesses.
Server: A computer connected to the Internet that is specially designed to host
websites and allow speedy access to their files via the Internet.
Shopping cart: Software that mimics the use of a shopping cart in the real world
by allowing online shoppers to choose and hold items for purchase and complete
the purchase process by making payment.
Soft launch: The launch of a website (or other product) that is done without
accompanying publicity. Usually a soft launch allows customer testing and feed-
back without media attention in case bugs are discovered by the users.
Sole proprietor: An unincorporated individual who owns her own business
without partners.
Spam: Unwanted commercial e-mail. It should be noted that not all unsolicited
e-mail is considered spam by users if the commercial offer is targeted enough to
be interesting to the recipient.
Sponsored links: Commonly seen on search engines and increasingly on content
websites, sponsored links are advertisements for websites that are usually auto-
matically generated to appear depending on the search results or content of the
page displayed. The links displayed are often determined based on keyword
choices bid upon by advertisers.
Spyware: Pernicious software programs that “spy” on a user’s computer activities in
order to collect data on usage, passwords, account numbers, or similarly valuable
information in order to share it with the spyware’s distributor. Spyware is often
installed accidentally by users when downloading other programs that do not dis-
close its inclusion in the download, or by clicking on links in unsolicited e-mails.
Streaming: See Streaming media.
Streaming media: Audio or video content that is delivered to a user’s PC in
approximately real time. It is contrasted with downloading media, wherein a user
clicks to download a piece of media and must download the entire file and save
it to the PC hard drive before it can be played.
UI: User interface. The PC screen presented to the user that offers a software pro-
gram or website’s services for selection, usually by pointing and clicking using a
mouse or by typing text commands. 
Upgrade: To purchase or install a newer, improved version of a product or service.
Upsell: To offer a customer additional products, services, or options in an
attempt to increase her order. The classic upsell is the McDonald’s cashier’s well-
known refrain, “Would you like fries with that?”
USP: Unique selling proposition. The characteristics that any entrepreneurial
business should look for in its products or services that distinguish them from
competitors’. Similar to a competitive advantage but specific to the company’s
product/service. See also Competitive advantage.
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VC: Venture capitalist. A financial firm that specializes in investing money in early-
stage companies, usually in exchange for equity and management participation.
Virtual community: An online user group that shares common interests and
communicates primarily through Internet tools such as e-mail, message boards,
or chat rooms, as opposed to real-world face-to-face interactions.
Webcast: The transmission of audio or video content through the Web. Similar to
a closed-circuit radio or TV broadcast but only available to Internet users.
Webmaster: A job title referring to the person who is in charge of a website’s
technical operations.
WHOIS: An Internet service that lists the owners of domain names.
WYSIWYG: “What You See is What You Get.” A term used to describe various
graphic or website-building programs that show the results of a user’s input
exactly as they will appear once published on a website. This is in contrast to
other programs that only display work in computer code or in truncated versions
of the expected output.
XML: Extensible markup language. One of the languages used to create Web
pages. It offers greater flexibility and power for development of interactive fea-
tures than HTML, the original markup language of most website pages.
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