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Bob Parsons, Bull Goose of GoDaddy
B y  J i m  R u e

BOB PARSONS, CEO OF GODADDY, INC. IS IN HIS EARLY FIFTIES. HE

has closely cropped, slightly graying hair and a brash, straight-
talking personal style. He grew up in Baltimore. At sixteen he was
working as a gas station attendant when he was robbed at gunpoint.
Two years later Parsons promised his high school teachers that he
would enlist immediately upon graduation if they would only give
him passing grades. They did, and so did he. After a six-week stint
of foot patrols in Quang Nam province, Vietnam with the 1st
Battalion 26th Marines, Parsons was reportedly walking point with
a small platoon when he got a rifle shot and a trip home. Though
Parsons returned to Vietnam after his release from the hospital, he
served out the rest of his two-year hitch in a safe billet as a classi-
fied materials courier.

SEE HIS “RULES FOR SURVIVAL” ON THE WEB

Parsons sees that six-week stint as a seminal period in his life in
which he formed attitudes about risk that have assisted him in his busi-
ness success. Says Parsons, “I don’t take things as seriously as maybe
I could. Most of the things we fret over are in fact trivial. I don’t get as
upset as I see some people do. I try to keep things in perspective and
because of that I tend to be more successful.”

There is no doubt about Parson’s business success. GoDaddy is his
third company. After graduating from the University of Baltimore col-
lege of Accounting with honors, he formed an office equipment leasing
company. Later, beginning in 1986, Parsons Technology made a lot of
money selling biblical search software. Despite the name, Parsons has
no inclination to preach, nor does it run in his family. He says, “My part
in that software was blown out of proportion—a fellow came to me
who is a very devout Christian and while I am a Christian too, I’m not
nearly as devout as this individual, and this was his deal. I helped him
package and sell his software and he formed a division of my com-
pany.” That division was the one producing Quick Verse scriptural
search software. Parsons also sold a variety of accounting and book-
keeping programs.

Parsons says he went broke twice along the way “while I learned
how to sell software” but by the time the company was ten years old it
had 1000 employees and was doing $100 million in business. He and
his wife were the sole proprietors of this lucrative and admired busi-
ness. When Intuit bought it in 1996 for cash, Parsons got a divorce from
his wife and retired.

Retirement didn’t set very well with him, though. After a year out of
the business (as per an agreement with Intuit) Parsons came out of
retirement and started GoDaddy in Scottsdale, AZ.

PARSONS STARTED GODADDY “AS A HOBBY”

Some hobby. As of this writing GoDaddy (the name means noth-
ing) is listed as number 102 on the Inc. Magazine list of fastest grow-
ing private companies. With 2004 revenue of $102 million and six
hundred employees, the company saw almost 900% growth between
2001 and 2004. As well it might. Basic pricing for web domain reg-
istration is very inexpensive compared to most others—about six
dollars a year. Another division of GoDaddy, Wild West Domains,
wholesales domain names to 21,000 customers and developers for
even less.

Parsons proudly states that GoDaddy is a 100% American firm with
no offshore call centers or development, no plans for any, and virtually
no virtual workplace. He also makes it clear that the prospect of a
GoDaddy IPO is not something he would welcome. “I think about serv-
icing our customers,” he says.

The beat goes on. At this writing GoDaddy registers a new domain
name every two seconds and has in excess of five million customers
who maintain 12 million domains through GoDaddy in all. The firm
offers a wide variety of domain registering and web development tools
and services, from domain name locks and anonymous registering
through detailed template website design and ecommerce. They are
masters of the art of upselling. Registering a domain name invokes a
pitch to register a plethora of others. It cost me all of two dollars to reg-
ister jimrue.com. I would never have thought to look for it, (nor do I
know what to do with it) but the GoDaddy software “noticed” it was
available when I set up my account for something else and suggested I
take it.
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THE NOTORIOUS SUPERBOWL ADS

GoDaddy has achieved a rare sort of notoriety among Internet com-
panies. For one thing, as one of the few dotcoms that has advertised on
the Superbowl and lived to tell about it, GoDaddy went on to success-
fully integrate the Superbowl into a more sweeping marketing strategy.
Superbowl executives are none too happy about it, either. After the
“wardrobe malfunction” of 2004, Parsons created a 2005 Superbowl ad
parodying the fiasco. That one was not censored but it did attract con-
siderable public criticism. By November of 2005 Parsons had a plan.
Thirteen separate ads were submitted and rejected before one was
offered that the Superbowl officials would allow. This was, of course,
entirely by design. The broadcast ad drove millions of Superbowl view-
ers to GoDaddy.com to see all of the rejected ads and find out what all
the controversy was about!

THE BOB PARSONS SHOW

Parsons also hosts “Life Online with Bob Parsons” on Sirius and XM
radio, by webcast through GoDaddy.com and via podcast. It’s not a
comedy. Parsons takes on controversial topics like illegal immigration,
the prison at Guantanamo Bay, the perverted-justice.com effort to
expose sexual predators who are using the net to troll for victims, and
any other issues he deems worthy.

“Life Online” is more Rush Limbaugh than Jon Stewart. Parsons
banters with his assistant, Nima Jones, much as Howard Stern and
Rush do with theirs. He advertises GoDaddy and grouses against those
who abuse the system. He often deplores and is embarrassed by and
ashamed of the acts of other firms and industry leaders. He is unde-
cided about Google’s place in China, but charges Yahoo as having per-
formed “sleazy” acts there, turning information about individuals,
presumably dissidents, over to the Chinese government.

SHOCK AND AWE

He is especially embarrassed and ashamed of the recent machina-
tions of Verisign and ICANN to hold captive the top level .COM
domain extension. Parsons exhorts that the cost of registering a domain
is dropping, and therefore so should the price. Instead, at Verisign’s
urging, ICANN recommended to Congress that domain registration
prices should be allowed to increase by as much as 7% per year. That
recommendation was accepted.

Parsons makes a good point. In 1995 one year of domain registration
cost $50, but it was two more years before they had a list of a million reg-
istered names. By the end of 2006 there will be 60 million, over half of
them dotcoms. Further, with online commerce, security and sophisticated
web software, domain registration isn’t as complicated as it used to be.
Parsons says $2 a name would be a fair price given modern technology.

But just as Parsons created a red herring by producing a multiplic-
ity of Superbowl ads, his complaints about Verisign may be self-serv-
ing also. Parson would like his firm to be the only one registering
names worldwide if that is possible. “I would like to see that happen
one day,” he says. But GoDaddy “only registers names in English.
Domains that involve international character sets are coming, but they
aren’t here yet.”  

Jim Rue writes and performs field service in South Orange County, California
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Bob Parsons comments on Verisign, the company that
administers the dotcom DNS, and the recent decision to raise
domain registration prices.

“For Verisign to pull off that deal is the epitomy of greed. It
would have been a coup for Stratton Sclavos (head of Verisign) to
get a virtual monopoly over the dotcom registry, which he did. It
would have been another to keep the charge at $6 per domain
name, which he also did. But for him to press to raise the price of
a dotcom by 7% per year is like having a guy who has hit a home-
run turn around and knock out the umpire’s teeth with his bat.

It’s a dark day for us. I have never seen a worse deal approved.”


