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I ’ll be honest. I wasn’t a big fan of the web when it first started. 
It was unproven, we were operating the company on a tight 

budget, and we were running and gunning hard and fast. At the 
time, spending any resources on a website felt like a total waste. I 
mean, who was going to see our stuff online? Just a small group 
of computer geeks? No thanks.

But one guy on our team, Thomas, wouldn’t shut up about it. 
He was the typical crusty computer (now called “web”) guy who 
just happened to be working as a personal assistant for the EVP 
of our Financial Peace University division. Thomas kept bugging 
us about putting a site up to promote Financial Peace University, 
and eventually, he just did it on his own at home. He put together 
a few pages, bought the domain name, and boom—we were  
online.

This new thing called the web started to produce results. 
They were small at first, but gradually, as the world embraced it, 
“www” became a way of life. As primitive as we were at first, we 
were still on the cutting edge of small businesses using the web. 
Because Thomas started the whole thing for us, when he moved 
on to another company, we tried to outsource. Back then the web 
was starting to be something everyone talked about so a lot of 
supposed “experts” began popping up. Our outsourcing didn’t go 
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2  EntreLeadership

well, so we took the plunge and hired some dedicated program-
mers to just work on the website. Wow, who knew?

Very few people knew how to maximize the web in the early 
days—and we were no different. We hired five new programmers, 
but since we didn’t know what we were doing, it was hard to hire 
and lead them properly. Three of the first five hires were gone in 
a matter of months.

Back then, “web” and “marketing” were two words that no 
one had ever put together. We didn’t have an overarching plan for 
what we wanted to do online; we just decided to put some infor-
mation and tools out there for people to use if they wanted. We 
thought it’d be a potential source of sales leads and an easy way 
for people to find our live classes in their area.

Fast-forward to today. A little over a decade after launching 
daveramsey.com, about 80 percent of our revenue comes through 
the web. Now we have a full-time web team of more than sixty-
five programmers, software developers, designers, and web mar-
keters. I wasn’t sure about it at first, but I’m starting to think this 
Internet fad may stick around for a while.

The Web’s Rate of Change

Why tell you that story? The bottom line is that we didn’t know 
what we were doing at first. Heck, nobody knew what they were 
doing in the early days of the Internet! But now the truth is most 
companies can’t afford to stay totally ignorant about what the 
web can mean for their business. After all, the Internet is the big-
gest business tool to hit the marketplace in the past century. It’s 
the first time in history that a business has been able to go from 
zero to $1 billion in just five or ten years!

The web’s impact is moving and changing every day, and those 
who don’t stop to at least think about it may watch the world 
jump past them with the click of a mouse. Since the mid-1990s, 
the Internet has gone through three phases of impact on our busi-
ness. It started as informational, then became transactional, and 
has now shifted to an interactive/relational phase.
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Informational
For business, the web started as a simple means of blasting infor-
mation to a large group of people at one time. It was kind of like 
a virtual, global version of the community bulletin board that you 
used to see hanging on the wall of your local grocery store. As the 
text-based basic bulletin boards gave way to the World Wide Web, 
companies started putting up websites to promote their brand or 
service.

The very early versions of our site, for example, were basically 
online billboards with big graphics and just a few things to click. 
It was primitive, but it was a start. The goal then was just to use 
the web as a way to spread the word about what we offered.

The informational stage—which also included the popular-
ization of e-mail—also changed how we communicate inside and 
outside the office. I remember the first day I got an e-mail from one 
of my team members—from down the hall. I poked my head out 
of my door and yelled, “What’s going on? Are your legs broken? 
I’m right here!” Now I send a hundred e-mails a day myself to 
team members down the hall. Perspectives change, and the Inter-
net definitely changed how we pass along information.

Transactional
Pretty quickly, the way we used the Internet shifted from informa-
tional to transactional. That is, it evolved into a legitimate way for 
us to conduct business and interact with our customers. Instead 
of just passing information along, we added tools and features 
to the site that facilitated B2C (business-to-consumer) business in 
a totally new way. That’s when we started to realize that it was 
possible to do big deals and make big sales without ever actually 
talking to a customer. “If you build it, they will come . . .”

Interactive/Relational
I’m not a big fan of doing business with strangers that we never 
have to talk to. Our business is helping people, and it’s hard to 
do that if all they ever see are words on a website. We like to 
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interact with our customers on a personal level, and the transac-
tional phase of the Internet didn’t really let us do that very much. 
That’s why I’m so excited about where we 
are today: the interactive/relational phase.

The web has now evolved into a true 
two-way street. We can engage in actual 
conversations with our customers in a way 
that was never possible before. We have a 
huge Facebook and Twitter fan base, and 
our e-mail newsletters go out to more than 
a million people every month. And every 
one of those individuals gets the impression that we’re talking just 
to them—because we are. We take the conversation seriously, and 
we don’t just use it as a way to sell a bunch of stuff to a bunch of 
people. We learned pretty quickly that the conversation is the im-
portant part, and, of course, as trust develops in that relationship, 
we earn the right to market our products and services to those 
customers.

Constantly Evolving
We’ve already seen three very different, very distinct shifts in 
how the web impacts our business, and it is all still relatively new. 
I know without a doubt that we’re going to see these kinds of 
changes hit faster and more often as the Internet keeps moving us 
forward. That’s the way the web works, constantly evolving from 
one thing to another.

You can’t have a “once and done” mind-set when it comes to 
your web strategy. We’re going to look at some simple ways to take 
your business online, but remember that you have to reexamine 
this stuff fairly often. You can’t put a website up today and expect 
it to still be going strong, unchanged, ten years from now. Have 
you ever looked back at the websites we all used ten years ago? 
It’s like looking at the J. C. Penney’s catalog from 1972. Sure, we 
thought leisure suits were the cutting edge of fashion back then, 
but I dare you to wear one to work tomorrow!

The bottom line for you, the EntreLeader, is that you don’t 

Our business is 
helping people, 
and it’s hard 
to do that if all 
they ever see 
are words on a 
website.
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have to be an Internet expert or web guru, but you do need to 
keep a close eye on what is happening in the world, what tools are 
available, and how it all is affecting your business. What seems 
unnecessary today could be the key to your success five years from 
now. No one is expecting you to be an early adopter of every new 
Internet technology available. In fact, you could go broke trying 
to ride the cutting edge. However, you also can’t afford to be a late 
adopter of the things that can radically improve your business. 
Times change, and we’ve got to change with them.

Build the Better Website

Your first priority when it comes to building an online presence is 
pretty simple: get online! A church or business that doesn’t have a 
web presence looks completely out of touch with the people they’d 
like to attract. Don’t get freaked out, though. You don’t have to 
have a full-blown web page with all the bells and whistles, espe-
cially as your first step. You can start with a basic web ad or some 
simple e-commerce, but you need to have a web address for people 
to find you.

According to Jupiter Research, half of all small businesses with 
less than ten employees do not have a website. More and more, I 
think that’s a risky gamble in today’s marketplace, especially since 
80 percent of Americans now spend as much time online as they 
do watching television.

Picking Your Web Address
As a radio host, I spend a lot of time cutting commercial spots 
for our national and local advertisers, so I get to see a great cross 
section of businesses across the country. Even just a few years 
ago, almost every spot ended with the company’s phone number; 
now hardly any of the ads mention a phone number at all. I know 
before I ever sit down at the microphone that the last thing out of 
my mouth for each spot is going to be “dot com.”

Think about that when you see billboards or magazine and 
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TV ads. How often do you see phone numbers? Web addresses are 
so much more effective because they’re short, memorable, and di-
rectly tied to your brand. If you were driving down the interstate 
at seventy miles per hour and saw my face on a billboard, which 
would you have a better shot at remembering: “888-22-PEACE 
(7322)” or “daveramsey.com”?

As long as your web address isn’t absurdly long and compli-
cated, there’s a good chance that someone will remember how 
to find you online once they get back to their computer. But you 
should still prepare yourself for the fact that someone will mis-
spell your name, so buy all possible variants, including typos, ini-
tials, abbreviations, common misspellings, etc. You’ll also want to 
purchase the “.net” and “.org” versions. And while you’re at it, go 
ahead and buy the domain names for possible insults before any-
one else can. For example, we own “daveramseysucks.com” and a 
handful of other obvious attack names. Domain names are cheap 
to buy, and if I already own the name “daveramseysucks.com,” 
then a crazy loon with a grudge can’t use it to launch an anti-Dave 
site. You don’t have to do anything with the extra addresses you 
buy; you’re pretty much just taking them off the market so no one 
else can get them.

Monetize from the Beginning
Like everything else in business, you shouldn’t invest heavily in a 
website unless you can monetize it. Basically, if it doesn’t create 
revenue, you shouldn’t do it. However, in this day and age, it’s 
almost impossible for a web presence to not generate some rev-
enue for practically any business. The trick is to figure out how 
much revenue the site will create and then budget for that—and 
no more.

If you’re a local area plumber with only one or two employ-
ees, you don’t need to spend $30,000 on an elaborate website 
complete with plumbing tutorials, DIY articles, and profession-
ally filmed web videos. Chances are, you just need a simple site 
with your contact information that you can register with Google 
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Places, Google’s local search directory. That way, when people 
Google “plumber” and your zip code, they’ll find you.

If you’re a powerhouse real estate agent with a large sales 
team, you’ll want to do more than that. Real estate is an especially 
hot area for web services. In 1995, only 2 percent of home buyers 
used the Internet as part of their house hunt.* Compare that to 
2009, when 90 percent of buyers searched for houses online (and 
without a Realtor.)† That’s one area where the potential to mon-
etize has changed pretty dramatically.

Plan to monetize your site from the beginning. Early in the 
process, go ahead and ask yourself some key questions: Will you 
have advertisers? Will you make your money by selling product 
through your website? Is lead generation a primary goal? Are 
there affiliate programs that can/should be a substantial part of 
your plan? These are important questions that you need to figure 
out early. It’s hard to go back and cram an online business plan 
into a business that’s already up and running, so begin with the 
end in mind.

Do your research, be smart, and grow slow. You wouldn’t 
open your first office with walnut paneling and granite counter-
tops; the web is the same way. You don’t have to start with the 
best website on the net. Smart businesses 
start cheap, often on a card table with 
low overhead. The goal is to figure out 
what a “card-table beginning” looks like 
for your business’s web presence.

Content Is King
If you want your website to be more than just an online billboard, 
I have three words for you: content is king. Without content, you 

* “Home Buyer and Seller Survey Shows Rising Use of Internet, Reliance on Agents,” 
www.realtor.org, January 17, 2006.
† “How Do Buyers Shop for Homes?” Better Homes and Gardens Real Estate. www 
.bhgrealestate.com/Learn/Buying-and-Selling/How-Do-Buyers-Shop-For-Homes 
-.html

You don’t have 
to start with the 
best website on 
the net.
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don’t have anything to market or any reason for visitors to re-
turn to your site; you just have an online Yellow Pages ad. Great 
content, however, drives your message forward, engages your visi-
tors, and creates a conversation between you and a world of cur-
rent and potential customers.

Entrepreneur and author Gary Vaynerchuk says it best: 
“Story telling is by far the most underrated skill in business.”* 
In fact, the ability to share our message through story has been 
a driving force in our company since the beginning. When you’re 
selling life-change to people, you aren’t going to convince them 
with facts, figures, and boring statistics. 
Good content solves that. It gives you a 
chance to move past the what and focus 
on the why. Numbers can communicate 
what, but nothing says why like a good 
story.

That doesn’t mean you should just 
write gibberish on your site and expect dollars to start rolling 
in. You’ve got to focus on your core message and communicate 
it with excellence. Content that works isn’t about trying to trick 
people into giving you their money; it’s about using stories to 
communicate your passions. If you’re really passionate about your 
business, this shouldn’t be a problem. Most of the EntreLeaders I 
know can’t stop talking about their business!

Adding a steady flow of content to your website is incredibly 
easy and cheap. By choosing from one of several blog platforms, 
many of which are free, you can have a good-looking blog up and 
running in a matter of minutes. If you’re willing to spend a few 
bucks a month (a good investment), you could use a blog platform 
like WordPress or Squarespace to power your whole website. The 
blog tools are built in, and the great thing about these kinds of 
platforms is that they are built and designed for “regular people.” 
Translation: you don’t have to be a web geek to use them.

Your content should represent the voice of your company. 

* Gary Vaynerchuk, Crush It! Why Now Is the Time to Cash in on Your Passion, 
HarperCollins, 2009, p. 24.

Numbers can 
communicate 
what, but 
nothing says why 
like a good story.
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Grammar matters, of course—“sloppy” is not a valid writing 
style—but try to make the tone of your content match the tone 
of your business. For example, everything on daveramsey.com 
sounds like me. I didn’t write it all personally, but the website 
itself has a voice, and that voice matches my voice. That’s who my 
company is; it’s how we talk. If our website read like an old, stuffy 
401(k) statement, you’d get whiplash switching back and forth 
between it and my radio show. Your website voice has to match 
who you are; otherwise, people will think you’re faking it or that 
you’ve outsourced your message to strangers. Both of these will 
kill the conversation—and your credibility.

Remember, we say if you help enough people you don’t have 
to worry about money. Free quality content is serving your cus-
tomers at their point of felt need. It 
seems counterintuitive to furnish great 
information and not charge for it, but 
it grows customer loyalty and positions 
you and your company as the expert 
in your field. It is a great idea to post 
a downloadable “free report.” If you 
own an HVAC company, for example, 
you could post a free report called “Ten 
Tricks to Lower Your Heating Bill.” 
You will get people who come to you for 
HVAC questions and they will eventu-
ally become customers. Or, if you are a 
real estate agent, you could post a free 
report called “Ten Things to Do Before You Put Your Home Up 
for Sale.” That could bring in some great leads from people al-
ready thinking about selling their home.

All this wonderful free information in the form of website con-
tent grows your following, or what Seth Godin calls your “tribe.” 
The larger your tribe, the more they spread the word of your 
brand. This is how marketing is now done. Read Godin’s books 
Meatball Sundae and Tribes to get a handle on the cultural shift 
of marketing. We used to market by talking at people; now, and 
more so in the near future, we market by databases of friends we 

It seems 
counterintuitive 
to furnish great 
information and 
not charge for 
it, but it grows 
customer loyalty 
and positions 
you and your 
company as the 
expert in your 
field.

9781451617856_ms02.indd   9 9/21/11   8:34 AM



10  EntreLeadership

gather around our brand. Once you grasp the concept of walking 
billboards in the form of tribe members, you will become insanely 
intentional about databases, content, and social media.

A possible danger in content cre-
ation is your commitment to updating 
your site. If you make a blog a primary 
feature on your site, then you have to be 
prepared to update it often. If you don’t 
update the blog regularly, why should 
you expect anyone to read it regularly? People will immediately 
feel disconnected if they check your blog and see that it hasn’t 
been updated in weeks. Bottom line: it is worse to blog infre-
quently than to not blog at all.

Gary Vaynerchuk advises people who are thinking about blog-
ging about a particular product, service, or interest to start by 
coming up with at least fifty blog topics they could write around 
that one thing. That’s the minimum number of posts you need 
to really get a feel for how effective the medium will be for you. 
If you start with any fewer ideas than that, you run the risk of 
running out of blog ideas too quickly. Then your brilliant online 
content strategy just becomes a glaring failure for the whole world 
to see. There’s nothing wrong with failure in general—that’s the 
best way to learn some lessons—but it’s always best to fail when 
no one is watching. So, try to keep it off your company’s home  
page!

One last word about your web content: Don’t confuse mar-
keting promotions with genuine, interactive, informative content. 
You should have ten pieces of real content for every content-based 
promotion you offer. Too many companies use their blog only to 
advertise their products and then scratch their heads and com-
plain when it doesn’t seem to work. Think about it like television. 
Would you want to watch a channel that airs only commercials 
back-to-back without ever offering anything that’s fun to watch? 
Commercials work only because they break up the real content, 
the stuff people tune in to see. People aren’t coming to your web-
site to see the commercials; they want to enjoy your show.

It is worse to 
blog infrequently 
than to not blog 
at all.
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Searching and Finding
I just now searched the word “bankruptcy” on Google. It took 
.28 seconds to find 35,900,000 results. And out of those 36 mil-
lion results, guess what? The fifth search result on the first page of 
Google was a link to daveramsey.com’s “The Truth About Bank-
ruptcy” article. We’re number five out of 36 million. Do you have 
any idea how valuable that kind of Google ranking is?

Make no mistake: we’re living in a Google world. Sure, there 
are other ways to find information online—but not many. And no 
one else has anywhere near the reach that Google has. I don’t ex-
pect it to be this way forever, but companies doing business right 
now need to know how to get Google’s attention. There’s almost 
an art to it, and it’s called search engine optimization, or SEO. 
There are two keys to any good SEO plan: relevant content and 
inbound links.

The First Key: Relevant Content
Search engines thrive on content. If you post good, relevant con-
tent and make it easy to access on your site, then Google will 
reward you by sending traffic your way through search results. 
When I say “relevant” content, I mean it needs to meet people’s 
needs. Don’t just write articles about yourself and your business; 
write about topics that actually help people by addressing the is-
sues of the day. If you own a produce shop and you’re sitting in 
a down economy, you should be writing about how affordable 
bananas are and how eating them will minimize your doctor bills.

You also need to be very aware of the words and phrases you 
use on your site. Search engines index web pages by keywords, 
so make sure your content contains all the important, industry-
specific words and phrases in your field that people would search 
for. For example, my company’s main job is to help people take 
control of their money. So our writers and marketers have a list of 
money-related keywords that they include in our online content. 
That makes it easier for search engines to consistently find and 
rank our pages, which in turn makes it more likely customers 
searching online will find us.
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The Second Key: Inbound Links
Your Google ranking is not just based on your content; it’s also 
based on how popular your content is. Here, popularity is mea-
sured by how many people link to your site from Google. If Google 
sees that you have an article that a million people are linking to, 
then its algorithm assumes your website is incredibly relevant to 
whatever term someone is searching for and in turn continues 
to give your site a high ranking. That means you need to be pro-
active about getting your content out there. Find some creative 
ways to let other people, blogs, and websites know about your 
content. Develop relationships with other sites in similar fields. 
Point out the mutual benefits in linking to each other’s site. And 
be open to helping others with this, too. If they ask you to con-
sider linking to them, don’t just write them off. Take some time 
to see if it could really be a mutually beneficial relationship. By 
sharing links, you each win without hurting the other. It’s like my 
friend Zig Ziglar says: “You can have everything in life you want 
if you will just help enough other people get what they want.”

Google’s Toolbox: AdWords, Places, and Analytics
If you want to spend a little money (and I mean a little money), 
you can try something like Google AdWords. These are the little 
text-based ads that appear on the right-hand side of the screen 
when you search for something on Google. You can buy keywords 
at mostly reasonable rates depending on the popularity of the par-
ticular word. You can set spending limits, and you can even target 
your ads by location. If you own a sporting goods store, for ex-
ample, you can buy the keyword “dumbbell.” When someone in 
your local town searches for “dumbbell” on Google, your ad has 
a good chance of appearing on the first page or two of search re-
sults. That’s a great way to get your company’s information on the 
first page of a Google search, even if your website content doesn’t 
show up in the actual search results.

You should also register your business with Google Places. 
This is just an online directory of businesses that integrates with 
Google and Google Maps. It’s free to sign up, and it puts your 
company in Google’s list of local search results. So, if you own 
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Dave’s Donuts in Antioch, Tennessee, and someone near Antioch 
searches for “donuts,” Google will list your shop’s name and ad-
dress, and it will even drop a pin on your location on their online 
map and deliver door-to-door directions to your place. It’s like the 
old Yellow Pages on steroids!

And last, if you’re going to all this trouble, you need to track 
your results. Measure everything! Track your website visitors; 
get to know who’s coming to your site, where they’re coming 
from, how long they stay on your pages, 
where they exit the site—everything! That 
sounds like a pain for non-geeks like me, 
but fortunately, Google offers this level of 
reporting for free with Google Analytics. 
It’s a free service that generates and reports 
detailed statistics about your visitors’ be-
havior on your site. The best part is that 
it is not aimed at programmers or web gurus; it is designed for 
marketers. It’s simple to implement and easy to use. If your web 
company doesn’t offer good analytics, use Google’s. You can’t af-
ford not to know what your customers are doing on your website!

Selling Products Online
Most retail businesses should have some kind of e-commerce on 
their site, but don’t go overboard. It’s easy to drop tens of thou-
sands of dollars getting a quality web store up and running, but 
most small businesses don’t need it—especially at first.

There are plenty of high-quality, free-or-cheap ways to get 
started with e-commerce. The free solution may not be the most 
glamorous, but EntreLeaders aren’t that concerned with glamour; 
we’re concerned with doing what’s best for our business over the 
long haul. That might mean opening your first online store on 
something like eBay.

eBay has created a ton of millionaires. We talked about a cou-
ple in chapter 6, “Don’t Flop Whoppers.” The truth is, eBay is a 
fantastic way to sell your products when you’re first starting out. 
You can set up a merchant account, open an online store, accept 

You can’t afford 
not to know 
what your 
customers are 
doing on your 
website!
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electronic payments through PayPal, and start making sales—all 
in under an hour.

You can also go through some simple steps to sell your prod-
ucts through Amazon.com or to link as one of Amazon’s retail 
partners for items they don’t carry themselves. The customers 
still find you on Amazon, Amazon takes 
care of the payment processing, and 
then they pass the orders on to you. It’s 
a win-win-win for you, Amazon, and 
the happy customer who never would 
have found you otherwise. Amazon also 
has a great affiliate program that lets 
you put ads and links to different prod-
ucts on your own website. If someone 
clicks on your link to buy something on 
Amazon, you get paid an affiliate refer-
ral commission. If you pick the right products for your website’s 
audience, this could become a useful and profitable little add-on 
to your business or blog.

The bottom line with e-commerce is that you don’t need to 
spend a fortune to get started, and you don’t need all the bells 
and whistles on day one. Start simply, make some money, and 
then expand your online store using the revenues from the store 
itself. Between eBay as your e-commerce partner and Google as 
your marketing partner, you could have a pretty good online store 
up and running by the end of the day with practically no start-up 
costs. It may be a little quick and dirty, but this simple solution 
has built a lot of new fortunes in the past fifteen years.

E-mail Marketing

E-mail marketing is some of the best, most cost-effective advertis-
ing available today. It provides immediate access to your entire 
database of customers, and it is incredibly targeted and customiz-
able. My company has had huge success with this over the past few 
years; we now have over one million subscribers to our various 

If you pick the 
right products for 
your website’s 
audience, this 
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a useful and 
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business or blog.
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newsletters, and we’re able to track exactly how much each one 
of those subscribers is worth in terms of revenue to our company. 
And beyond the dollars, it allows us to have direct, one-on-one 
communication with our prospects and customers in a noncom-
mittal, nonthreatening format. It’s awesome!

We only use what Seth Godin calls “permission marketing” 
when it comes to e-mail. “Permission marketing” just means that 
the customer gives us permission to contact them by e-mail. We 
never assume someone wants to get e-mail from us; every one of 
our dozen different newsletters is “opt-in,” meaning the customer 
actively signs up to receive it. That is the opposite of what a lot of 
businesses do, which is buy a giant e-mail list from a third party 
and then blast messages to millions of strangers, hoping that a 
small percentage of them will bite. That kind of technique, also 
known as “spam,” is the worst kind of marketing etiquette imag-
inable. And besides being a crummy way to run a business, it’s 
also illegal in many cases.

Even if you have someone’s permission to contact them, there’s 
a real danger that a lot of companies ignore. That is, it’s easy to 
get so excited about your own product 
or service that you think everyone else 
wants to hear about it every day. They 
don’t. If you send e-mail blasts several 
times a week, you’ll lose their attention, 
create a massive swell of unsubscrib-
ers, and probably make a lot of people 
mad in the process. E-mail marketing 
can be an incredible blessing for your 
business, but if you’re not careful, it can 
also wreck your relationship with your 
customers. Don’t be a virus in anyone’s 
in-box, and always, always include a clear and simple “unsub-
scribe” link. You need to be easy to break up with!

Be careful not to view your e-mail marketing only as a way to 
communicate sales and other special offers. Think of it as an ex-
tension of your website’s content strategy. With a website, people 
have to come to you. With e-mail you have a shot to take your 
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message straight into someone’s in-box. That means your e-mail 
marketing should communicate your whole brand—who you are 
and what you’re about—and not just the deal of the week.

Besides deals and content, e-mail also gives you a great op-
portunity to get solid feedback about your company and products 
quickly and inexpensively. Adding simple polls to your e-mails 
provides a touch of interactivity to your messages, and it makes 
the reader feel like you really value their opinion. Pretty much all 
e-mail marketing services allow polling, so take advantage of it!

You can also get valuable information through e-mail market-
ing without ever bothering your customers with polls or surveys. 
Just take advantage of e-mail-measuring programs to get detailed 
statistics about how many people have opened your e-mails and 
which articles or ads were the most popular in your message. Plus, 
you can split-test different subject lines, calls to action, images, 
buttons, and just about anything else by sending slightly different 
messages to different groups of people and comparing the results. 
You can also watch your click-through rate, or the percentage of 
people who clicked on a link in the e-mail to go to your website. 
That shows a level of engagement that you want to encourage in 
your e-mail readers.

There are several fantastic e-mail marketing providers, so you 
don’t have to fly blind in this area. Just be warned—not all e-mail 
services are created equal. Treat them like any other vendor and 
take your time as you interview different companies to find the 
one that will work best for you.

Social Media and Video

I admit it. I was one of those grouchy old guys who mocked Twit-
ter at first. I don’t care what you had for breakfast this morning or 
what song you’re listening to right now! If I had a steady stream 
of people sticking their heads in my office door and saying this 
stuff instead of tweeting it, I’d slam the door on their noses! So 
why would I want to subscribe to a never-ending digital stream of 
these updates? But as it turns out, I just didn’t really understand 
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what Twitter and other social media networks were all about. For-
tunately, I have some young geniuses on my team that convinced 
me to give it a try. Now that I get it, I’m blown away by the energy 
and community that has grown up around our social brand.

Social media is the art of sharing stories and ideas through 
interactive communities like Twitter, Facebook, YouTube, and 
MySpace. It comes in all shapes and sizes and a variety of plat-
forms, but in its purest sense, social media is simply entering into 
a conversation that is already taking place. People are most likely 
already talking about your company on the 
social media sites. If they had a great expe-
rience with you, they’re already telling their 
friends and followers. If they had a customer 
service nightmare with your company, you 
can be sure they’re already letting the world 
know. The question is not “Will the discus-
sion happen?” but rather “Will my company 
be a part of the discussion?”

Gary Vaynerchuk calls this phenomenon 
“Small Town Rules.”* Your business, no matter where it is or 
how big it is, now operates in a global “small town.” Two hun-
dred years ago, if you owned a blacksmith shop, everyone in the 
area knew everything about your business. If you cheated some-
one, the whole town knew. If you were the best service provider 
in the region, the whole town knew. If you closed up early to go 
fishing one afternoon, the whole town knew. News spreads like 
wildfire in a small town through word of mouth. Social media 
has brought that back with a vengeance, only now, news spreads 
infinitely faster and farther than ever before.

Since you really have no choice about whether or not your 
company will be discussed in social media, I recommend you take 
some initiative and join the discussion. A key benefit of social 
media is the ability to develop a social personality for your com-
pany that makes you appear connected and approachable. If you 

* “Small Town Rules” web video with Gary Vaynerchuk. garyvaynerchuk.com/
post/247583674/small-town-rules.
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stay silent, then you are allowing other people to speak for you 
and portray you as anything they want. You’re essentially surren-
dering your social personality to other 
people, probably people who don’t like 
you very much since they’re always the 
most vocal.

Take Comcast, for example. For 
years, Comcast was taking a beating in 
social media for poor customer service. 
Then, Comcast employee Frank Eliason 
exploded onto Twitter under the name 
@comcastcares. He and his team scoured 
Twitter for any comments about Comcast’s service, and they 
moved fast to address any complaints. Over time, Frank became 
an Internet celebrity—just because he put a real, public face on 
a giant company that many people had vilified. If you ask any 
twenty something Twitter user about Comcast now, they immedi-
ately think of Frank and the great reputation @comcastcares has 
in the social media community. It was a simple step, but it totally 
turned around Comcast’s social media image.

The two social media giants of the day are Twitter and Face-
book, and the undisputed champ of online video is YouTube. 
There are several other great sites and services, but these are the 
three that attract most of your customers, so let’s hit some high-
lights for each one.

Facebook
It’s hard to ignore the fact that Facebook has quickly risen to the 
top of the social media heap. No other social site has the penetra-
tion, recognition, or sheer “cool factor” that Facebook has right 
now. Within six years of its launch in 2004, Facebook’s army of 
registered users swelled to over half a billion worldwide. The rea-
son for its popularity matches the reasons for the Internet’s initial 
growth: it makes communication easier. The Internet made the 
world a smaller place, and Facebook shrank it even further by 
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making person-to-person interaction incredibly easy and dynamic 
for everyone, not just the geeks.

For a lot of people, Facebook is the Internet. It’s where they 
get their news, product and service recommendations, e-mail, in-
stant messaging, entertainment, games, and everything else they 
want to see or do. But more than that, it’s where they connect with 
their friends and family. Did your kid just do something hilarious? 
You can tell everyone you’ve ever met at one time. Heck, if you 
got a picture of it, everyone can laugh along with you in seconds. 
That’s the power of connectivity and online community.

Here’s what you need to know as a business leader: recom-
mendations people get through Facebook carry more weight than 
almost any other marketing you can do right now, because those 
recommendations come from friends. Think about it. Are you 
more likely to go see a movie because you saw a newspaper ad for 
it or because your best friend told you it was the best movie he’s 
ever seen? Personal recommendations always carry more weight, 
and Facebook is all about personal recommendations.

Facebook gives you two options for creating a page. You can 
create a personal page, which is great for your personal life and 
connecting with your friends and family. Or, you can create a fan 
page, which is ideal for businesses. Fan pages give you space to 
inject your brand and business into the social conversation and 
promote your products. All a user has to do is click the “Like” 
button on your page and from then on, they’ll see any updates or 
comments you make to your page. Plus, all of their friends will 
see that they’ve “liked” your page, which will carry your fan page 
into other social networks. It’s the digital equivalent of half a bil-
lion people passing your business card to everyone they know!

Our company has a Facebook fan page with an active group 
of fans. That has given us a lot more than just a new marketing 
stream. It has essentially given us an always on, always talking 
focus group. If we need some feedback on a concept or need some 
ideas for new content, we “crowdsource” it, meaning we put the 
idea out there and see what our fans come up with. Usually, they 
have ideas we’ve never thought of, which is great for us and engag-
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ing for them, because they see that they’ve become a part of what 
we’re doing. It’s a total win-win!

We let our fans post whatever they want on our fan page 
(within reason), including criticisms. It took me a little while to 
get comfortable with the idea of giving people a public soapbox to 
rail against me, but the value has far outweighed the negative. Be-
sides, it gives our real fans the chance to defend our brand in pub-
lic on our behalf. You want some powerful marketing? Give your 
champions a place to raise your banner and sing your praises. 
Remember, all of their friends will see their comments about you. 
If you develop a passionate fan base, you’ll see all sorts of new 
customers and fans come in just to see what their friends are talk-
ing about.

Facebook has changed our business over the past couple of 
years. In a very short time, it’s become one of the leading re-
ferrers of traffic to daveramsey.com. And all of that traffic is 
made up of qualified leads who have sought us out based on the 
recommendation of their friends. That’s a sweet system, and it’s 
all free!

Twitter
Twitter is a service that allows users to post super-short, 140- 
character updates about whatever is on their mind. While Face-
book is more about the total package—updates, history, articles, 
stories, interests, photos, etc.—Twitter is all about the updates. 
You have 140 characters to get my attention. Go!

The main thing to remember about writing Twitter updates is 
that, like e-mail and even blogs to some degree, it can be difficult 
to express your tone in text. The fact that Twitter limits you to 140 
characters makes it even more of a challenge. For all intents and 
purposes, Twitter is tone-deaf, so make sure your words speak for 
themselves. Don’t assume people will get your tone, inflection, or 
hidden meanings; those things are lost on Twitter.

Your message will be completely lost—as in unread—if you 
tweet without looking at the clock. It sounds silly, but the best 
way to use Twitter is to schedule it. For example, if you’re on the 
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East Coast, you should never update Twitter before eleven a.m. 
The people on the West Coast will still be in bed, and since Twit-
ter is practically a real-time discussion, they’ll never see your post.

You can even create a Twitter calendar to plan out what you’re 
saying and when you’re saying it. That’s helpful in keeping you 
from bombarding your followers with marketing messages and 
promotions only. The same rule applies for Twitter as for blogs: 
have ten pieces of real content for every special or promotion that 
you throw in the channel. A lot of companies start a Twitter ac-
count, fill it all day long with sales and advertisements, and then 
whine that “Twitter doesn’t work” when they don’t see a big jump 
in sales. Well, duh! If you’re doing that, the reason it isn’t work-
ing is that you’re just beating people over the head with the same 
message, and that message is “Buy my stuff!” If someone called 
you at work fifteen times in a week and offered you a deal on their 
goods, would you want to take their call or buy their stuff? No 
way! Twitter is the same way. It’s not a commercial; it’s a conver-
sation. Treat it that way.

This is your opportunity to get personal with your follow-
ing. I tweet leadership and financial stuff every day, but I also 
slip in the occasional personal thought or tidbit. Last summer I 
tweeted a picture of my golden retriever water-skiing with me. I 
put it up just for fun, but twenty-seven thousand people viewed 
the photo within twenty-four hours. Go take a look: www.twit 
pic.com/237yai. Made you look. Do you see what just happened? 
We are talking about leadership, business, and online marketing, 
and you just stopped what you were doing to look at a picture of 
me skiing with my dog. Did I sell you something? No. But you and 
I are now just a little better friends than we were before you saw 
my awesome dog. Friends trust each other and we like to help our 
friends. Twitter is a conversation; never forget that.

Two final thoughts on Twitter: First, you’ve got to understand 
Twitter’s pace. It is a conversation, not a letter-writing exchange. 
If you choose to be active on Twitter, you have to stay on top of 
it. Responding to a customer’s tweet several days later gives the 
impression that you’re totally out of touch. Two days is essen-
tially ten years in Twitter time. Second, remember that tweets live 
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forever. A thoughtless or angry comment cannot be taken back. 
Even worse, it can be forwarded  . . .  and forwarded  . . .  and for-
warded. Publicly snapping back at just one disappointed customer 
can wreck your whole social personality, so take a breath and 
hold your tongue.

YouTube
A friend recently gave me a really cool gift—a Thompson machine 
gun replica. I did him a favor by speaking to his group for no fee—
just as a friend. Afterward we went backstage, and he pointed to 
a guitar case sitting on the table and indicated that it was mine. I 
said, “Dude, thanks so much, but I am in talk radio for a reason. 
I have zero musical ability, so I’m sure someone else could make 
better use of that guitar.” He laughed a little and told me to open 
the case. Inside was not a guitar but a very cool “Tommy gun,” the 
kind you’ve seen in old gangster movies with the round drum that 
holds a gazillion bullets, firing away at Bonnie and Clyde.

I got home with this gun and proudly showed it to my family. 
Over dinner, I was talking about it with my son-in-law, who is in 
his twenties. We wanted to take the gun to the firing range soon, 
but we had no idea how to get the drum off to load it. When din-
ner was over, I slipped off to my office to Google for instructions 
and I found them easily enough. At the same time, my son-in-law 
grabbed his laptop and went online to find a solution, too. Only 
he didn’t use Google; he went straight to YouTube. I found in-
structions, but he found video tutorials that showed us how to 
take the gun apart. His generation thinks of YouTube as a source 
of information; my generation mostly thinks of it as a place to find 
funny videos.

YouTube is penetrating the consumer’s psyche as a valuable 
source of information. Increasingly we are seeing the importance 
of a video clip instructing or informing your customer. For in-
stance, this book has a video trailer, like a movie trailer. That’s so 
you can put it quickly and easily on your website with our widget. 
If you don’t have a sophisticated website, including widgets, you 
can just post a helpful YouTube video with your information on it.
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YouTube doesn’t just assist your business; for a lot of people, 
YouTube has become their business. I recently got a call on my 
radio show from Shay Butler and his family. They were calling to 
scream, “We’re debt-free!” As we talked, Shay was pretty humble 
on air, but I got the sense that there was more to the story. I found 
out later that afternoon that I was talking to one of the premier 
YouTube celebrities—ShayCarl of the incredibly popular Shay-
Tards YouTube channel. ShayCarl’s daily reality videos highlight-
ing his family’s adventures have more than 325 million views. By 
using social media and free online tools like YouTube, he’s making 
more money that he’s ever made in his life by doing something he 
absolutely loves. This guy got it right, and he’s truly “living the 
dream.” The thing to remember is that what he’s doing—and how 
he’s doing it—wasn’t even possible a decade ago!

Now, you don’t have to become an Internet superstar to have a 
successful business or web presence. But you do need to remember 
that Facebook, Twitter, and YouTube are incredibly valuable tools 
you need to take advantage of. People who are online today expect 
more than a long page of scrolling text. They expect to see and 
connect with the people they’re doing business with.

Online Basics You Should Know Up Front

In 2008, my friend Jon Acuff was working full-time for a market-
ing company. He enjoyed his work but couldn’t get past the feel-
ing that something was missing, like he was supposed to be doing 
something that he wasn’t doing. Growing up in the church as a 
pastor’s kid and blessed with a quirky sense of humor and an eye 
for marketing, Jon had a unique perspective on the weird church 
stuff that most of us laugh about. He launched his blog, Stuff 
Christians Like, just for fun and was blown away by the response.

Within two years, the blog reached 1.7 million readers from 
97 percent of the countries of the world. He was committed to a 
consistent release schedule—at least six posts a week—and that 
was on top of his regular full-time job. He was up at five a.m. to 
work on the blog until he left for the office at seven a.m., then he’d 
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work all day and come home to his wife and two young kids. Jon 
was seriously busy. Without realizing it, he had launched a full-
blown small business, and he alone was the writer, editor, mar-
keter, customer service rep, publicist, and web designer. As the 
Stuff Christians Like brand grew, and especially after the release 
of his first book, a lot of people expected Jon to grow his site, 
make some improvements, boost the marketing, get advertisers, 
and do a million other things. The problem was that the whole 
thing took him by surprise. He told me, “I didn’t know how to do 
a lot of that stuff, and even if I did, I just didn’t have time. I was 
too busy making my widgets, my content.”

I hear that from a lot of small-business people. They get so 
focused on creating their product or brand that the whole web 
aspect just sneaks up on them. They put a website up because they 
think they’re supposed to, but they don’t know the questions to 
ask or the basics about building a web presence. So, when some-
thing goes wrong, the site breaks, or someone questions their web 
etiquette, they have no idea how to respond.

We’ve already covered a lot of things you could do to build up 
a successful web presence, but now, let’s look at five things you ab-
solutely have to do in order to be successful online. These things 
aren’t rocket science, but they are things that you may not know 
to ask as you get started.

Hire Professionals, Not Kids
Starting with the early days of the web, there was this perception 
that web design was a young man’s game. I mean a really young 
man’s game. You think back to the dot-coms of the 1990s and you 
can just imagine college-aged kids sitting around in jeans and flip-
flops, coding all night long and living off of Mountain Dew and 
cold pizza. Fifteen years later, that image is hard to shake. Some-
times it seems like everyone under thirty thinks he’s a webmaster!

The truth is that web design and site maintenance is a fairly 
mature industry. It grew up fast; it didn’t have a choice! If you 
want to take your business online, you’ve got to remember this 
is your business; it’s not a hobby. Your teenage nephew may be a 
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good choice to manage the family blog, but I wouldn’t trust my 
business to him if I were you.

Small-business people sometimes have a tendency to treat the 
web differently from other parts of their company, which is a huge 
mistake. If you had a friend with a college-aged son who was in-
terested in manufacturing, would you invite him into your factory 
to totally retool your production process? No way! Why, then, do 
so many of us do that with our websites? This is the same mistake 
a lot of people make when they sell their homes. They just use a 
friend whose hobby is real estate instead of hiring a pro who can 
get the job done with excellence. Whether it’s your factory, your 
website, or your home sale, you can’t afford to mess around with 
amateurs! Go get a rock star professional and get the job done!

When you’re hiring a webmaster or a web designer, you’ve got 
to treat it like any other vendor situation. You should take bids, 
interview several candidates, review samples, sign clear contracts, 
and all the other things we’ve already talked about in this book. 
Go back and read our chapter on contracts, vendors, and collec-
tions and apply those principles to your website pros.

But here’s a word of warning: yes, I want you to have some 
professional help to get your site up and running, but I don’t want 
you to blow tens of thousands of dollars right off the bat. It’s easy 
to get blinded by all the cool bells and whistles that you could add 
to your site, but all those features start to add up to a $20,000 bill 
from your web guy. Slow down and start small. There’s no reason 
to spend more than $5,000 for the first version of your website. 
In fact, with providers like Squarespace that provide all the back-
end, servers, support, and plug-and-play options you need to get 
started, you could be online for as little as $25–50 a month.

Finally, be careful where you direct your dollars. You could 
have the most feature-rich site on the web, but if it’s just plain 
ugly or if it is poorly written and has a ton of typos, you’ll do 
more harm than good. It’s smarter to have fewer features and 
have some money left over to hire a quality web designer and pro-
fessional writer/editor. That way, you’ll know your site works as 
intended, looks great, and reads well. Skimp in any area, and the 
whole thing could fall apart.
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Support Is Critical
Our business has a huge bump around the first of the year. Every-
body’s top two resolutions every year are to lose weight and to get 
out of debt, so my company and the local health club both see a 
huge spike in December.

Christmas of 2001 was a good time for us. The company was 
growing, and we were wrapping up the best December we’d ever 
had. We had implemented a new online store for the holidays, it 
had handled the traffic pretty well, and we were getting a surpris-
ing amount of online sales. Then, out of nowhere, our online store 
went down. I mean, it was gone. Customers couldn’t get to it at 
all. I started yelling at my web guys, and they started yelling at 
our hosting company to find out what was going on. It turned out 
that our hosting company decided to move their operations from 
Nashville to Atlanta over the weekend between Christmas and 
New Year’s. They unplugged our servers, physically loaded them 
into a van, and drove them five hours to Atlanta—all without tell-
ing us. That created a customer service nightmare and who knows 
how many lost sales. We switched vendors within a week.

We learned the hard way that support is absolutely critical 
when it comes to your web business, and that support goes be-
yond the talent you have on your own team. If your site is sitting 
on a server with a vendor, then that vendor has total control over 
your entire web business. You’re one power outage, disgruntled 
employee, or careless mistake away from your whole site going 
down, and you don’t have any control over it.

Now, don’t freak out. Those are extreme examples and hope-
fully you’ll never have to deal with that kind of situation—especially 
if you hire your vendors right. But you still need to be aware of the 
tech support issue. This is one of the core issues to discuss when 
interviewing vendors. You need to know that they’ll stand behind 
you and give your site the same attention and care that you would 
if you had a full team of programmers yourself. Here’s a list of 
things to know about maintaining and supporting your website:

Your on‑site web team and your hosting company have to be ac‑
cessible 24/7, 365 days a year. Our site went down between Christ- 
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mas and New Year’s, and the clowns managing our site were locked 
in a car—with our servers—for five hours. That’s a nightmare on 
top of a nightmare. Before you sign any contracts, make sure you 
have instant access to a real support person any time of day, any 
day of the year. If they can’t commit to that, find someone else.

Your site is not their playground. Web developers are incredibly 
smart people. They live to innovate, to try new things, to take 
risks in order to find new and better ways to do things. That’s 
great, as long as they don’t do their experiments with your web-
site. Your website is part of your business; you’re in charge, so 
don’t let them treat your business site as their private sandbox. 
Establish a rock-solid chain of command from the beginning 
with what I call “pixel permission.” That is, your web team can’t 
change a single pixel on the site without your permission. Once 
you get more comfortable with your team and vendors, you can 
relax that a bit, but it’s better to start strong and then delegate 
more as trust grows.

Don’t be fooled by the uptime guarantee. A 99.9 percent uptime 
guarantee is not a guarantee that your site will be up and running 
99.9 percent of the time. Usually, it just means that the hosting 
company will try to keep it up 99.9 percent of the time, but if they 
fall short of that, they’ll compensate you in some way for the lost 
uptime. The 99.9 percent guarantee has pretty much become a 
marketing cliché for hosting companies, so make your hiring deci-
sion on other factors.

Know the contingency plan. Technology is not magic. Sometimes, 
things break. Sites go down. You want to minimize that as much 
as possible, of course, but you also want to know your hosting 
company’s contingency plan in case of emergency. I mean, this 
is the panic moment for a small-business owner. There are few 
things more frustrating for a hard-charging EntreLeader than to 
have something break and to personally have no idea how to fix 
it. That drives me crazy! But just because you can’t fix the code 
yourself, don’t think you’re powerless. Your job is to know who to 
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call and how to reach the support team that can fix the problem. 
You need to know from day one how your team will handle any 
emergency that comes up.

Part of your contingency plan is to intentionally create redun-
dancy. That is, you need to have a backup of your hardware and 
software. You might even want to have a backup of your backup! 
Your whole website is essentially a blob of code, text, and images. 
That means you can easily back it up and restore your site fairly 
quickly after a serious crash. When we leased our servers off-site, 
we always had extras on the deal so we could get back online 
fast if something went down. Having access to “an extra one” is 
called redundancy, and you need to plan for that. If these things 
aren’t handled up front, you may find yourself haggling over a 
price for an extra server with your hosting company while your 
site is down; that’s the absolute worst bargaining position to  
be in.

And speaking of contingency plans, their answer to this ques-
tion cannot be “My sites never crash.” If you’re at the table and a 
vendor gives you that as their company’s contingency plan, stand 
up and run away. You’re dealing with small-timer that could—
and probably will—destroy your business.

Don’t Steal
In the Internet Age, it is easier than ever to steal someone else’s 
work, either deliberately or honestly, through ignorance of copy-
right law. In November 2010, a small New England magazine, 
Cooks Source, faced an enormous backlash after stealing, re-
editing, and publishing a blogger’s article about apple pie. When 
the article’s original author confronted the magazine’s editor, the 
magazine ignorantly (and incorrectly) replied, “[everything on] 
the web is considered public domain.” The editor even suggested 
that the author of the stolen article owed the magazine money for 
editing the piece before publishing it!*

* “Lifting of Blogger’s Story Triggers Online Furor,” Lance Whitney for CNET. 
news.cnet.com/8301-13578_3-20021959-38.html. 
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Cooks Source was forced to completely close up shop less than 
a month later, after a brutal Internet and Facebook campaign ul-
timately cost them all their advertisers. That’s a high price to pay 
for an article about apple pie! This incident abruptly ended the 
magazine’s thirteen-year run, all because the person in charge 
didn’t know that copyright law applies to the web. Don’t let this 
happen to you!

Articles, blog posts, and images you see online belong to some-
one. Do not steal someone else’s work for your website! It may 
seem easy enough to do a quick Google 
image search for the perfect picture, but 
you’re probably breaking the law if you 
just copy the first one you find and slap 
it on your site. There are plenty of great 
image services available that can provide 
the best image in high resolution at a fair 
price. The cost of stealing someone else’s 
work, even out of ignorance, is just too 
high. Besides, if you’re operating on the 
Golden Rule of business, this is a no-brainer. You wouldn’t want 
someone stealing your work, would you? Then don’t do it to other 
people!

Know the Space
Before you take your business online, spend time researching 
other sites within your field to see what is already popular and 
available. If you want to start a model-car business and launch a 
model-car website, you should know what the top ten model-car 
sites are, who their audience is, and how well they’re performing. 
When you do that research, you enter the game already knowing 
what people are finding when they type “model car” into Google.

That gives you a few advantages. First, it helps you set expec-
tations for your site. If the top site in your field gets ten thousand 
hits per month, you can be reasonably sure that you won’t get 
twenty-five thousand hits in your first month or two. Second, it 
gives you some examples to show your web designer. You can show 
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them a few sites and point out the features you like best on each 
one, along with some ideas for what you’d do differently or better. 
That gives you a great starting point for designing your own site. 
Third, and probably most important, checking out other existing 
sites introduces you to the audience. You get to see what kind of 
person frequents that kind of site by reading their comments and 
forum posts. While you’re there, you should join the conversation 
and start commenting yourself, but be careful. You’re just a visi-
tor on someone else’s site; don’t start trying to sell your stuff in 
someone else’s showroom. There’s that Golden Rule again, right?

Don’t Overcomplicate
Studies show that you have less than eight seconds to get some-
one’s attention when they hit your site. If they don’t see what 
they’re looking for, they’re gone and usually won’t come back. So 
forget all the cool features, options, information, and everything 
else you’ve packed into your site. If they don’t feel comfortable at 
the front door, they’ll never walk in. And then, no matter how 
“cool” your site is, you’re done.

Martha Stewart learned this the hard way. Her website was 
enormously popular and growing in 2007, so her team decided to 
make some changes to make the site more effective. In the second 
quarter of the year, they released major changes without proper 
testing, and the result was a disaster. They had an operating loss 
of $2.1 million that quarter, compared to break-even numbers in 
the same quarter the previous year.

When they dug into it, the problem became obvious. People 
had been coming to marthastewart.com for the content, pure and 
simple. Once they were there for the content, they engaged the site 
in other ways; but like we said before, content is king. The site’s re-
design was prettier, but it left only about five links to actual content 
on the home page. Wenda Harris, the company’s president of media, 
admitted, “That was a mistake. We put beauty before utility.”*

* “Execs Stumble in New Media World,” Paul Thomasch for The Globe and Mail, 
September 27, 2007. www.theglobeandmail.com/news/technology/article785043.ece 
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A lot of companies make the same mistake, but in different 
areas. Some put marketing before utility. Others put features be-
fore utility. But here’s the take-away: anything you put before util-
ity is not worth it. Your visitors come to 
your site for a specific reason. Anything 
you put between them and that reason is 
just an obstacle, and it will usually drive 
them away. You should never make 
someone work to find what they’re look-
ing for. It should just be right in front of 
them.

Think through the user’s flow 
through your site and minimize distrac-
tions and obstacles. And when I say “obstacles,” you should think 
“clicks.” Understand from the outset that you’ll lose money for 
every click you require on your site. If people are coming to you 
for content, your home page should have clear links to content. 
If people are looking for a lead form, you should make it big and 
bold so they’ll see it in the first few seconds. If you bury your 
goods four pages deep, no one will ever find them.

Conclusion: Online People Are Offline People

Business leaders ask me all the time, “What kind of people can 
I expect to find online if I dive into websites, blogs, and social 
media?” It’s a fair question, especially if you’re an old guy like me 
and you’ve always dealt with people face-to-face instead of face-
to-screen. What I’ve come to learn, though, is that online people 
are offline people.

Everything you do or say online should be governed by what 
Jon Acuff calls the “Living Room Test.” That is, if you wouldn’t 
do it standing in someone’s living room, you shouldn’t do it online. 
Or, in a business paraphrase, if you wouldn’t do it in real life, 
don’t do it online. So, if you wouldn’t launch your business with 
a huge, ridiculously expensive office and full office staff, don’t 
launch your website that way. If you wouldn’t trust your office 
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management to a teenage intern, don’t trust your website to one. 
If you wouldn’t say it to a customer’s face, don’t say it online. That 
kind of blows away a lot of the confusion about how to act online, 
doesn’t it?

People are people, no matter where they are or how you com-
municate with them. You don’t need to find your voice for the 
office and another voice for the web. You just need to find your 
voice. EntreLeaders view the web as a way to be transparent, not 
anonymous. In the age of Facebook and Twitter, businesses are 
learning that honesty is more important than branding or messag-
ing or talent. When you put yourself online, that’s it; the days of 
hiding as a business are officially over. And as someone who loves 
connecting with people, I couldn’t be happier.
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