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In Apri l  2006,  while t radit ional  media was bleeding red def icit s,  Shawn 

Colo founded a new media empire t hat  inst ant ly became prof it able.   By 

February 2009,  Demand Media ranked 31 by comScore’ s Media Met rix,  higher 

t han t he IRS and Gannet t  sit es.   The current  readership for Demand  Media’ s 

propert ies,  eHow,  Cracked,  Golf l ink.com,  LiveSt rong.com (Lance Armst rong 

Foundat ion) Trails.com and numerous domains,  t ot als  77 mil l ion Unique Users 

a Mont h and 409 Mil l ion Mont hly Page Views.   

 His st ory should be of  int erest  t o al l  media ent repreneurs because he 

and his company have creat ed a new paradigm for media success.  

Don’ t Push – Pull  

Colo’ s philosophy seems simple,  “ Tradit ional media was push media.  

Demand Media is pul l  media. ”   Tradit ional media decided what  people should 

read,  raised money,  t hen paid sales people t o sel l  ads and market  t he product .   

In Demand Media’ s case,  it ’ s about  pul l ing informat ion f rom users,  search dat a,  

and advert ising,  t o f igure out  what  readers are looking for and provide cont ent  
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t hat  wil l  draw a prof it .  Tradit ional  media was driven by relat ionships,  while 

Demand media is driven by dat a.   Colo and his t eam of  hand-picked t echnology 

kingpins and social  media innovat ors have creat ed algorit hms t o det ermine 

what  t i t les and t ypes of  cont ent  on websit es wil l  prosper and grow.  The 

background t hat  lead him t o becoming a co-founder of  Demand Media was 

founded not  on j ournal ism but  on t echnology,  operat ion engineering and 

invest ment s.  

Colo’s Catapult to Capitalist 

Af t er Shawn Colo graduat ed f rom Princet on Universit y wit h a degree in 

Engineering and Operat ions Research,  he worked at  Harley Davidson,  

engineering t he operat ions for mot orcycle part s and t hen spent  a couple of  

years working on Wall  St reet .   He sent  out  100 resumes before he was hired by 

Spect rum Equit y Invest ors,  a privat e equit y company.   During his t en year 

t enure at  Spect rum Equit y Invest ors,  he learned how t o evaluat e companies t o 

ensure t hat  t hey made a prof it  for invest ors.   In t he lat e-ninet ies,  Spect rum 

Equit y Invest ors invest ed in t he dot -com explosion and t hen went  ont o buy and 

invest  in media companies.   

In 2005,  Colo was charged wit h invest ing $30 mil l ion “ at  a cl ip. ”   At  t he 

t ime,  media companies were over-valued.  If  Spect rum were t o buy one of  t he 

over-valued media companies,  it  would not  make a prof it .  When Colo was 

unable t o f ind a media company t o buy,  he decided t o form a media company 

buil t  on a synergy of  t echnology,  search engine research,  domain names,  and 

proven prof it able media product s.  
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Colo met  many media ent repreneurs,  whom he refers t o “ l i fest yle”  dot -

com publ ishers,  l ike Doug Colbeck,  founder of  Hil lCl imb Media which produced 

Trails.com and GolfLink.   Colbeck had a great  l i f est yle,  his websit es were 

prof it able wit h a passionat e communit y of  readers.   Colo saw t hat  t he l i fest yle 

web publ ishers were t he kinds of  media product s t hat  Demand Media could 

make even more prof it able wit h t he bet t er t echnology,  t arget ed cont ent  

net working and communit ies.   Anot her propert y t hat  had great  pot ent ial  was 

eHow.com,  because t here was “ no l imit  on what  it  could do. ”  eHow cont ent  

could be expanded and be about  anyt hing.  

Building Better Bigger More Social Media 

In Apri l ,  2006,  funded by a $120 Mil l ion invest ment  f rom Spect rum 

Equit y Invest ors Spect rum,  Oak Invest ment  Part ners and Generat ion Part ners,  

Demand Media was launched wit h t he purchase of  eHow.com,  eNom (wholesale 

regist rar of  domain names) and a port fol io of  highly prof it able domains.   

Demand Media owned 150,000 domains at  i t s incept ion t hat  fed t raf f ic t o it s 

media product s.   To co-found t he vent ure,  Colo brought  in t he man known for 

making MySpace.com prof it able,  Richard Rosenblat t  along wit h Yahoo!  

execut ives.    

The Demand Media algorit hms showed what  cont ent  and which t it les 

would be prof it able but  t hen t he company needed a way t o generat e t he 

cont ent ,  so t hey creat ed Demand St udios,  a sel f -serve Web 2.0 plat form for 

managing t he creat ion of  cont ent  feeds t heir web product s.   Tit les are l ist ed in 

Demand St udios where cont ent  creat ors choose t he assignment ,  creat ors 

del iver it  mult iple format s,  and copy edit ors review t he cont ent  t hat  is placed 

on net work sit es and af f i l iat es.   Demand St udios t urns out  10,000 new videos a 

mont h,  3,000 pieces of  cont ent  a day,  wit h a t ot al  of  350,000 art icles.     
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Demand Media also syndicat es cont ent  f rom blogs,  j ournals and onl ine 

publ icat ions.  They part nered wit h YouTube and their Expert Village channel is 

currently the 3rd most‐viewed YouTube channel of all time, as of March 2009. 

 Colo says he bel ieves in t he “ passion of  communit y” .   Demand Media 

st rat egical ly bought  prof it able media product s and t hen enhanced t hem by 

adding cont ent  based on search-based research,  and event ual ly adding social  

net working feat ures which t hey cal l  “ social  media. ”   Social  media increases 

user regist rat ions,  direct  t raf f ic and cont ent  cont ribut ions.  

Pluck Pulls in More Profits and Traffic 

For social  net working t echnology,  Demand Media acquired Pluck,  an 

ent erprise social  net working plat form in Apri l  2008.   Demand Media deployed 

Pluck t o maj or media companies such as Whole Foods,  The Guardian,  USA 

Today,  Frommer’ s and Conde Nast .   

Alt hough Colo did not  know t he exact  numbers of f  t he t op of  his head,  

he est imat ed t hat  t he Demand Media web product s are about  50/ 50 Demand/  

user-generat ed cont ent .   Demand Media has over 400 employees in house,  

edit ors and cont ent  creat ors are of f -sit e while communit y managers cul led 

f rom onl ine gaming companies,  are on-sit e guiding t he communit ies.    

During our int erview,  it  was clear t hat  Colo had a way of  seeing t he 

design of  media as an engineer,  he saw how st ruct ures could be enhanced,  t ook 

what  was good and made it  bet t er and had divine sense of  crunching numbers 

int o t o more prof it s.   

When Shawn Colo decides what  media propert ies t o buy he does not  see 

success as somet hing det ermined by background,  race,  nat ional it y,  or 

educat ion,  he said,  “ Some people j ust  know how t o make money. ”  
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Updat e f rom 2016 News Relase:  

“ Demand Media Propert ies Reach More Than 46 Million Unique 

Monthly Visitors in t he US”  

Content & Media revenue declined 43% year‐over‐year driven primarily by 

the divestitures of certain online properties including Cracked, traffic declines to 

eHow and lower ad monetization yields. On a pro forma basis eliminating the 

impact of the dispositions of the Cracked business and certain other non‐strategic 

properties, Content & Media revenue declined 30% year‐over‐year. 

“ Demand Media Propert ies Reach More Than 46 Million Unique 

Monthly Visitors in t he US”  


