At 24, Jesse Rasch is the CEOQ of Webhosting.com,
a company he successfully grew from scratch into a
multi-million dollar corporation with more than 150
employees. Don't let his age fool you, Rasch has
owned and operated businesses since he was 17. He
started his latest, and most successful wenture,
‘Webhosting.com, just as the [ntermet started to
make its presence felt in the mid-1990s. His busi-
ness flourished practically overnight as internation-
al commerce began using cyberspace.

While studying business at McGill University in
Montreal, Rasch took notice of the growing number
of companies joining the World Wide Web. He decig-
ed to continue studying business outside the class-
room by starting a company in 1996 called
DynamicWeb, which specialized in Web site develop-
ment and catered to Canadian Fortune 500 clients.

Rasch explains that the more the company devel-
pped sites, the more his clients began asking him to
host these sites, After partnering with third-party
eompanies in the 1.5, that provided similar servic-
es, Rasch soon learned that there were not many
companies that specialized in hosting services. So
Rasch quickly assembled a party of computer sci-
ence students to help build a platform that would
allow DynamicWeb to host these Web sites and
empower its customers to manage their sites
through the DynamicWWeb’'s Web browser.

His business really took off after this expansion,
leaving less time to devote to business school. Hasch
would drop out before graduating.

“We decided we should focus on the Web hosting
exclusively and forgo the Web site development
because [ didn't really see an opportunity for explo-
sive revenue in that area,” says Rasch. “And | need-
ed to tell my mother that if 1 was going to drop out
of schoal, I had something that had the potential of
being very, very big."”

But this was not the first time Rasch had demon-
strated his talents as an entrepreneur. His first
business venture was at age 17, when he started an
A-frame real estate installation company called
Signs Upright.

“Ta put it in simple terms, | had a truck and |
drove around on the weekends and put up real estate
5igns on street carners for homebuilders and aevel-
opers in the Greater Toronto Area.”

He later sold the company to his six employees
and moved on to start another organization that
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sold natural gas and other deregulated products in
Canada. From an early age, Rasch had an entrepre-
neurial spirit that was constantly dreaming up new
ideas for businesses, and he was always looking for
apportunities to be his own boss,

After many entrepreneurial endeavours, it looked
like his creativity and perseverance were starting to
pay off. And it was only the beginning for
DynamicWeh.

“When we started selling Web hosting products
on the Internet, it was retail, 100 per cent,” says
Rasch. “[We told the companies:] we will put up a
Web site for your company and we will give you
Web-based tools o you can manage your E-mail
accounts, security, and storefront hosting on-ling,
any time of the day you want. You don’t have to pick
up the phone and call. That differentiated us from
athers who could not provide that level of automa-
tion to their customers.”

Already Rasch had made a better mousetrap that
he could offer to his clients. Yet his real success
came when he changed the company’s name and
domain to Webhosting.com, after a domain name
conflict with another company called DynamicWeb
in the L1.5. in October of 1998,

“ie went looking for a brand new domain name
and found Webhosting.com, which is a very power-
ful generic domain name, and powerful generics on
the Internet are wery attractive because they can



yield a lot of what's called “type-in-traffic.’ People
type in a domain name not knowing who will be
there, but they are looking for the product based on
a generic phrase that describes the product, which in
our case was Web hosting.”

When DynamicWeb became Webhosting.com,
sales quadrupled. The company started attracting
the attention of large telecommunication providers
and communication-service companies such as Bell
Canada and 5BC Communications, who wanted to
expand their services. Rasch then co-branded the
technology he was using, InQuent.

"InQuent is our wholesale brand that sells to our
channel partners,” explains Rasch. “Webhosting.com
is our retail brand.”

30, from two university students, Webhosting.com
grew into a lucrative business employing more than
150 people, with plans to grow to a staff of some
250 employees before 2001. His partner from day
one, Michael Apted, is still with Webhosting.com as
the vice president of technical strategy.

Sitting on top of the company like a proud moun-
taineer on top of a large summit, Rasch says that
being the president and CEO of a flourishing compa-
ry consumes all of his time as well as his thoughts.

“You're always thinking about the company and
it's always on your mind. When you have a vested
interest financially, when you have given a commit-
ment to your employees to keep them gainfully
employed, and to your customers to always deliver
the best product . . . it can consume you.”

With so much time spent developing his company,
at the age of 24, does Rasch feel he has missed out
on anything?

“Academically, no,” he says. “Socially, and from a
personal human development perspective, [ think so.
[1t"s worthwhile] as long as you have your eyes wide
open and you're conscious of the sacrifices you need
to make to grow a company, knowing that one day,
hopefully, it will all pay off.”

And it does seem to be paying off. Rasch just sold
a 51 per cent stake in his company to SBC

Communications (the second-largest local telephone
provider in the U.5.) for a record U.5.5115 million.

While Rasch may now be on easy street, starting
a company is full of challenges. He worked 18-hour
days to keep a tightly held equity structure, and he
originally found it very difficult to recruit the tal-
ented people he needed.

“The challenge of being able to hire smart peaple
was very difficult, especially when you are small and
YOour name ks not in the news, ™ says Rasch. “You have
to convince people you are a stable company and that
the paycheques will clear. As CEQ, it really becomes a
sales job and you have to spend a lot of time telling
people that this is a really great place to work.”

Looking back at the whole process, the upsides
and the downfalls, would Rasch recommend the life
of an entrepreneur to someone else?

“1 don't think that everyone that goes to business
school wants to be an entrepréneur,” says Rasch, ™[
don‘t think that most people understand the sacrifices
that entrepreneurs need to make to grow companies
and [ don't think that many people could deal with the
uncertainties and the constant risks of that. There is
great risk in having to make decisions knowing only 60
per cent of the facts but having to live with 100 per
cent of the consequences. 1 was willing to do that.™

Rasch plans to continue to build Webhosting.com
into the world’s largest provider of shared and ded-
icated Web hosting products. At the same time, he
also plans to give back to the community by helping
other businesses. He intends to spensor and support
other start-ups in the Greater Toronto Area and,
perhaps, the rest of Canada.

As the boundaries of cyberspace continue to
expand, Rasch will continue to find new ground to
break and new frontiers to conguer. It may be a
small world, but it keeps growing for this visionary
entrepreneur. (www.webhosting.com)

souwrce: " Conguering Cyberspace: Jesse Rasch Takes Web
Hosting by Storm, " by Tara Rose, Business Sense. Used with
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MYTHS AND REALITIES CONCERNING ENTREPRENEURSHIP

According to noted author-lecturer-consultant Peter Drucker, entrepreneurs defy stereotyping. He states, “1
have seen people of the most diverse personalities and temperaments perform well in entrepreneurial chal-
lenges.™ This suggests that some entrepreneurs may be true eccentrics while others are rigid conformists;
some are short and fat while others are tall and thin; some are real worriers while others are very laid-back
and relaxed; some drink and smoke very heavily while others abstain completely; some are people of great
wit and charm while others have no more personality than a frozen fish.

Despite all that is known about entrepreneurs and entrepreneurship, a good deal of folklore and many
stereotypes remain. Part of the problem is that while some generalities may apply to certain types of entre-
preneurs and certain situations, most entreprencurial types tend to defy generalization. The following are
examples of long-standing myths about entrepreneurs and entreprenenrship:*

* Myth 1 Entrepreneurs are born, not made.
Reality While entrepreneurs may be born with a certain native intelligence, a flair for innovation, a high
level of energy, and a core of other inborn attributes that you either have or you don't, it is apparent that
merely possessing these characteristics does not necessarily make you an entrepreneur. The making of
an entrepreneur occurs through a combination of work experience, know-how, personal contacts, and the
development of business skills acquired over time. In fact, other attributes of equal importance can also
be acquired through understanding, hard work, and patience,

* Myth 2 Anyone can start a business. It's just a matter of luck and guts.
Reality Entrepreneurs need 1o recognize the difference between an idea and a real opportunity to signif-
icantly improve their chances of suceess. If you want to launch and grow a high-potential new venture, vou
must understand the many things that you have to do to get the odds in your favour. You cannot think and
act like a typical bureaucrat, or even a manager; you must think and act like an entrepreneur. That often
means initiating action even if conditions are uncentain and existing rules have 1o be pushed to the limit.

* Myth 3 Entrepreneurs are gamblers.
Reality Successful entrepreneurs only take what they perceive to be very carefully caleulated risks.
They often try to influence the odds by getting others 1o share the risk with them, or by avoiding or min-
imizing the risk if they have the choice. They do not deliberately seek to take more risk or to take unnec-
essary risks, but they will not shy away from taking the risks that may be necessary to suceeed.

*  Myth 4 Entrepreneurs want to run the whole show themselves,
Reality Owning and running the whole show effectively limits the potential for the business 1o grow.
Single entrepreneurs can make a living, perhaps even a good one, but it is extremely difficult to grow a
business by working single-handed. Most successful ventures typically evolve to require a formal organ-
ization, a management team, and a corporate structure.

Myth 5 Entrepreneurs are their own bosses and completely independent.

Reality Most entrepreneurs are far from independent and have to serve a number of constituencies and a
variety of masters including partners, investors, customers, employees, suppliers, creditors, their families,
anid p;'essures. from social and community obligations. They do have the choice, however, 10 decide whether
and when to respond to these pressures.










































