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TheBeginnersReference Guide To
Master Marketing TechniquesThat Will Spontaneously Put Cash into
Y our Pocket Each and Every Time You Present an Offer

I’m willing to bet that you have at |east a dozen products that promise to
deliver targeted traffic to your website stored on your hard drive right now.
Some promise to deliver tonsof targeted buyers salivating to purchase your
product or service by the means of free services readily available on the net,
all you have to do is create the system then Rinse and Repeat. Some offer a
more advanced paid version in building a complete traffic system through
their own affiliate links. | hope that they were free reports.

It always chapped me to download a report that its sole purpose was to
create a down line of customers on behalf of the person that passed the
report on to you. But then again, without a singlelogical thought, you
followed orders and bought the re-branding rights and passed it on tothe
next hopeful soul. I’'m aware that the marketing gurus have told you
repeatedly that, that is the smart thing to do. At the time, | bet, you weren’t
awarethat you just shot yourself in the foot by the sheer mentality of it.

And Now! You have a mess full of unresponsive people in your down line
and in your mailing list that are unwilling to pitch in adollar for what you
have to offer. Don’t bother trying to continue on contacting your dead down
line or your unresponsivelist. You're just wasting your time and energy
because they are on to the next biggest, badest thing.

What were the Gurusthinking?

Cashing in on the Robotic Mentality is what they are thinking and doing it
quite well, too.

Now that your sitting there with your eyebrow slightly raised and just to
make sure | have your attention, how would you likeit if | told you that all
those systems that you purchased, downloaded, and took the time to build,
don’t really work like they said they would. Did that raise your other
eyebrow? | thought so but, you more than likely already knew that in the
first place.

It was “hope” that fueled the remote possibility that “this time” financial
security might happen for you and that “this time’ you would be able to



accomplish that well deserved financial bliss everyone israving about. Y ou
keep on hunting and buying but your thoughts are; you just haven't found
your golden egg yet. So, you keep searching.

“Hope” sure can be powerful.

Oh by the way, | forgot to ask you, how do you like maintaining all those
somewhat complicated and tedious traffic systems you bought into and
built? Not to pissyou off, | wasjust asking.

It'sreally not entirely your fault. The vast majority of the internet marketing
advice published on the internet was based on trial and tribulation fromthe
original publisher in the first place. The information is sold with or without
branding rights in hope of creating alucrative and passive income for the
person handing it down to their list of prospects. Again, rinse and repeat. It
isthe art of capitalizing on the Robotic Mentality in action.

What was those Internet Marketing Gurus' thinking?

Wéll, ok. I'll lay off the internet marketing gurus a bit. After al, they have
also been thoroughly trained and conditioned to be a part of the Robotic
Mentality by their predecessors. In fact, the whole persona amuses me so
much for the fact that it reminds me of watching the three ring circus as a
little girl. The only difference is that the ring master happens to be an
internet marketing guru.

Even so, | don't feel comfortable with basing my financia future on glass
ceilings made of trial and tribulation. | am a Capricorn, essentialy a goat
that lovesto climb. And | Love to climb just for the fun of it and because |
can. | experience the most intense motivation from the sheer challenge of
accomplishing what has been perceived to be the non accomplishable. So
you can understand why the challenge of growing my business through
internet marketing fascinates me to the point of obsession. | just prefer to do
my climbing on solid ground.

The lack of that Solid Ground is exactly why your promotions have failed
you, not the actual system of traffic that you have chosen to build upon. And
the marketing guruslikeit that way. It keeps the market wide open for them.
They can sell you all the gizmos, systems, even information including all



kinds of rights, and never once would they need to look back and fear you as
their competition.

Your solid ground is smply the what, why, where and how of your
marketing backbone. It is the backbone of marketing that will determine
whether you are a success or afailure. Failure to see an income from your
product, service or affiliate program isn’'t within the flaws of thetraffic
techniques you bought into and built. It is in the fact that you have not
placed them on solid ground. Without the basis of solid ground marketing
you will never reach your financial potential in any of your products,
services or affiliate programs.

Here isthe Average Joes’ Marketing Mentality that 99.9% of you are still
using to make your income or should | say lack of income:

1. What — your product, service or affiliate program (at least your on
first base)

2. Why — to make a profit (opps! you just lost your game)

3. Where — No clue, usually anywhere you can find possible traffic

4. How — duh! Doesn’t the merchant provide that?

Now, does that sound likea “soundground” plan for marketing your
product, services and affiliate programs? If you only know “what” you are
offering and not “why” your customer is buying; “how” are you going to
know “where’ to find them?

While you are having your “duh” moment, take alook at what marketing
really is and how the different concepts of the internet marketing mentality
should fit in. The terminology of Internet Marketing is a large and
sometimes confusing Industry.

In order to understand the precise functions of the term, we should break it
downto itscore origina meaning.

Using the Webster Dictionary if you were to look up the meaning of the
“Internet” you will find the explanation of:



Internet: an extensive computer network made up of thousands of other,
smaller business, academic, and governmental networks.

The internet is used as a Media Tool. We send and receive information by
way of the Internet. It has become the chosen source of Media. It serves as
nothing more; nothing less. The term Internet can be adjoined to just about
any function. Internet Promotion, Internet Advertising, Internet Marketing,
and Internet Business are all proper terms when using the implied term as
the choice of mediaused in the transfer of information.

In the same way if you were to look up the term “Marketing” in the Webster
Dictionary you will find the explanation of

Marketing: 1. the act of buying or selling in a market. 2. all business
activity involved in the moving of goods from the producer to the
consumer, including selling, advertising, packaging, etc.

As you can see the explanation given by Webster Dictionary failedto
communicate the precise understanding of the term. Instead of explaining
the precise term, they have chosen to generalize the Industry as awhole.
And that is exactly where people get confused about the actual
understanding and function of the term Marketing.

In the Corporate World, true business professionals understood the precise
function and applications of Marketing. Thisis the reason you will find that
Corporate Structures have separated the Marketing Department from the
Advertising Department and Promotiona Department. Each serve their own
function and each having their own set of guidelinesthey adhereto.

The Corporate World also knew that one function could not survive without
the other functions being properly in place either. This might explain why
the Industry as a whole has been largely misunderstood, causing such
confusion with identifying its proper roleswithin their separate context.

Let's take a look at the functions that eachof the departments are
responsible for. Here we discuss three main core intensities that make up the
Internet Marketing Arena. These are only the basic elements. And, by no
means does it entirely cover the integrant complexities within each
subsidiaries of each core.



Thebasic core elements of Internet Marketing are:

1. Marketing
2. Advertising
3. Promotion

Marketing is responsible for the gathering of statistics, identifying trends,
research of those trends, and finally analyzing the data gathered from the
research after tracking a possible trend. After the market feasibilityis
compiled, the marketing department then relates this to the Advertising
Department.

Advertising: 1. printed or broadcast matter that advertises, advertisements
collectively 2. the business or occupation of preparing and issuing
advertisements.

Webster Dictionary did a much better job at explaining this term than they
did the “marketing” term. But, it’s still not accurate. The Advertisement
Department is responsible for creating the presentation of a product or
service not actually sending or issuing it to the masses. A more in-depth ook
at the departments responsibilities are, product creation derived from the
feasibility of the marketing department, creation of the presentation of the
product including the lingo communication and visual aspects that represent
the project.

So far you have learned that the Marketing Department is solely responsible
for identifying trends and compiling feasibilities of those trends. Advertising
Department is solely responsible for creating the presentation of the
product/service based on the market feasibility.

This leads us to the last core element, the Promotion Department. Again, |
will consult the Webster Dictionary.

Promotion: 1. theact of an instance of promoting; specif., a) advancement
in rank, grade, or position. b) furtherance of an enterprise, cause, etc.

The Promotion Department is responsible for bringing the creation
(advertisement) to the Media. In this case the chosen media is the internet.
This is where most al of the self proclaimed “Internet Marketers’ actually
resided. Yes, they are in fact merely promoters of an already existing



product/service. Some of the experienced promoters actually re-create their
advertising but not that often. Those that do are quickly labeled a“Guru”.

In “internet marketing” each phase is dependant on the other but, at the same
time very different in its place of function. Without sound marketing
practices, you can not have strong and reliable advertising. Without the
creation of Advertising you can not have a productive promotion. Without a
productive promotion you can not have the financial success you were
hoping for.

Asawhole, society has accepted the term “Internet Marketing” to symbolize
the complete picture rather than keeping it within its separatecore
components.

In order to change that perspective you would have to ask everyone to
change their inner Ego as well. | just don’t see that happening. The term
Internet Marketer sounds much more prestigious than that of a Promoter.

So Once Again, Let’s Start at the Beginning

Professionally seasoned marketers identify their prospects criteria through a
systematictechnique called Consumer Demographic Profiling. By gathering
a statistical profile from your product, service or affiliate program first, you
will be ableto identity “who” your paying customers are.

Y ou aready know or at least have an idea of “what” you want to market. In
order for you to adequately pull off your promotional scheme and achieve
the maximum financial gain, you need to know “who” your customersare in
order to know what their needs are. The most common advice from the
internet gurus has been to “ask your customer”. Well, duh, who’s your
customer? Thetrue answer requires somereverse engineering first.

Each product, service and affiliate program has ether or both, features and
benefits. By evaluating the benefits and features of the product, you can
readily assesthe type of individual that would most likely buy the product to
solve their problem. Thisis called product profiling. Here are the criteria
you want answers to when you asses a product, service or affiliate program:

(make sureyou list the answersto the criteria on paper for later use)



1. Product Pricing (a $500 luxury idem doesn’t make sense if your
marketing to a prospect that only earns $18,000 a year and has
young dependants)

2. |deal Age Group (marketing ring tones will not be appreciated by
senor citizensnor will hearing aidswork for teens)

3. Gender (circular saws do not match with females anymore than
VictoriaSecrets will work for the male, setting aside the
occasional seasonal gift)

4. Education (it would be unproductive to promote “ How to Get your
GED” when your possible prospect holdsan MBA)

5. Social Behavior Tendency (it's hard to sell footballs to a lot of
Soccer Moms)

By profiling your chosen product, service or affiliate program (the “ what” )
it has also became obviously apparent “who” your paying customer would
be.
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Product Demographic Profile Wor ksheet

List your product/serviceor affiliate program:

List thepriceof theproduct/serviceor affiliate program:

List theage group that best complimentsthe product/serviceor affiliate
program:
Hint: When identifying an age group, keep in mind that young adults with musical interests are
more likely to purchase ring tones and venture into therewards of acquiring credit cards from
financial institutions while the more mature adults (baby boomers) are known to be more
concerned with health and retirement issues. On one hand, travel interests in younger adults
would be ecstatic about a spring break in Cancun, the mature adult would prefer a quite spot in
Argentina. High tech electronics are more favorable with young to mid aged adults while the
mature adult is probably still thinking about that quite spot in Argentina.

List the gender that best compliments the product/service or affiliate
program:
Hint: Not all products/services and affiliate programs are gender specific. Most products/services
and affiliate programs have a dlightly favored gender acceptance depending on the influence of
social behaviors.

What educational level is most likely to understand your

product/serviceor affiliate program:
Hint: Y ou would be wasting your time and insulting a prospect if your offer was a coaching
program in copywriting technique and you are promoting to theilliterate. It'sjust as silly to offer
aternative college coursesto the Professor of aUniversity.

What additional Social Interests would your prospect most likely be
involved in that indirectly complimentsyour product/serviceor affiliate
program: , ,

Hint: Identifying your prospectssocial interestswill also expose cross behaviors, for example: A
known soccer parent will most likely be involved in other forms of entertainment like birthday
parties, sport health and fitness, crosstraining and sport coaching programsand sport magazines.

Aswith any marketing campaign, conversions are your primary fear. If your
conversions are to low you face losing money; if your conversions are too
high, you risk market burnout and increased refunds. By knowing your
product, service or affiliate programs demographic characteristics and
matching them to your buying customer characteristics you will be able to
increase your potential advertisements ROI (return-on-investment)
considerably by ssmply being in front of your ideal market rather than in
front of the masses.



Referring to the profile you created from the Product Profile Worksheet, you
will be able to create a profile on the ideal customer more accurately. The
Customer Profile Worksheet will aid in identifyingthe demographic
characteristics of theidea customer you should be presenting your product,
service or affiliate program to. The typical consumer demographic includes
age group, income level, geographic locations, whether they have children
under the age of 18 in the household, marital status, ethnic group, education
level and social patterns.

Consumer Demographic Profile Wor ksheet
(Created from the product profile)

Consumer Demographics
(Circle all that apply)

Age Group
a 18-24
b. 25-34
c. 35-%4
d. 55-64
e. 65+

Household Income Level
a 0-30,000 ayear
b. 30,000 — 60,000 ayear
c. 60,000 — 100,000 ayear
d. 100,000+ ayear

Geographic Location
a. United States
b. United Kingdom
c. Canada
d. Global

Children under the age of 18
a Yes
b. No

Marital Status
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a Married

b. Single

c. Divorced

d. Co- habituate

Ethnic Group

Caucasian
African American
Hispanic

Asian

Other

®oo0 T

Education Level
a. High School Graduate
b. CollegeUndergraduate
c. College Graduate

Social Interest Behaviors

| showed you how to profile your product, service or affiliate program. |
have told you how it reveals who your ideal buying customeris. The
remaining piece of that puzzleliesin “where’ to find those customers that
arewilling to purchase from you.

Previously, webmasters had little access to acquiring the statistics that they
needed to get in front of their target market. Webmasters relied solely on
non-statistical data from other webmasters or what could sparsely be found
through forums or review sites. In the worst case scenarios, the webmaster
simply took the word of the traffic reseller or broker. The end result was
usually without exception a poorly executed campaign that resulted in more
money going out than a profit gained.

To Gain Control isto Practice” Consumer Demogr aphics’

Stop thinking about making a profit from acquiring traffic out of the masses
and Start thinking about gaining traffic from your I nterested Customers!
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Before you place that ad in the e-zine because it clams to mail to alist of
400 thousand, ask if the e-zine “services’ the customer that IS interested in
buying into your offer.

Before you spend your money on atext ad link on awebsite, find out if that
particular website “services’ the customer that IS interested in purchasing
your offer.

To create your most likely desired level of financial success in your
campaigns, it is essential that you present your campaign in front of the
audiencethat isinterested your product, service or affiliate program.

Earlier you created a profile on the product, service or affiliate program.
Using that information you thenwere able toidentify the consumer
demographic characteristics of your ideal buyer. Taking the consumer
demographic profile of your buyer, you now can find “ where” your most
likely interested customers are. Thisprocess makes it a no-brainerin
presenting your offer infront of ONLY Interested Prospects.

Remember: TheMasses Will Not Buy into Your Offers; Only I nter ested
CustomersWill Buy into Your Offerd

Truthis, when you present your offersto the massesit islike trying to reach
asingle individual within alarge crowd. It can be done, it is not only very
time consuming but it will be financialy straining on your budget as well.
So metaphorically, how do you successfully search for a neede in a
haystack? Answer: By throwing the hay aside.

After compiling the consumer demographic profileof your ideal customer
from the profile you created from your chosen product, service or affiliate
program it is time to begin searching out “where” your customers are.

| use this site to begin my research: Quantcast.com

Quantcast will expose which websites that not only have access to, but also,
“service” theinterested customersthat you are looking for. Searching out the
websites that will “bring to me” my buying customersis “how” | and other
professional marketers have been making easy money behind the scene.
With the information of Consumer Demographics found at Quantcast you
will be ableto find the statistics you need, such as.
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http://www.quantcast.com/

1. Monthly Visitor Count Unique to the Site
a. Unique Global Reach
b. UniqueU.S. Reach
c. UniqueDaily Reach
2. Gender
a. Percentageof femalevisitors
b. Percentage of malevisitors
Age Group
Household Income of the sitevisitor
Ethnicity
Household Education
Dependentsin Household

NOoO U AW

Quantcast quite often can reveal information about the particular sites
audiences keywords that were used to bring them to that website. Quancast
also displays information about the percentage of passer by traffic, regular
traffic and the percentage of the traffic that is addicted to that particular site.

Cross referencing the site demographic statistics from Quantcast to the
profile of your ideal customer, you will instantly be able to target your
advertising with pinpoint accuracy.

Suppose that you chose to promote a product in an e-book form that offered
techniques to improve memory to establish better test scores. Y our product
profile could be something like:

Product: How to improve Y our Memory Ten Fold Overnight

Price: $47.00

Age Group: 18—-24/45-54

Gender: Mae/Female

Educational Level: Senior Year of High School, High School Graduate,
CollegeUndergraduate

Additional Social Behaviors: Athletics, Extracurricular School Activities,
Currently inthe Workforce and enrolled in School, Parent.

See how constructing a product profile starts to expose “who” your ideal

customer would most likely be? By taking the information from the product
profile and creating a more defined criterion, called a consumer
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demographic profile, you will be able to pinpoint exactly where you will
have the most successin presenting your offer.

Deriving from your product profile, your consumer demographic profile
would be something like:

Age Group
. 17-24
1. 34-54
Household Income Level
|. 0—30,000 ayear
11. 30,000 — 60,000 ayear

Geographic Location
|. United States
I1. United Kingdom
1. Canada
V. Australia

Children under the age of 18
l. Yes

Marital Status
|. Single
[1. Divorced
[11. Co- habituate

Ethnic Group
|. Caucasian
[1. African American
I1l. Hispanic
V. Asian
V. Other

Education Level
|. Senior Year in High School
I1. High School Graduate
l11. CollegeUndergraduate

Social Interest Behaviors
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|. Sports

I1. Extracurricular School Activities
I1I. WorkforceResponsibilities
V. Parenting Responsibilities

V. Returning Educational Training

With the information of your consumer demographic profile, | head over to
Quancast.com to begin the search for “where” my customers are. Knowing
where my customers are will give me the optimal advantage over my
competitors and alow for me to accomplish maximum return on my
advertising dollars.

EE— RN
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Quantcast.com

Because the product that was chosen exposes that your overall most
probable buying customer would most likely be either currently in a higher
education environment or looking to be interring or reentering a higher
educational environment, | chose to start my research using web2.0 based

networking websites where college level students and college hopefuls
would be actively residing.

Find F&ﬁ”ﬁﬁil‘ﬂ' 260 642 sites: | | Ty collegeboard. com ﬁ 2. Beancom ouestonmarkstcom colegesperts com

| chose to start my search through Quantcast to bea young popular site
called Collegeboard.com. Quantcast exposed that Collegeboard.com carries
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the statistics that coincided with the consumer demographic that | had
previously constructed.

The Age Group selected to identify my customer was:

Age Group
. 17-24
V. 34-54
For Collegeboard.com, Quantcast shows an age group statistic for the site as:

Age

18-24
3544

45 54
55-64
G5+

0 25 50 75 100125150 175 200 225

The majority of the sites users are from the age group 18 — 24 and 45 — 54.
Thisfitsright in with the projected criteriaof the productsideal interested
customer. It will cover theindividual that isentering into higher education
and theindividual that may be returning to higher education.

The prospectiveincomelevel that istargeted for the product is:
Household Income Level

I11. 0— 30,000 ayear

V. 30,000 — 60,000 ayear

Collegeboard.com reportsthat theincomelevelsfor the site usersare:
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Household Income

350-100k

F100k+

¢ 25 50 75 100 125

Collegeboard.com does in deed have users that are within the household
Income brackets needed to support the purchase of the product. The higher
income bracket showing 100k+ household income shows that a prospective
student has access to make purchases but probably through a credit card that
Is furnished by the students parents rather than on their own accord. It also,
indicates that the student and the parents are involved and, very concerned
with the level of progress that the student is capable of achieving in their
studies. Therefore, the parent would most likely approve of any purchase
that would further the student in a better education.

The Geographical preference selected from theworksheet is:

Geographic Location
V. United States
V1. United Kingdom
VIl. Canada
VIII. Austraia

Collegeboard.com has the statistics that show that their primary traffic is
from the United States. It is unfortunate not to be able to satisfy a larger
reach in audience but, the monthly unique usersisimpressive as shown here:

Traffic Overview

Estimated Monthly Uniques
u.5. 1.2 million

What makesthetraffic statistics so impressive, despite thefact that it doesn’t
have more of a global reach, is the composition of the sites audience. The
breakdown of the Collegeboard.comtrafficoverview is:
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Audience

Composition Share of Visits

ER%

b4
o% 3
42%

Passers-By . Fegulars . Addicts

Quantcast explainstheir breakdown of how a websites audience composition

comparesin relevancy to the share of visitsthat the site maintains.

Audience Composition
Audience Composition describes the relative proportion of a site's audience
according to three types of visitor defined by the number of visits they make to a

site during a month. The three types of visitor are Passers-By, Regulars and
Addicts.

Passers-By
A term used to define a segment of a sites audience that aren't
repeat visitors, but rather have a single visit over the course of a
month. Certain sites may get a very high volume of Passers By who
are directed to that site on the basis of, for example, a news article
but have no reason to return once they have read the piece that is
referenced. Typically Passers By can account for a large amount
of the reach that a site has, but a small fraction of the total visits.
Regulars
Regulars refers to a segment of a site's audience that frequent a
sitemore than once per month but not as much as Addicts who
frequent a site 30 or more times per month.

Addicts

Addicts are the hardcore segment of a site's audience, who have 30
or more visits to that site in a month. While typically accounting
for a very small percentage of the site's total reach these users can
easily account for the majority of all site visits.

What is even more impressive is not only the fact that the site experiences
1.2M unique visitors per month but that 6 percent of those unique visitors
are addicted to the siteitself. That translates into an access of 720,000 direct
targeted and interested customers per month. Even if you had a conservative
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sales conversion of 1 percent from your product, that would translate into an
easy 720 sales. You can do the math from there. In any case, can you say
Cha-Ching?

Now, that you are getting a little excited about your possibilities, I’'m going
to let you in on a “little secret” that will explode your ROI (return on
investment) a hundred fold before you even start your campaign.

It would be nice to know what a sites visitor was thinking when they cameto
the site. Oh, come on, it can be done! | know it sounds a bit freakish but, it
can easily be done. L et me show you how becausethisisreally cool.

Quancast.com actually has the ability to pick up statistics that tell you the
keywords or phrases that a site user typed into the search bar to get to the
site. Here are those phrases that showed up for Collegeboard.com:

Keyword Affinity
how to read sat scores 13.8x
sat preparation 13.8%
sat quiestions 13.9%
satresults 13.8x
sat question of the day 13.9%
sattests 13.8x
aptestscores 13.8x
ap chemisiry 13.8%
ap european history 13.8x
apcentral 13.8x
average sat scares 13.8%
cat dissection 13.8x
average sat score 13.8%
finding a college 13.8x
css profile 13.8x

Audience Keywords

The audience keywords list shows keywords a site's audience tends to type in.
These are often but not always the keywords that brought people to the site. The
frequency represents how much more often members of this audience use those
keywords compared to an average internet user.

How doesthisinformation translate into a cash benefit for you?

That’s the easy part. Remember the product in this scenario was an e-book
that focused on “How to improve Your Memory Ten Fold Overnight”. The
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objective to increasing the campaigns profitability is to associate the product
with SAT scores. In knowing what keywords and phrases that the users of a
particular site are using, you will be able to create sub-headline that directly
addresses a solution that the user was looking for.

Theidea formulais:

1. Statethe Product, Service or Affiliate Program
2. Statethe Solution to the Concern

In this case you have the headline of “How to improve Y our Memory Ten
Fold Overnight” in your advertisement and a sub-headline of “Increase Y our
SAT Score Well Beyondthe SAT Average”. The sub-headlineis created via
the information given from the keywords and phrases that the users typed
into asearch bar and brought them to that site.

The content of your advertisement could read something likethis:

How to ImproveYour Memory Ten Fold Over night
Increase Your SAT ScoreWell Beyond the SAT Average

At this point you have not only offered them aviable resource to their needs
but you have also directly addressed a solution to their concerns. Are you
now connecting with how powerful this could be to you? Personaly, | just
love* Marketing Statistics”.

The gems found inside Quantcast.com haven't stopped just yet either. When
you want to expose your offer to as many people that are interested, you
have to find statistic information on similar sites that will fit your
demographic marketing strategy. Quantcast.com has compiled this
information for you and centralized it under the category table “Similar
Audiences’ likethe onedisplayed for Collegeboard.com:
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Similar Audience VWhats this?

Site Affinity
apcaurseaudit epiconline.org T.TE
collegeapps.about.com G.7%
actstudent.org G.7x
collegecanfidential.com G.6x
commaonapp.org G.5%
princetonrevigw.com G.3%
Zinch.com 6.2
elpublishers.cam G.1%
coca-colascholars org G.0%
schalarships.com 5.8%
college harvard. edu 5.8
straightforwardmedia. com B.TX
naviance.com 5.7%
petersons.com 5.6%
nysedregents.arg 5.5%
act.org b Ay
gsearch.sparknotes.com B4
collegenet.com 5.3x
ncaaclearinghouse net 5.3
gacollege411.org 53K

Similar Audience
The similar audience list displays the other internet destinations that
visitors to a particular site have a strong affinity for. The higher the score,
the higher the affinity. Smilar audience lists may show sites that have
similar content or they could be sites that are driving traffic to the site in
guestion.

By following the linksinside the Similar Audience table, you will be able to
investigate other sites that contain and service the audience of the
demographic profile you are looking for. Plus, shorten the time element in
finding suitable sitesto advertise with.

Let’sdo a re-cap of what you have learned thisfar:
Gathering Demographic Marketing Profile Statistics

1. Profile your Product, Service or Affiliate Program (see
worksheet)

2. Profile your ideal consumer through demographics (see
worksheet)

3. ldentify Sites that compliment the Product, Service or
Affiliate Program and services the ideal consumer
demographicsusing resources available at Quantcast.com
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Y ou learned by knowing the strengths of your product, service or affiliate
program, you can better define who your most likely buyers are. And by
knowing who your buyers are, you could then find where they are in order to
present your offer. You also learned about an invaluable and dlightly
underhanded marketing trick that all the marketing pros use to make your
offer irresistible to your buyers.

There still Onething missing!

How do you start your research when; you don't know where to begin
finding the Right Site that compliments the product, service or affiliate
program?

Sure, it was easy when | did it and took you through the example. It was
easy for me because I'm experienced. This information is New to you so |
wouldn’t expect you to be able to just jump out there and do this stuff like |
do.

So, I'm going to show you how to hurdle over that curdle just as easy as it
waswhen | stepped you through the examples above.

Take your product, service or affiliate program and categorize it. For
example, if your product was tooth paste, place it in the “health” category. If
your service was an auto-responder membership service, place it under the
category of “marketing”. Use the same processfor an affiliate program.

Take the category placement, for example let’s say that your product fell
under the category of “marketing” and add the keyword “association” and/or
“organization”. In other words, you would go to any magjor search engine
and do a search for “marketing association” or “marketing organization”.
Copy and paste the first three URL’s that the search engine returns. You
now have your starting point to use within Quantcast.com.

There are aso times when you wake up and just want to make money. Y ou
know the feeling. Y ou don’t want to jump through hoops and you don’t want
to wait forever on someone else to send a solo ad to an unknown list, or
anything else for that matter. Y ou just want to pick a hungry market and
present an offer with aslittle hassle as possible.
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And, | got your back on that too. Quancast.com has a database of top sites.

“ind Fatiags for 20708 TET die L} III | n

i g

Quantcast.com Top Sites renders what | call a quick scan spreadsheet. At a
glance you can spot high traffic sites and determine whether they may be a
possible match for your offer.

I Omanicast US Sde Rankings for siles 1-100
£18 A0 K S A SOK STH 3G 35 110K 1M
Heaf 100
e

1 yahop com 128+ S monthly eegues: The site caters 16 a more aducabed shghtly male slantad follosing - 5
2 google com 118Me LS. monthiy uniques Tha site catess to 3 shightly male slanted. moe educated, mone afien audisnce W

3. msn.com &M+ LS menthly wmgoas. The ste appeals to @ more educated. very shahily male bigsed, mare affisent group W
4 mysgace com 53N« US manltily uniques The sile calers to a veny shohtly femaie biased, been snd young adult audience W

5 B30+ U S monthly unigues The site alivacts & somewhat male, fairly wealthy growp W

B microsol com 480+ U5 monibly uniques. The s i3 popular among & ey shghlly male brdad Jucente o

T b com 4ERG US. monthly unioes. Tha site attracts & meen scucated, fairy wialthy, very shghtly mals biasad fsllowng W

B wikmodiggrg 430+ LS mombly uniques: The ste stracts 3 mone sducated, move youthlul, skghaly mabe slanted follawing :

g abait cony Saki+ L & n‘wﬂhl:,' wniquas The s=ie abiracis a 5I|ghll:| more lemale than male crowd w
H0_ pol com 35k LS. monthly unigues. The ste stiracts a mone youthdal famy woakhy group W
11 mapgeest com I5W+ US monthly unmgues. The site appeais 10 2 more educated farly weathy sutence i
12 adobe. 5+ S monthly unigues The site appasis 1o a promandy older follawing '-
13 amazoncom Mht+ US monthly unigues: The sie calersto 8 mone educated. shighily male sianted audience W
W yputubs com  3thés US. monthly uniques. The site calers to @ slightly mals slanted, mare youthhl audience W

15 @izoncom 308« U5 monthly uniques. The site cabers o 3 slightly more female than male audience
i L i St i i ke

Or, better yet, scan the list first then present a product offer that meets the
consumer demographic profile.

There are quite afew Ad networks that you can tap into that have all the
various creative promotional material and content ready for you to begin
advertising. Many of these carry the CPA that payout over $10.00 per action.
The best part is that these networks are freeto participatein.

Hereare afew:

e MaxBounty
e ModernClick
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http://www.maxbounty.com/index.cfm?referer=16411
http://www.modernclick.com/

e LinkShare
e ShareaSae
e AzoogleAds

To wrap thingsup, | would liketo invite you to join my newsletter:

Get weekly updates and discussion on the latest marketing trends in what
works and what doesn'’t.
e Becomeapart of the betatesters of marketing systems using web2.0
e (et access to customized marketing plans months before public
release
e Savings of up to 90% on all products: Members never pay more than
$7.00
e Master Resale Rightsare freefor membersonly
e AndLotsMore: Youwill not be disappointed!
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e DEERA GRAVELLE
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Subscribe Here
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http://www.linkshare.com/
http://www.shareasale.com/
http://www.azoogleads.com/
http://www.traffic-n-more.com/marketing

Disclaimer

No warranties are made about the validity of the information contained within this document and you are
advised to check and test the accuracy and validity of any information it contains. If you choose to rely on
the information supplied it is at your own risk.

None of the information contained in this document should be regarded as or relied on as commercial,
business, legal or financial advice of any kind.

The publisher has made every effort to ensure that the information is up to date, valid, current and accurate
on date of publication but offer no warranties that the information will remain indefinitely up to date, valid,
current or accurate.

The publisher nor any resellers or affiliates promoting this document shall be liable for any loss, damage or
expense arising out of access to or use of this report or any site it links to including, without limitation, any
loss of profit, indirect, incidental or consequential loss.

You have the right to read, use, copy, print, store or forward this report without modification to its content.

You do NOT have the rights to sell this document as it is provided FREE OF CHARGE. You may
however, acquire re-branding rights to this document by contacting the webmaster that referred you to this
document.

Y ou do not have the right to distribute this document in any way that violates the rules and regulations of
CAN-SPAM.

References made within this document to existing web pages, with links or without links, or any links,
references or recommendations of any products, offered in this report or from the websites linked to, or
referred to, may not be valid.

Website content or products or services referred to in this Report are not the responsibility of the author, the
interviewed, or the publisher and therefore no warranty whatsoever can not be offered nor is made about
them.

The publisher may without notice update, amend or remove web pages that this report links to.
Copyright © 2007 Debra Gravelle. All Rights Reserved.
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