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What Went Wrong?
‘What the Enthusiast Group Learned About Assumptions, the Hard Way

The idea behind the Enthusiast Group was to launch a series of community/social networking sites
around various adventure sports such as rock climbing, mountain biking, running, and horseback riding.
Its sites included YourMTB.com, YourClimbing.com, and YourHorseSports.com. The business plan
relied on users to create content for each site by sharing stories, pictures, videos, and advice, and to make
money via online advertising. The company was based in Boulder, Colorado, a seemingly perfect place
to build a portfolio of outdoor adventure Web sites. One strength of the Enthusiast Group's business plan
* lwas that by relying on user-generated content it could keep costs down by not employing writers or
paying freelancers for articles to populate the sites. What went wrong? '

It didn't work. Although interest in mountain biking, climbing, and the other sports that the
Enthusiast Group built Web sites for was increasing, the company was never able to attract enough
traffic to its sites to make a go of it. It turns out that several of the assumptions that were key aspects of
the Enthusiast Group's business plan simply didn't pan out. First, although relying on user-generated
content sounds good, it's tough to rely primarily on users. Users will submit interesting photos,
anecdotes, and videos, but people who visit the site will eventually miss the feature articles and well-
researched material that professional writers create for magazines, newspaper, and premier Web sites.
Second, while many Web sites are able to support themselves via ad revenue, it doesn't always work out.
The founders of the Enthusiast Group discovered that the outdoor industry isn't progressive when it
comes to online advertising, so it was difficult to convince them to go beyond banner and pay view ads.
Finally, in formulating the company's business plan, the notion of creating niche Web sites for t
individual sports won out over the idea of a creating a mega-site that included individual sections for
each sport. An advantage of the mega-site would have been to aggregate the traffic on one Web site, and
hopefully become more attractive to advertisers. Whether going with a mega-site over the individual sites
would have been a better option, we'll never know. o o
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The Enthusiast Group's failure is a reminder that all business plans are based on key assumptions
that should be carefully and thoroughly vetted as the plan takes shape. The best way to approach this task
is to conduct a feasibility analysis prior to writing the business plan, and discuss the business plan and its
key assumptions with as many people as possible. Even then, realize that all business plans entail risk.
Reflecting on the failure of the Enthusiast Group, cofounder Derek Scruggs remarked, "We got lots of
positive response to our business plan, but that didn't translate into success."
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