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| nt roducti on —

When | began ny journey into the vast cyberspace called

I nternet marketing back in 2001, little did | realize the
path I would follow or where | would end up six years
|ater. Like nost novices the ability to make noney quickly
wi t hout any | arge upfront investnent costs appeal ed greatly
to me — mght | say addicting. Seeking fortune and fane, |
junped into the deep end of the pool with both feet.

| first becane aware of traffic exchanges by way of nmy MPAM
menber shi p. Al though no | onger a nenber of MPAM | owe a
great deal to Mchael Russell and the | essons offered
within this online noney-nmaki ng course.

Back then the I esson on traffic exchanges centered on the
very basics — essentially, just join these recommended
exchanges and start surfing. There was no nention of using
spl ash pages, tracking your results, establishing a surfing
pl an or the inportance of branding oneself. Nowadays, of
course, nost surfers are at |east aware of splash pages,
tracking, etc., so we, as surfers, continue to nove forward
al ong the | earning curve.

This short report containing several essays of mne wll, |
hope, give you valuable insights into different ways to
effectively use traffic exchanges.

My thoughts stemmainly fromny experiences as a surfer
since 2001 and what |’ve |earned along the way; but, in
addition, ny experiences as a business owner, entrepreneur
and | eader al so shape ny views of the traffic exchange

i ndustry and how to use themeffectively.

Before we begin | want to thank ny Mom for her support in
my online ventures. Her uncanny ability to know “what’s
best” continues to help me steer the ship in the right
direction. And, of course, Jon Ason. | think every
surfer alive today owes a great deal to Jon, for his

pi oneering spirit in shaping the traffic exchange industry,
and setting the standard for excellent custoner care.

Be the best!

Darrell Dean
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Short-Term Thi nking —

We hear the statistics — alnost all surfers never achieve
the results they seek when advertising (surfing) in traffic
exchanges.

Why ?

Sinpl e question, but a conplicated answer. Many, nmany
factors could potentially prevent an advertiser from not
achieving their intended results. Those factors include:

- Not using splash pages (i.e., using generic affiliate
sal es pages)

- Not brandi ng oneself

- Advertising (surfing) on ineffective traffic exchanges

- Not tracking results and, therefore, no changes nmade
to increase effectiveness

- And on and on and on..

But do you know what | think is the biggest factor:
Short-termthinking. Let nme explain..

Creating an effective ad canpaign takes tinme. 1It’s called
repetition. A “law’ exists in advertising which says
sonething |ike “sonmeone nust see your ad at | east seven
times before they even becone renotely interested in your
product or service.”

It’s true. | knowit to be true because |I’ve tracked ny
results over many, many years. So...if it’'s true, and we
all nod our head in agreenent, then why shoul d soneone j ust
begi nning to use traffic exchanges expect to see stellar
results after one day? O after one week? O after one
nont h?

Lear ni ng Lesson:

- Establish an advertising (surfing) plan clearly
identifying your intended results in one, three or even
six-nmonth intervals. Wite them down. Track your actua
results (results neani ng page views vs.

clickt hroughs/si gnups vs. sales), and conpare them agai nst
your witten plan. Mke adjustnments as necessary.
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Wiy Less |Is Mire -

Back in 2001 ny m ndset was surf 25 traffic exchanges three
or four tinmes per week, 20 tinmes each. | even created a
fancy Lotus 1-2-3 spreadsheet — a checklist — to keep track
of ny surfing efforts, to ensure | surfed themall. | was
proud of nyself, | was advertising for free, using a plan.

But guess what ?
No results.

After a few nonths | becane frustrated and actually stopped
surfing altogether for a period of tinme while | tried other
forms of advertising. But that becane too expensive, so ny
t houghts turned back to traffic exchanges.

This time, however, | stopped and actually thought about ny
objectives. | did the follow ng math:

- M surfing ratio is 0.50 (for every page | view | earn
0.50 credits);

- | surf 20 times on each exchange; therefore, ny site
is showmn (viewed by others) 10 tinmes on each exchange;

- | surf 25 exchanges every tine | surf; therefore, ny
sites are shown 250 tinmes in total (25 exchanges x 10)
spread across these 25 exchanges.

Now stop — and think about the above surfing activity for a
moment. Is this an effective or efficient way to surf?

Well, | can’t answer for you, but | cane to the concl usion
it was neither effective nor efficient for ne.

So, here’'s what | did..

Wt hout changing ny available surfing tine, | started to
surf only 5 sites EVERY DAY (previously only 3 - 4 tines
per week), but surfed nmuch |onger on these 5 sites. |

al so, for the first time, started to track ny results.

nmodi fied my fancy spreadsheet so | could record, for each
of those 5 exchanges, page views (nunber of times ny splash
page was being viewed by other surfers) and clickthroughs
(nunber of times a surfer actually clicked on a link on ny
spl ash page), and then cal culated ny clickthrough ratio
(CTR 9% .
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VWhat | di scovered astoni shed ne!

First, the CTR % varied w dely anongst those 5 exchanges,
ranging fromzero to around 8% This was ny first

i ndication that maybe | need to replace a poor perform ng
exchange wi th anot her one.

Second, the CIR % varied wi dely between the various spl ash
pages | used.

No need to go further with this exanple — | discovered that
nmy intended results increased dramatically by only surfing
a “core group” of traffic exchanges every day. Sure, if |
possessed extra tine | would occasionally surf other
exchanges outside of this core group

Today, | still maintain a core group of 7 exchanges. |
ensure ny splash pages rotate in these exchanges 24 hours
per day, 7 days a week, 365 days a year.

Lear ni ng Lesson:

- Surfing | onger on fewer exchanges can create an effective
traffic exchange advertising strategy. Less is nore.

Est abl i sh your own core group of exchanges (even if it’s
only 2 or 3, it doesn't matter) and track your results.

You may becone surprised, just as | becane surprised.
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Selling To Sellers —

Soon after | began tracking ny results, another |ight bulb
cane on: |I'mtrying to sell to another seller.

Agai n, stop — and think about this for a nonent.

Question — why do you surf? To earn credits so that others
can view your site or splash page, right? But how many
times per week do you start surfing while saying to
yourself, O K, today I'mreally gonna | ook at every page
see to determine if | can buy sonething?

How many tinmes?
Zero, right?

But having said that, you do occasionally click on a link
or conplete an opt-in formto receive a report or other
information, right?

Wiy did you do that? Because the page caught your eye and
the information being provided struck a cord with you or
cont ai ned sone rel evance to your business or personal life.

So, if this is your surfing mndset, is that not also the
m ndset of the mpjority of surfers |ooking at your page?

So...stop trying to sell them sonething — they’ re not
surfing to buy anyt hing!

The reason why splash pages work so well in traffic
exchanges is because they are designed to grab your
attention, to nmake you stop and think — gee, am|

i nterested?

And | ead capture pages go one step further and hel p you
build your very own mailing list to a highly-targeted group
of individuals who raise their hands in the air (i.e.,
conplete your opt-in formon your splash page) and say yes,
| want to hear nore fromyou about this topic. How great
is that!

Copyright 2007 — Darrell Dean — All Rights Reserved Page 6




Inside The Mind of a Successful Surfer: A Journey of Passion and Purpose

Lear ni ng Lesson:

- Stop trying to sell sonething through traffic exchange
advertising. Instead, use a splash page or |ead capture
page to build your very own mailing list. |[If you do, your
results wll alnost certainly inprove dramatically!
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Brandi ng: The Forgotten X Factor -

Question — who would you rather buy from a conplete
stranger, or soneone you know and trust?

The answer is obvious — the person we trust, right?

The vast nature of the Internet gives rise to anonymty;
yet, age-old marketing principles still apply in that we
tend to buy only fromthose conpani es or people we trust.
Yes, we search all over the Internet seeking the
information we need in a conplete vacuum but when it cones
tinme to buy, we still need that “confort” |level wth whom
we're dealing with

Traffic exchange advertising is no different.

Putting your picture and nanme (and contact information) on
your splash pages acconplishes two nmai n objectives:

1) Externally, it makes you human, it builds recognization
and, over tine, it can lead to trust between you and your
audi ence.

Trust is built in tw ways in traffic exchanges. Using ny
own personal situation, first, those who happen to
subscribe to sonmething I offer or buy a product or service
| recomend end up know ng | stand behi nd what | say.

Second, for those surfers who never subscribe or buy from
me, they still see ny nanme on a consistent basis and over
the long run will tend to view nme as trustwort hy.

2) Internally, it makes you responsi bl e.

Now | don’t know about you but if I’mgoing to place ny

pi cture and nanme on a splash page, |’mgoing to make sure
what |'mpronoting is a val uable product or service which
can actually satisfy a buyer’s want or need, does so at a
reasonabl e price and is backed by a reputabl e organization
| trust and respect.

Brandi ng nakes you responsible — it forces you to eval uate

t he product or service you pronote. Sure, at tinmes the
tenptations arise to slap together a splash page and
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pronote the | atest eBook — but | don’t do it w thout
careful consideration of the consequences (i.e.,
reputation).

Lear ni ng Lesson:

- Branding yourself can give you a conpetitive edge over
others who ignore this rule and over tinme can lead to

i ncreased recogni zation and trust — all of which wll

i ncrease your surfing results.
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Passion: Internal and External Forces —
Bui | ding a busi ness — any business, online or offline —is
not easy. It takes hard work, courage, and the three “Ps”:

Per si stence, Patience and Passi on.
Let’s tal k about passion.

Internal ly, passion keeps us focused. In his book “I’m
Going To The Top,” John Harenra says “If you do not have a
strong “VWHY”, you will not be around | ong enough to |l earn
the “HOW of doing the business.”

Wen we becone passionate about sonething, we don't |et

m nor setbacks keep us fromstriving to attain our goals,
what ever those goals may represent. W nmake plans, we act,
we fail, we change our plans and we try again. But we
don’t quit when the going gets rough. So..

...why is our traffic exchange advertising efforts any
different?

| nmean, if we remain passionate about our business — notice
| said the word business, why else would you advertise? —
then why wll you let poor results only after two weeks of
surfing cause you to conclude “traffic exchange adverti sing
does not work?”

And sharing our passion with others, externally, can |ead
to excitenent and even increased trust between parties.
Next time you build a new splash page, try to convey a
positive nessage which reflects your passion about the
product or service you're pronoting.

In the end, passion is the glue which keeps us together.
It keeps us focused on our long-termgoals, not just short-
termresults. It helps us understand our “Wy.”

Lear ni ng Lesson:

- What ignites your passion? How can you translate that
passion into your traffic exchange advertising canpai gns?
Your internal passion keeps you focused; sharing your
passion with others, externally, helps you create trust

wi th ot hers.

Copyright 2007 — Darrell Dean — All Rights Reserved Page 10




Inside The Mind of a Successful Surfer: A Journey of Passion and Purpose

Concl usi on —

The collection of essays in this special report are
designed to nmake you stop and think about how you use
traffic exchanges.

There is no right or wong way to use traffic exchanges.
Each of us nust devel op our own uni que strategies that work
for us. While it is inportant to |isten and understand how
ot hers make effective use of this advertising nmedium it’s
equal ly inportant for us to find our own way.

Don't let fear stop you fromtrying different tactics.

It’s QK to fail — just fail small. W learn nuch nore
fromour m stakes than we do from our successes.

Look at the pages you see while surfing; jot down any

spl ash page ideas, or font style, or pictures, or whatever.
You are getting a free | esson!

If I can help you in any way, please do not hesitate to
contact ne. |I'mhere to assist and support you!

Happy surfing!

Darrell Dean
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