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This is not a free report and you do not have  
the right to give it away or resell it.  

 
Copyright © 2012  
Published by TNT Media Group 
 
All rights reserved. 
 
All content contained within this  Report is copyright © 2012 TNT Media Group.   
 
All literary work contained within this "2012 Traffic And Conversion Summit Notes" Report 
belongs to and is the sole property of its respective authors and is reprinted with permission. 
Reproduction, copying, or any other form of use of the pieces contained within the report is 
STRICTLY FORBIDDEN without express permission from the author him or herself. If perjury 
is discovered the offenders will be prosecuted to the full extent of the law.  
 
Note:  The purchaser of this Report is permitted to print ONE copy for his or h er own use. 
 
These rules have been established to protect the rights and ownership of the authors and to 
ensure that their work is upheld as their own.  
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Big shifts: whatôs working, whatôs not, and what should be gone 

forever  
 
 

Shift #1: Channelization and Consolidation  
 

¶ Amazon is the largest BUYER search engine in the world (they hold over 200,000,000 
customer credit cards). 

¶ iTunes has 375,000,000 credit cards on file 
¶ Amazon Kindle books have started to outsell hardcover and paperback books 
¶ Their consumer electronics purchases have TRIPPLED from 2007 to 2010 

¶ Amazon in 2010 was 33% of the US e-commerce figures 
¶ Itôs projected to be 50% by the end of 2012 

 
 
Perry and Ryan make a bold prediction:  By the end of 2013, more than 50% of your 
sales will come through major ñretailò channels like Amazon or iTunes or é youôll be out of 
business. 
 
 

Shift #2 : The End of ñEasyò 
 

¶ Traffic is more expensive than ever before 

¶ Customers are demanding GREAT design 
¶ Prices (and margins) are shrinking 
¶ Brands are consolidating é even in niches 

 
Good enough é is no longer good enough. But there is a Bright Side! It has never been 
easier to Crowdsource work (on sites like Fiverr.com, Mechanical Turk, 99 Designs) 
 
ñIf I donôt have to do it ï itôs automated.ò 
 
 
Prediction:  By 2013 every niche will be dominated by 2 or 3 brands. Establish yourself now 
or be left fighting for the scraps.  
 
 
 

Shift #3: Video Domination  
 

¶ In 2010 Cisco reported 30% of internet traffic was video  
¶ They expect by 2013 to increase that amount to 90% of all video traffic  

http://www.fiverr.com/
https://www.mturk.com/mturk/welcome
http://99designs.com/
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¶ According to Internet Retailer, customers who watch product videos are 85% more 
likely to buy products  
 

Check out what Amazon did for their release of the Kindle Fire: 
 

 
 
They included a video. More and more of their listings come with a video.  
I personally have used YouTube videos to help me make major purchasing decisions. 
Apparently I'm not alone.  
 

¶ 46% of consumers who regularly shop online prefer shopping on re tail sites that 
provide product videos 

¶ 73% of online retailers are planning on using video on their product pages in 2012  
¶ Video email messages generate 2 to 3 times higher click through rates compared to 

static emails 
 

 
Prediction:  By the end of 2013, your  product pages will look a lot more like QVC & HSN 
than traditional long form or even e -commerce sales pages 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.internetretailer.com/
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SEO has changed in 2012  
 
It has become a lever pulling business where the ability to spend money will resul t in giving 
you more power. All the various channels (Youtube, Facebook,  Articles, Press Releases) give 
you more options than ever before to help your SEO ranking. Hereôs some statistics: 
 
 
¶ People are suffering from ñbanner blindnessò more than ever before. Only about 5% of 

the traffic that Google gets actually click through to the paid AdWords traffic  

¶ The first listing in Google gets approximately 42% of the clicks 
¶ The second listing in Google gets approximately 26% of the clicks 

¶ The third listing in Google gets approximately 13% of the clicks 
¶ Listings four through nine in Google each get approximately 1% of the clicks 
¶ The tenth listing in Google gets approximately 3% of the clicks  
¶ In business to business SEO the breakdown is : SEO at 33% and PPC is almost 28% of 

the budget.  

¶ In business to consumer SEO the breakdown is  : SEO at 22% and PPC is 43% of the 
budget. 
 

 
Perry and Ryanôs opinion about SEO breaks down to this: PPC equals renting the 
traffic to your site, keyword, etc. SEO is going to be a slower start BUT a better long term 
investment. 
 
 
 

Components of Googleôs Ranking Algorithm 
 

¶ 23% related to Trust/Authority  
¶ 22% related to Link popularity  
¶ 15% related to Anchor text links  

¶ 6% related to registration data* ( *tip ï register all of your domains for at le ast 2 to 5 
years to show Google that you are serious about your website) 

¶ Also factored into the equation: hosting information, speed, time on page, bounce rate, 
etc. 

¶ Google ranks PAGES, not websites 
 

How Google Judges Authority  
 

a Age of your domain 

a Internal  linking 

a Number of pages indexed 
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a Inbound links 

a Actual user count 

a Links out to websites 

a Natural link balance (70/30 split)  

¶ 70% anchor text links  
¶ 30% naked links 

 
 

Links from higher ranked sites (aka Page Rank 6 websites) is awesome for authority building. 
The higher the PR you are linking to or being linked from means higher ranking for you.  
 

 
 
 

You can find aged domains for sale at GoDaddy Auctions 

file:///C:/Users/JennySweets/Documents/02%20VA%20Work/castleman/nanacast/GoDaddy%20Auctions%20can%20be%20found%20here:%20https:/auctions.godaddy.com/
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You can also get aged domain names at FreshDrop.net, which has a free and a paid version 
of their program.  
 

 
 

http://www.freshdrop.net/
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How Google Judges Relevance  
 
On page factors  
 
¶ Your title matters most of your on  page factors 

¶ What is the name of your site? 
¶ Page Name 
¶ Be sure to add your street name, contact information, and if possible a Google Map 

 
Other onsite factors  
 

¶ Intern al linking: each post links to a page and another post, +  home 
¶ Tags: the longer the better  

¶ Images: name relevant images, number others, alt -tags 
¶ Videos: top of the page, same name of the post (page)  
 
 

How Google Judges Competition  
 
 
Wordtracker.com gives you the ability to search for high volume, low competition keywords.  
 
 

 
 
 
Take those high volume, low competition keywords and put them in a bulk domain buyer (like 
the one GoDaddy offers which can be found here:  
 
http://www.godaddy.com/domains/searchbulk.aspx  ) 
 

http://www.wordtracker.com/
http://www.godaddy.com/domains/searchbulk.aspx
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How Google Judges Backlinks  
 
How many ñgoodò sites are linking to you? That's the big question. 
A great way to build these backlinks are with link wheels.  

 
 
 
Another way to build backlinks is with Link Pyramids. 
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Perry & Ryan admit to using Fiverr.com a TON to get their SEO work done. They 
have their link wheels and link pyramids built by people on Fiverr. What they do is search 
Fiverr.com and hire people based upon their overall rating.  
 
 

 
 

http://fiverr.com/
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Things you could (should) outsource on Fiverr.com  
 

a Link wheels and pyramids 

a Social bookmarking 

a Backlinking to .EDU links 

a Autoposting to sites for you  

a Find people who can do Angela style backlinks 

a People who own/use SENuke, Scrapebox, Xrummer 

a Article writing and posting  

a RSS feed submission 

a Press release writing and submission 
 
 

You can also get backlinks outsourced at Onehourbacklinks.com  
 
 

 
 
 
 
 
 
 
 
 

http://affiliates.hkseo.us/idevaffiliate.php?id=503
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Another resource is LinkFromBlog.com 

 
 
 
Here is why LinkFromBlog.com is so powerful: 
 

 
 
 
 
 
 

http://linkfromblog.com/#9043
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Another good resource for backlinks is TextLinkAds.com 
 
 

 
 
 
 

Press  Releases  
 
Perry shared a cool strategy with the group. Basically, if you plan on doing a lot of link 
building, backlinking, articles, and more in a quick period of time ï you save yourself (and 
keep Google in your good graces) by releasing a Press Release prior to doing it.  
 
By doing a Press Release it makes more ñsenseò for all of the activity to your website. 
 
Ryan said that they submit 6 to 8 press releases A DAY to cover all of their SEO efforts. They 
use WebWire.com to release their press releases at $24.95 per press release. 
 

http://www.textlinksads.com/
http://www.webwire.com/
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Here is a cool tip Perry shared:  When you have your press release done youôre able to 
include 3 links in it. They recommend you link to three different areas to ensure the most 
backlinks possible. 
 

¶ Link 1 ï to the website or page you want to direct people to  
¶ Link 2 ï Youtube video on the topic or the YouTube video you have embedded on the 

website 

¶ Link 3 ï Amazon book on the subject (or related)  
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Another great place to buy links to your website is Linklicious.me 
 

 
 

The Key Element To SEO Is Likability  
 

 
How could you not like these two handsome devils ; -)  

http://linklicious.me/
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Things to consider when it comes to likeability:  
 

¶ Time on page: Engagement, videos 

¶ Bounce rate: take them deep on your website, quickly  
¶ Scroll rate (how many people scroll down on your page)  
¶ Live chat on the website 
¶ Length: 500 word articles a minimum  
¶ Grammar (me no spell no good doesnôt work anymore) 
¶ Downloads: PDF, MP3, Videos 

¶ Videos (hello YouTube) 
¶ Blog post 
 

Additional Resources Recommended By Perry & Ryan  
 

SEO for 2012: The Ultimate Do-It -Yourself SEO Guide 
 
Content Rules 
 
Enchantment 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

http://www.amazon.com/SEO-2012-Search-Optimization-Secrets/dp/0984860002/ref=sr_1_1?ie=UTF8&qid=1328115354&sr=8-1
http://www.amazon.com/SEO-2012-Search-Optimization-Secrets/dp/0984860002/ref=sr_1_1?ie=UTF8&qid=1328115354&sr=8-1
http://www.amazon.com/Content-Rules-Podcasts-Webinars-Customers/dp/0470648287/ref=sr_1_1?ie=UTF8&qid=1328115418&sr=8-1
http://www.amazon.com/Content-Rules-Podcasts-Webinars-Customers/dp/0470648287/ref=sr_1_1?ie=UTF8&qid=1328115418&sr=8-1
http://www.amazon.com/Enchantment-Changing-Hearts-Minds-Actions/dp/1591843790/ref=sr_1_1?ie=UTF8&qid=1328115469&sr=8-1
http://www.amazon.com/Enchantment-Changing-Hearts-Minds-Actions/dp/1591843790/ref=sr_1_1?ie=UTF8&qid=1328115469&sr=8-1
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Direct response marketing is a form of marketing designed to solicit an immediate response 
which is specific and quantifiable. Think of direct response marketing as making sure you 
have the right message, to the right market, at the right time.  
 
BREAKING NEWS: Ryan Perry talked about how they are moving away from the affiliate 
model (aka getting others to promote their products and going to the mass media buying 
model). 
 
Here are the Three Key Elements of DRM (in order of importance) 
 

a The List Youôre Mailing To (60%) 

a The Offer Youôre Sending Them (30%) 

a The Copy That Is Selling Them (10%) 
 

Hereôs what to consider when renting an email list: 
 

¶ List name:  where are you buying the leads from  
¶ Offer:  what have they purchased before 
¶ Date:  last date this list was contacted 
¶ Quantity:  how many names you have to rent at a time  
¶ Universe size:  total list size (aka is the market big enough to mess with)  
¶ Open rates:  what is the average open rate of the list  

¶ Click through rates:  how many people, once they open, actually click through 
to the offer  

¶ Previous buyers or not?:  how did people get on the list?  
¶ Cost to rent the list:  how much does it cost and how many? 

 
What Ryan & Perry like to do is mail out to these lists and they go to a squeeze page, then 
straight to a one time offer (OTO) so they  can measure their return on investment (ROI). 
They want a ROI within 30 days most times with most list.  
 
 
Lists can be broken down into three categories :  
 

¶ BEST Your own list: people who already know, like, and trust you  
¶ GOOD Response list: people who have at least responded to a similar list 

recently 

¶ BAD Compiled list: people taken from public directories, public records, who 
might have something in common 

 
STAY AWAY FROM COMPILED LISTS ï THEY ARE CRAP! 
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When buying a list ask the following questions:  
 

1. Does the list owner offer a product/service for sale?  
2. Does the list owner have its own e-zine/magazine? 
3. Are similar companies to yours already advertising with the company? 
4. Are there similar offers to yours? 
 

While you think it might be a bad thing for a si milar company or similar product to be offered 
previously, the opposite is actually true. By seeing people who are just like you offer a similar 
product/service that means itôs actually a good list to go after. 
 
Remember: birds of a feather flock together  
 
Key point:  Understanding your customers is the MOST important information you can have 
when marketing your own product/services.  If you donôt know much about your target 
market, look for more information on forums.   Or, if you have your own list, conduct a survey. 
I like using SurveyMonkey.com for my surveys. To increase response, offer a free gift or a 
choice of gifts to choose from for taking the survey.  
 
Key things that would be cool to know:  

¶ Age 
¶ Gender 
¶ Income level 
¶ Marital status 
¶ Geographical location 
 

Extra things that might help you get to know your customers better:  

¶ Favorite newspaper 
¶ Most visited website 
¶ Favorite magazine 
¶ Political preference 
 

Before you buy ANY media you need to know you r goal:  

¶ Do you want to sell  a product (revenue) 
¶ Collect names (leads) 
¶ Breakeven (ROI) 
 
 

Q: What is the most desirable , highest converting traffic you can get?  
A: Endorsed emails (aka JV promos)  
 
 
 
 
But thereôs a problem é. 

http://surveymonkey.com/
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¶ Most big mailers wonôt test new offers (they want proven winners only) 

¶ Most big mailers expect reciprocation (which is hard if you donôt have a big list) 
¶ Many markets are ñgood boy networksò (itôs hard to break in unless you know 

someone) 
 
Hereôs the solution é. BUY YOUR WAY IN  
 
Every form of media (radio, newspapers, e-zines) needs media buyers. 
 
Sponsored ads  
 

¶ Text ads 
¶ Image ads 
¶ Banner ads 
 

Dedicated Email  
 
¶ Emails sent that ONLY talk about your product/service 

¶ It can be a direct or implied endorsement  
¶ It can be the most expensive form of advertising BUT it also ca n produce huge ROI 

 
You could spend $1,800 to mail a list of 275,000 previous buyers (thatôs a cost of $0.0065 per 
email ï or less than a penny per email).  
 
Here is how you find the proper email list:  
 
http://lists.nex tmark.com/  
 

 
 
 
Here is an example of a list that you can rent in the weight loss market:  

http://lists.nextmark.com/
http://lists.nextmark.com/
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As you can see below, they have a rank on the left side along with the type of list on the right.  
 

 
 
 
 
 
 
































































































