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The web promises lower cost, a broader audience, better customer interactions and a high tech 
image for your company. 
 
The web is thought of as a canvas for innovation. 
 
 
 
Examples 
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Evaluating Your Idea 
 
How do you begin to evaluate your Big Idea?   
 
Start with some questions. 
 

Questions to Ask 
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 EX: Show sourceforge.net – search for POS 
 EX: Jetpooling 
 
Recommended: “Free:” The Future of a Radical Price 
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Know Your Audience 
7������������

���������
������
���������6�

• :�����
��
��6 
• �����#������
����6 
• #������6 
• 	��������&��������6 
• ������
�?���� 
• #
�������.���������������6 

o �� 



 5 

o 5����7����� 
o @������� 

��

:����������������
��������������������������������
�������
��
��������������
��

�������������������������
��
������������������������������
����

��

�+��)
�
	��
�)�
��(�
 
 

Sidestepping Common Pitfalls 
 
 

Who Needs it 
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Catchfire Syndrome��
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Critical Mass 
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Some practical tips 
• Make it Free (can’t beat them so join them) 
• Pre-seed the DB 
• Affiliate with everyone 
• Be Patient 
• Consider a Different revenue model 
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Cost Expectations 
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Some inconvenient truths…. 
 

• Fact: the Internet costs less than brick and mortar 
• Fact: Technical knowledge reduces cost. 
• Fact: High quality development is expensive  
• Fact: You will still need a marketing budget.  
• Fact: You will still need customer service 
• Fact: You will need ongoing development for most big ideas 

 
We will talk more about this later. 
 
 

Automation 
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• Some automation is expensive and more costly than not bothering with it.  
 

• Service oriented web sites breed customer service issues.  
– People don't read help files  
– People won't watch your fancy video tutorial  
– People won't "get" how things work.  

 
 
Customer Service Formula 

– L = complexity of your product and UI (1-10) 
– C = how much the user is paying for it (0=free, 5 = more than $50) 
– D = average age of the user (1 = genX or younger, 2 for boomers, 3 for seniors) 
– E = energy required for customer service issues. A value of 2 requires little or no 

effort, a value of 38 means all your users will know your first name. 
 
   L + D + (C*3) = E 
 

Grasping the Technology 
 
If you find yourself saying “I’m not a technical person” then you should consider becoming one….  
 

• Development company or in-house 
• Server Platform – Linux, Windows? 
• DB Platform – MSSQL, MySQL, Oracle, Postgres 
• Engine – .NET, ColdFusion, PHP, JSP 
• Shared vs. Dedicated Hosting 
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Questions to ask: 
 

• How many users should I plan for?  
• What is reasonable cost for Hosting? 
• What is reasonable cost for hardware? 
• What is the backup plan? 
 
 
 

 

Estimating Cost 
 
The following items should be thought out clearly in advance… 

• Development Costs  
• Revision Costs  
• Maintenance 
• Marketing 
• Customer Service 
• Hosting  

Obviously there may be a host of other things. 
 
 

Development 
 
The only way to manage costs (time and money) for a project is to get control of the 
requirements! 
 

• Detailed description of every deliverable. 
• Line item estimate in hours 
• Bid choices: Fixed fee, “not to exceed”, Hourly 
• Clear guidelines for “in scope” and “out of scope” items.  
• Inclusion of some margin for revision within the requirements (use with caution). 
• There should be a substantial line item for QA, Project management and revisions. 
•  

 
Famous question – after a 10 minute conversation with me the potential customer will ask, “how 
much do you think that will cost?” 
 

Developers 
 

• Choice of developers impacts cost: 
– Contractor 
– Development company 
– Full service Dev company (design, develop, host etc). 
– Off shore 

• Choose someone capable of planning for growth and maintenance. 
• You get what you pay for. 
• Money spent in good development will save you money in the long run. 
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Scope Creep 
 

• Scope creep – when features or requirements are added after the project has been 
estimated and begun. 

• Some scope creep is innevitable 
• Mitigated by realistic requirements that include items for revisions. 

 
 

3 Corner Development 
 

• The 3 corners of development are Time, Money and Features.  
• Each corner has a corralary effect on a project. 
• Your developer or team must be able to control one of the corners. 

 
 

Timeline Expectations 
 

• Fact: There is not a predictable correlation between the size of the team assigned to your 
project and the time it takes to get it done. 

– Required reading on the topic is “The Mythical Man-Month” by Fredrick Brooks. 
• Pushing the timeline usually introduces defects and produces a diminished return.  

 
 


