. Pets.com
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The infamous Pets.com sock puppet. This little critter was popular enough to fly in the Macy's Thanksgiving Day Parade, but it couldn't keep Pets.com afloat.
Few dot-com flameouts were as public and well-publicized as Pets.com. Pets.com was one of four (yes, four) online pet stores that arose during the Internet boom of the late 1990s. Pets.com made its name through a witty advertising campaign featuring an exuberant stoner-dude sock puppet and the slogan, "Pets.com. Because pets can't drive." The sock puppet was so popular it was turned into a balloon for the 1999 Macy's Thanksgiving Day Parade.

Blind to the fact that pet supplies made for lousy online sales (imagine the shipping costs on a 50-pound bag of dog food), Pets.com attracted big-name investors like Amazon.com, which came to own a 30 percent stake in the San Francisco-based company.

Pets.com had its IPO in 2000 and raised an impressive $82 million, but that wasn't anywhere near enough to make up for a leaky business plan. The stock went from a high of $14 per share at the IPO to a low of 22 cents a share [source: Wolverton]. In the end, the company tried selling sock puppet replicas and memorabilia, but even their famous mascot couldn't save them.

Only nine months after its IPO, Pets.com went to doggy heaven. However, the sock puppet lives on in commercials for car loan company Bar None, Inc.

5. Webvan.com
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Webvan trucks sit outside an Illinois distribution center on July 10, 2001 -- the day after the popular company shut its doors for good.
Webvan.com was almost too good to be true. Customers in seven major U.S. cities could sit at their computers, order a large (or small) amount of groceries and have them delivered to their door in 30 minutes or less. For city folks, who were sick and tired of struggling to find parking or lugging overstuffed grocery bags on overstuffed buses, Webvan was a godsend.

Unfortunately, it was also a financial pipe dream.

Launched in 1997, Webvan went public in 1999 and raised $375 million in the process. Yet even with this cash -- plus an incredible $1 billion from private investment firms like Sequoia Capital -- the company couldn't become profitable [source:Himelstein].

Analysts blame several factors for Webvan's demise, not the least of which was the great expense of building its gee-whiz automated warehouse infrastructure. Each 300,000-square-foot distribution center cost $25 million to build and employed 16 people (and a thousand servers) just to handle the back-end technology [source: Himelstein]. It ended up costing the company $27 per order just for processing and delivery. And with an average order amount of around $80, that meant continual losses [source: Mullins].

In a last ditch effort to save money, Webvan.com drastically cut the variety of products it offered on the site, which alienated loyal customers and brought sales to a screeching halt -- just in time to declare bankruptcy in 2001, a mere 18 months after its triumphant IPO.

