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MEDIA TEMPLE INC. Culver City

Web hosting and software application services company

Founded: 1998 • Growth Rate: 283% • 2007 Revenue: $13.4 million

EARLY DAYS: In the beginning of
my career, I was working in the spe-
cial-effects industry in the movie
business. Then I worked as an infor-

mation technology manager. When the mid-’90s Internet and
dot-com business boom started, I thought Web hosting would be
a good marriage of my interest in digital art and my skills in
information technology. I started my own company in my apart-
ment. A Web designer in my neighborhood was one of my first

clients. Having worked in the creative industry, I knew
how to work with creative people and enjoy the collabo-
ration. Eight years ago, as I was expanding my business,

I got in contact with Media Temple, which was then headed by
two people, and we merged. 

FINANCING: When I first started my business, I depended on
my savings account. After my initial company was acquired by
Media Temple, we built the business through small amounts of
loans and various equity funds. We bill our customers in advance
so that we can operate and buy servers. Now we finance through
the cash flow of the business.

BIG BREAKS: It wasn’t a single event. The big break for the
company was when our services were accepted by the creative
community. 

BIGGEST CHALLENGE: Effective communication. We are
running a 24/7 company that never turns off. There’s no holiday

for Web hosting. It’s really exciting and challenging to build an
organization on the same page all the time.

SECRET OF SUCCESS: We keep our business simple and
relevant. Often times in the technology world, companies offer
things that their customers are not asking for. We listen to our
customers and accommodate them with 24/7 service and innov-
ative products. Some people call us the Apple of the Web host-

ing industry. Like Apple did, we figured out how to make tech-
nology easy to use and enjoyable to work with.

SAGE ADVICE: Common sense. I see a big difference in tra-
ditionally trained business people and untraditionally trained
people. I am one of the people who did not have a traditional
business background. That’s what makes me question the tradi-
tional business practice all the time. 

SPECIAL REPORT FASTEST GROWING PRIVATE COMPANIES

CPO COMMERCE INC. Pasadena

Develops and operates online outlet stores for new, closeout,
discontinued and refurbished home improvement products

Founded: 2004 • Growth Rate: 301%

2007 Revenue: $22.1 million

EARLY DAYS: I was returning a
thermostat to Home Depot that I
had not used. After getting my
refund, I noticed that the cashier
threw the returned item into a hold-
ing bin. They were sending the
returned products back to the manu-
facturer. Then I started thinking,
maybe there are manufacturers that
have a lot of these unused returned
products, which people might be
interested in buying. So I decided to
partner with leading brands in the

home improvement industry to set up online outlet stores to
sell their returned products.

FINANCING: For the first six months, I was putting all the
expenses on my credit cards. However, after we got our first deal
with Bosch Power Tools, we were able to raise seed capital from
wealthy individuals. Now we have 22 (online) outlet stores.

BIG BREAKS: Hiring the company’s Chief Operating
Officer Brooke Abercrombie several years ago. Having a
partner who can help manage company growth and people
has made a huge difference. 

BIGGEST CHALLENGE: Finding people to keep up
with the company growth is always challenging. We are
constantly hiring, but it is hard to find the right people. It
seems to be getting a little easier as we are moving beyond
the startup phase.

SECRET OF SUCCESS: We started with what turned out
to be a good concept. But the growth has been driven by very
good people who work really hard. This is not a 9-5 operation.
Our team is very dedicated and there has been very low

turnover. In addition to hard work, we guide the compa-
ny with a core principle of respect: respect for our cus-
tomers, our brands and for each other. Our biggest asset

is people, and we invest in them. Individuals can do amazing
things when given the proper resources, guidance and opportu-
nity.

WHAT’S NEXT: We are adding more leading brands. Five
more brands are launching in the next five months. We are
also expanding into new markets, including international.

SAGE ADVICE: Don’t underestimate the power of
persistence.

INTERVIEWED: Demian
Sellfors, chief executive

INTERVIEWED: Rob
Tolleson, founder
and president

HYDRA LLC Beverly Hills

Online advertising network based on a “cost-per-action” model that
allows advertisers to pay only for verified sales or customer contact
information

Founded: 2003

Growth Rate: 333% (No. 3 last year)

2007 Revenue: $69.3 million

UPDATE: (Profiled last year)
We keep growing despite the
economy because we have a
strong sales message. We tell

advertisers that we can run an ad in front of hundreds of millions
of consumers, and they only pay for the customers they get.
Also, this year we developed compliance teams and software
that monitor campaigns to make sure the ads appear where they
should. It provides a degree of safety for advertisers.

WHAT’S NEXT: We’re investing in technology to build a new
interface for (publishers) so they can easily find the best-per-
forming ads. Also, we’ll open a creative advertising service. We
never wanted to become an ad agency, but all along provided
consulting to our clients, and we found it’s a lot faster to make
the ads ourselves.

EARLY DAYS/FINANCING: Zac Brandenberg had done well
at another Internet venture and founded the company in July 2003
for under $100,000. Actually, two companies came together. We
had about nine businesses going between us, but we put our heads
together and decided to focus on building a performance-based ad
network. We were profitable within a few months. 

BIG BREAK: In online advertising, there has been a migration
away from paying for impressions toward paying for customer
acquisitions. That has worked in our favor. 

BIGGEST CHALLENGE: Managing growth. We had a high-
touch way of communicating with advertisers and Web publish-
ers. Now we have to manage higher volumes of business but still
maintain a high level of personal, human service. As you become

bigger, you must resist bureaucracy and red tape. We went
from three people at launch to 70 today. The growth also
involved technology upgrades. Some months we deliver 2

million new customers to 300-plus advertisers. The databases
behind those transactions can’t mess up.

SAGE ADVICE: Make sure you provide an added value. A lot
of people on the Internet try to buy low-priced ad inventory and
sell it at a higher price. They’re going under now. Unless you
add value to the process, you shouldn’t be in business. 
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Sellfors

From left: Doug Walker, Jason Walker, Adam Walker, Zac Brandenburg

INTERVIEWED: Adam Walker,
chief strategy officer

RINGO H.W. CHIU/LABJ
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