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Accel Partners, 112
Accounts receivable, borrowing 

against, 11–12
ActMedia, 92
Adelson, Sheldon, 46–47
Adidas, 66
Advertising:

not usable as revenue source, 
xx, xxi

old, ineffi cient model of, xii–xiii
Advertising agencies, as strategic 

 buyers, 140
Advertising networks, as revenue 

channel, 19–21
in hypothetical community, 171

Advertorials, 19–21
Advice, avoiding free, 134
Affi liated ad networks, as revenue 

channel, 19–21
in hypothetical 

community, 171
Agarwella, Rajat and Jayant, xvi

Age of Experience, 35–37
Aggregators, of mobile phone content, 

10
Alerion Partners, 92
Alexa ratings, 7

Angieslist, 124
OhMyNews, 5
Professional Rodeo 

Cowboys Association, 88
SecondLife, 12, 19

Allcom Corp., 19
Alternative medicine, ideas for online 

community, 94
Andreessen, Marc, 39
Anonymized 

conversations, xiii
in example business model, 28
selling of, as revenue channel, 7–9

“Antelope hunt,” xii, xxx–xxxi, 
113–115, 127

AOL, xxvii
Apple, 42–43
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Arbitrage fl ips, 135–137
Arrow, Kenneth, xxi
Ash, Mary Kay, xxvi
Authenticity:

comments on, 64–65
in hypothetical communities, 

156, 166
social networks and, 65–68

Authenticity: Brands, Fakes, Spin, and 
Lust for Real Life (Boyle), 65

Authenticity: What Consumers Really 
Want (Gilmore and Pine), 64

Authors, ideas for online 
community, 94

Automatic Data Processing, Inc. 
(ADP), 40, 41

Automobile design, ideas for online 
community, 94

Babcock, Dr. H. E., 47–48
Back-end payments, avoiding, 

130, 135
Background checks, reputation 

 management and, 6
Backgroundspi.com, 6
Baseball cards, 104
Bazaarvoice, 8, 65–66
BEBO, xxvii
Behavior, inventing in creative 

 process, 54–55
Benkler, Yochai, xvii, 36–37, 157–158
Berkowitz, Dr. Michael, 83
Berlin, Isaiah, xxix
Better Homes and Gardens 

magazine, 16
Biofuels. See Global warming–fi ghting 

online community
Bizrate, xvii–xviii
Blackboxvoting.com, 124
Blogs and bloggers:

online community launching and, 27
Sinclair Broadcasting boycott and, 

xvi–xvii
“Blue sky laws,” 98
BMW (Bayerische Motoren Werke 

AG), 42
Bower, Chris, xvi
Boyle, David, 65
Branding:

disruption and, 115–119
as revenue channel, 25

Bread:
community formation and, x–xi
as nonscarce resource, 61–64

Bridger, Darren, 64
Bristol-Myers Squibb, 4
Brokers, using for sale of business, 

129–130, 135
Business Week, xviii

“CalamityTower.com” example 
 business, 166–176

business strategy, 170
cash fl ow statement projections, 

174–176
marketing strategy, 167–170
strategic plan, 170–173

Captchas, 165
Carlin, George, 107
Carlson, Chester, 56
Carlson, Curtis L., 40, 177
Cash fl ow statement projections:

for credit card issues community, 29
for global warming–fi ghting 

 community, 161–164
for terror-fi ghting community, 

174–176
Children’s book authors, ideas for 

online community, 94
Churchill, Winston, xxix, 152
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Classical musicians, ideas for online 
community, 94

Clickworkers, 168
“Closets,” as loyalty builders, 

108–109
CNN, 159
CNNMoney.com, 14–15
Coffee. See Starbucks, target pricing 

and nonscarce resources
CollarFree, 120–121
COMDEX, 46–47
Commons-Based Peer Production 

(CBPP), 157–158
Communications User magazine, 46
Completely Automated Public Turing 

Test to Tell Computers and Hu-
mans Apart (Captchas), 165

Complexity, recommender online 
communities and, 25–26

Computerworld, 58–59
Concrete representations, in creative 

process, 54
“Conscientious Consumerism,” 157
Consumer response software 

(CRM), 37
Consumerlist.com, 66–67
Content:

consumers as generators of, 67–68
revenue in hypothetical commu-

nity, 171–172
Context, in creative process, 54
Conversations, anonymized, xiii

in example business model, 28
selling of, as revenue channel, 7–9

Cooley, Mason, 46
Corporations, entrepreneurs’ 

 dissatisfaction with, 143–150
Craigslist, xxv
Creative destruction, 119–120
Creative process, theater and, 51–56

Creativity, importance to theater 
 concept, 42–45

Credit cards. See also Fair Isaac Corp. 
(FICO)

example of selling community 
 rankings of, 8–9

prepaid, as loyalty builder, 102–103
prepaid, as revenue channel, 23–24
tip jar payments and, 5

“CreditEffi cience.com” example 
 business model, 25–34

cash fl ow statement projections, 29
isolation, complexity, and 

 regulation, 25–26
rate, review, recommend and, 

27–28
testing against formula, 30–34
tip jar and, 28, 30

Crull, Bob, 149
Csikszentmihalyi, Mihaly, 43–44
Cultural Creatives: How 50 Million 

People Are Changing the World, 
The (Ray), 65

Currency exchanges, 19

Data Communications User magazine, 46
Demonstrable Economic Justifi cation 

factors, 31–33
Design, importance to theater con-

cept, 42–45
Diebold Election Systems 

 Corporation, 124–125
Disraeli, Benjamin, 71
Disruption, xxvi–xxviii, 113–128

advertising model and, 113–115
branding, 115–119
endowment effect, 123–125
pain solving, 125
Schumpeter’s prediction of, 

119–120
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Disruption  (continued)
societal benefi ts and, 

145–146
voting communities, 120–123
wealth transfer, 126–128

Divestiture aversion, 123–124
Do-it-yourself, ideas for online 

 community, 94
Drucker, Peter, xv

Earn-out, avoiding, 130
EBITDA (earning before  interest, 

taxes, depreciation, and 
 amortization), sale of business 
and, 136–137

EcoMom Alliance, 121
Economist, 118–119
Effi cient markets, xxi
Elite status, as loyalty builder, 100, 

109–110
E-mail addresses, maintaining 

 anonymity of, 7–8
Endowment effect, 123–125
Entrepreneurs:

entrepreneurship as gift giving, 
110–111

problem-solving by, 143–150
Equifax Corp., 4
Etsy.com, 112, 149
Events, in rodeo example of multiple 

launches, 85–86
Exhibitor booths, selling space at users 

group meetings, 13–14
Experience:

Age of Experience, 35–37
as theater, 38–40

Eyres, Harry, xxii
EZ Pass, 11

Facebook, xx, xxvi–xxvii, xxix, 
39–40, 113

Failing, Bruce, 92
Fair Isaac Corp. (FICO), 4

example business model and, 25–34
Federal Express, 56, 159
Fees:

for credit cards, 23
for reputation management, 5–7, 

27–28
Financial buyers, 132–133

versus strategic buyers, 134–138
501-c3 organizations, 22–23
Florida, Richard, 64–65
Forrester Research, xvii
Foundations, establishing, 22–23
Fraud, rewarding reporting of, 

104–106
Free advice, avoiding, 134
Friedman, Milton, 105
Frind, Marcus, xxv

Garcia, Francisco, 26
Garfi eld, Bob, xviii
George, Kevin, xxviii
Getzels, Jacob, 43–44
Gilder, George, 110
Gilmore, James H., 64
Glengarry Glen Ross (Mamet), 

131–132
Global Nielsen survey, xviii
Global warming–fi ghting online 

 community, 153–164
cash fl ow statement projections, 

161–164
needs to address, 159–160
pent-up demand for, 157–159
revenue channels, 153–157
site features, 160–161

Gold Bond Stamp Company, 40, 177
Google, 45, 83
Grant money, revenue channels 

and, 22–23
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Green issues, EcoMom Alliance and, 
121–122

“GreenableWorld.com” example 
 business, 154–164

cash fl ow statement projections, 
161–164

pent-up demand for, 157–159
revenue channels, 154–157
site features, 160–161

Gretzky, Wayne, 1
Gross profi t margins, truthfulness and 

online communities, 4
Groundswellmedia.com, 19–21
Group Forming Scale, 168–169
Group-forming networks 

(GFNs), 169
Growth, documenting on community 

site, 71–72, 99–101

Harford, Tim, 73, 124
Harris, Bev, 124
Hasbro, Inc., xvi
Health care, community business 

model examples, 78–84
Heroes:

examples of community building, 
149–150

new kinds of, 150–152
High school athletics, ideas for online 

community, 94
Hines, Duncan, 48–50
Hines-Parks Foods, 48–50, 177
Holiday Inns of America, Inc., 41
Home Depot, xxvii–xxviii
Honda, Soichiro, 46
Horchow, Roger, 46, 89–90
Hurt, Brett, 8, 65–66
Hystersisters.com, 79–80, 83, 102, 149

IBM, 119
Iboats.com, 90, 121

Identifi ers, of membership, 
102–104

IDG, 56–59
IGE, 19
“Illuminating the Obscure Model 

Called Fair Isaac” (Garcia), 26
Income. See Revenue channels
Industry trade shows. See Users group 

meetings
Infomercials, 19–21, 92

in hypothetical community, 156
Initial public offerings, 135
Internet, as nonscarce resource, 62, 

63–64, 69
Investment bankers, sale of business 

and, 134
Invisibility, in Demonstrable 

 Economic Justifi cation factors, 33
iPod, 42, 43
“Irritation” business model, 

xxviii–xxix, 33–34
Isolation, recommender online 

 communities and, 25–26

J. C. Williams Group survey, xviii
Jacob, H.E., 63
J.D. Powers business model, as 

 revenue channel, 16–17
in hypothetical community, 

155, 156
Jobs, Steven, 42–43
Jodoin, Jennifer, 80–81
Johnson, Jeff, 41
Johnson, Samuel, 71
Johnson & Johnson, 4, 126
Judging judges, ideas for online 

 community, 94

Kalin, Robert, 149
Kelley, Kathy, 79–80, 149
Kentucky Fried Chicken, 13
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KickApps, 38–39
Kimberly Clark, 126
Kudos, as revenue channel, 12–13, 

18, 24
Kuroshin, 168

Lagging communities, purchasing of, 
93, 95

Land, Edwin H., 55–56
“Learning to observe,” 70–72
Leverage, purchase of company and, 

131–133
Levy, Steven, 42
Lewis, David, 64
Lexicographers, ideas for online 

 community, 94
Lifestyles of Health and Sustainability 

(LOHAS) market, 155–157
Linux, 168
Liquidation value, of business, 134
List, John, 123
“Lockers,” as loyalty builders, 

107–108
Logic of Life, The (Harford), 124
Lovell, J.R., 71
Loyalty builders, xxv–xxvi, 97–112

closets, 108–109
every member with own web site, 

101–102
lockers, 107–108
members searchable by victories, 

104–106
membership identifi er, 102–104
prepaid credit cards, 23–24
spokesperson, 111
status levels, 109–110
stock selling prohibited, 97–98
unexpected rewards, 111–112
“Watch Us Grow,” 99–101

MacLeod, Ewan, 111
Maguire, Chris, 149
Mamet, David, 131–132
Management fee, in hypothetical 

 community, 156
Managers, hiring to run community, 

148
Mapping, of web site growth, 71–72, 

99–101
Marketing:

multilevel, 50–51, 105–106
strategy of hypothetical online 

 community, 167–170
Marketing Sherpa, xviii
Marshall, Josh, xvi
Mary Kay Cosmetics, 13
McCarthy, Cormac, 16
McDonald’s Corp., 45, 159
McGovern, Patrick J., 56–59
Membership, positioning of business 

before sale, 139
Membership growth. See Growth, 

documenting on community site
Membership identifi er, 102–104
Merck, 4
Merger and acquisition brokers, 

129–130, 135
Miller, Kathy, 122
Miller, Marvin, 104
MLM organizations, 105–106
Mobile phones:

as nonscarce resource, 62, 69
porting community to, 10–12

Money, as unexpected reward, 
111–112

Montouri, Don, 158
Moulitsas, Markos, xvi
Multiple communities, starting 

 simultaneously, xxiv–xxv, 77–95
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business plan for rodeo-related, 
88–93

health care example business 
 models, 78–84

ideas for, 93, 94
ideas for rodeo-related, 84–88
purchasing lagging communities, 

93, 95
Multiple marketing channels, 50–51
Musicians, ideas for online 

 community, 94
MySpace, xx, xxvi–xxvii, 113
Mzinga, 38–39

Names, importance to theater con-
cept, 40–41

New York Times, 159
Newsletters:

ensuring truth of, 5–7
in hypothetical community, 

156, 172
Newspapers, as strategic buyers, 140
Nike, 41, 66
Ning, 38–40
Nonscarce resources, xxiii–xxiv, 

61–76
authenticity and, 64–65
authenticity and social networks, 

65–68
bread as, 61–64
economic leverage and, 75–76
“learning to observe,” 70–72
personality’s importance, 72
recommender online communities 

and disruptions, 68–70
Starbucks and target pricing, 72–75

Not-for-profi ts, as revenue channel, 
22–23

in hypothetical community, 172

Noticing, in creative process, 53
Novartis, 4, 126

Objectivity, in creative process, 52
Ohiga, Norio, 42
OhMyNews, 5
Oligopsony power, xv–xviii, 122
OneSite.com, 38–39, 149
Online communities. See Recom-

mender online communities
Online currency exchange, 19
Optimum price/cost factor, in 

 Demonstrable Economic 
 Justifi cation factors, 33

Originality, in creative process, 51–52

Packaged Facts, 157–158
Pain, solving of:

community launch and, 77
disruption and, 125
by recommender online 

 communities, xviii–xix, 13–15
societal benefi ts and, 146

Palestrant, Dr. Daniel, 82, 149
Parks, Roy H., 47–50, 177
Passion. See Loyalty builders
Passwords, legal issues of inheritance 

of, 107–108
Patientslikeme.com, 79, 80–81, 83–84
Perfect Thing: How the iPod  Shuffl es 

Commerce, Culture, and  Coolness, 
The (Levy), 42

Perfection:
in creative process, 52–53
versus satisfaction, in art, 43–44

Perkins, D.N., creative process and, 
51–56

Personality, importance to community 
site, 72
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Pfi zer, 4
Photographers, ideas for online 

 community, 94
Pine, B. Joseph, II, 64
Pink, David H., 42
Pinkson, Kimberly Danek, 121–122
“Playbill” solution, 56–59
Plentyoffi sh.com, xxv
Pluck, 38–39
Positioning of business, before sale, 

138–140
Prepaid credit cards:

as loyalty builder, 102–103
as revenue channel, 23–24

Prepaidcontent.com, 139
Problems, in creative process, 52, 

53–54
Proctor & Gamble, 115, 126–127
Professional Rodeo Cowboys 

 Association (PRCA), 85, 88
Profi t margins, 126–127
Property, transfer of. See Sale of 

 business
Providers, in Demonstrable Economic 

Justifi cation factors, 32
Psychotherapists, ideas for online 

community, 94
Public, sale of business to, 135
Publishing companies, as strategic 

buyers, 140

Quist, George, 45

Rasmussen, Andrea, xxviii
Rate, review, and recommend 

strategy:
in example business model and, 

27–28
in hypothetical community, 

172–173

Ray, Paul H., 65
Receivers, in Demonstrable Economic 

Justifi cation factors, 31–32
Recommender online communities:

costs and revenues of, 77–78
creating elegant, xix–xx
as new business model, ix–xiv
oligopsony power of, xv–xviii
solving pain, xviii–xix
tasks of, xiv–xv

“Red Brigade” column, reputation 
management and, 5–6

Regulation, recommender online 
 communities and, 25–26

Reputation management fee, as 
 revenue channel, 5–7

in example business model, 27–28
Resources. See Nonscarce resources
Retailers, 21–22
Rethos.com, xxi
Revenue channels, xx–xxi, 1–34

advertising not usable as, xx, xxi
affi liated ad networks, 19–21, 171
branding, 25, 115–119
“CreditEffi cience.com” example 

business model, 25–34
kudos, 12–13, 18, 24
porting community to mobile 

phones, 10–12
prepaid credit cards, 23–24
reciprocal forms of 

compensation, 69
reputation management fee, 5–7
retailers and, 21–22
selling of conversations, 7–9
setting up not-for-profi ts, 22–23
sponsorships, 14–16, 171
subscription fees, 3–4, 153, 156
synthetic currency, 17–19
tip jar, 4–5
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users group meetings, 1–3, 13–14
validation business, 16–17

Rewards:
giving unexpected, 111–112
in hypothetical community, 173, 176
ownership and, 97–98

RFID chips, 11
Rise of the Creative Class: And How 

It’s Transforming Work, Leisure, 
 Community and Everyday Life, 
The (Florida), 64–65

Rodeos:
multiple launch ideas for, 84–88
sample business plan ideas, 88–95

Sale of business, xxviii–xxix, 129–142
arbitrage fl ips, 135–137
fi nancial buyers and, 132–133
increasing measure of value before, 

133–135
list of likely buyers, 140–142
positioning of company, 138–140
strategic buyers and, 134–138
theater of, 130–132
using broker, 129–130

Satisfaction versus perfection, in art, 
43–44

Scarce resources. See Nonscarce 
resources

Schultz, Howard, xxiv, 75
Schumpeter, Joseph, xxiii, 119–120, 

145–146
Scrabulous, xvi
Searching, in creative process, 52
Seawright, Gary, 11
SecondLife, 12, 18–19, 119
Secrecy, importance to sale of 

 business, 134, 139
Securities and Exchange Commission 

(SEC), 97–98

Sermo.com, 79, 81–83, 84, 149, 173
Shoen, Sam, 40–41, 177
Shoppik, Haim, 149
Sinclair Broadcasting, xvi–xviii
Six Thousand Years of Bread 

(Jacob), 63
Slashdot, 168
Smallworldlabs, 38
Smart Start-Up: How Entrepreneurs and 

Corporations Can Profi t by Starting 
Online Communities (Silver), 
30–34, 128

Smith, Fred, 56
Social networks. See Recommender 

online communities
Social transactional framework, 36–37
Society, benefi ts to, xxix–xxx, 

143–177
entrepreneurs and problem-solving, 

143–150
global warming–foiling community 

proposed, 153–164
terrorism-fi ghting community 

 proposed, 165–176
Softball, ideas for online 

community, 94
Sony Corp., 42
Soul of the New Consumer: 

 Authenticity—What We Buy in the 
New Economy, The (Lewis and 
Bridger), 64

Spokesperson, for online 
community, 111

Sponsorships, as revenue channel, 14–16
in hypothetical community, 171

Spurgeon, C.H., 71
Starbucks, target pricing and non-

scarce resources, xxiv, 72–75
Status, loyalty building and, 100, 

109–110
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Stocks:
initial public offering of, 135
prohibitions from selling, 97–98

Stolen Honor: The Wounds Never Heal 
(documentary), xvi–xviii

Story, Louise, xxviii
Storytelling, theater and, 45–50, 

176–177
Strategic buyers, 133, 134–138

locating of, 140–142
reasons for investing, 137–138

Subscription fees, as revenue channel, 
3–4

in hypothetical community, 153, 156
Surowiecki, James, xviii
Synthetic currency:

in hypothetical community, 156
kudos as, 12–13, 18
as revenue channel, 17–19
selling to members, 11–12

Tarbell, Jarad, 149
Target pricing, nonscarce resources 

and, 72–75
Taub, Henry, 40
Taub, Joe, 40
Taxes, recommender online 

 communities and, xxi
Television, porting communities to, 

19–21
Terrorism-fi ghting online community, 

165–176
business strategy, 170
cash fl ow statement projections, 

174–176
marketing strategy, 167–170
strategic plan, 170–173

Thaler, Richard, 123–124
Theater, recommender online 

 communities as, xxi–xxiii, 35–59

Age of Experience, 35–37
creative process, 51–56
design’s importance, 42–45
experience as theater, 38–40
multiple marketing 

channels, 50–51
name’s importance, 40–41
“Playbill solution,” 56–59
sale of business and, 130–132
storytelling, 45–50
user groups and, 2

Theory of Economic Development, The 
(Schumpeter), 119–120

Tip jar, as revenue channel, 4–5, 24
in example business model, 28, 30
in hypothetical community, 

153, 156
TOPPS, 104
Trust:

entrepreneur-launched social net-
works and, 65–68

need to ensure, xix–xx, 37

Ude, Carolyn, xxviii
U-Haul Systems, 40–41, 177
Undercover Economist, The 

(Harford), 73
Unilever, xxviii–xxix
Univac, 58
Users group meetings, 1–3

as revenue channel, 13–14

Van Ahn, Luis, 149, 165
Vardi, Yossic, 42
Vassell, Bruno, III, 121
Ventresca, Marc, xxxi
Venture capital, 148–149

avoiding follow-on round of, 2–3
loyalty building and, 12, 98
ways to avoid need for, 7, 11–12
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Venture Capital Club of 
New Mexico, 11

Venture Wire, 139
Verifi cation, importance of, xix–xx
Victories, community searchable by 

members’, 104–106
“Virtuous cycle,” 169
Voting communities, 120–123

Wall Street Journal, 159
Wal-Mart online community, 8, 66
Walrasian equilibrium, 119–120
“Watch Us Grow” website section, 

71–72, 99–101
Wealth:

coming transfer of, 126–128
company acquisitions and, 130–131

Wealth of Networks, The (Benkler), 
xvii, 36–37

Web site, each community member 
given one, 101–102

Whois.sc, 6
Whole New Mind, A (Pink), 42
Wikipedia, xx, 6, 168
Wilson, Kemmons, 41
Winfrey, Oprah, 16–17
Wireless Developer 

Agency, 10
Wranglers National Finals Rodeo 

(NFR), 85
Wristbands, as membership 

identifi ers, 102

Xerography, 56
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