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Smart Talk is a weekly column by successful 
entrepreneurs about their daily challenges. This week 
Ruslan Kogan, founder of Kogan and co-founder of 
Milan Direct, talks about controlling the amount and 
type of traffic your website attracts. 

• Westfield, Google and Groupon all sell 
the same thing: traffic. They pitch a 
certain story to consumers, accumulate 
traffic then sell the traffic to businesses. 

Traffic is the lifeblood of every 
business because all traffic, at its core, is 
just "potential customers". Traditionally, 
businesses have acquired traffic by 
renting a store in a retail strip or 
shopping centre such as Westfield. For 
your rent money, you were basically 
guaranteed a certain amount of foot 
traffic - usually the more you paid in 
rent, the more foot traffic you would 
attract from the higher-profile location. 

The internet has given rise to a new 
kind of traffic - virtual traffic rather than 
foot traffic. As the retail and marketing 
landscape changes, businesses need to 
keep up with the changes and ensure 
they optimise the type of traffic they are 
buying. Whether you're selling a fast
moving consumer good to the mass 
market, a niche product to a select few, 
or a business-to-business service, the way 
you court traffic must continue to adapt 
for your business to thrive. 

Although Westfield, Google and 
Groupon all sell traffic, they sell a very 
different type and some is better suited 
to certain businesses than others. 

Westfield sells very active traffic -
these are people who willingly choose to 
go to a shopping centre with a clear aim 
to consume. Usually, these shoppers are 
not time poor and are willing to interact 
with sales staff and spend time browsing. 

Over the years, we have seen that 
these customers are very active -
you'll rarely see someone walking 
back to their car at a shopping centre car 
park empty handed. 

Google sells very targeted traffic -
these are people who have just searched 
for exactly the type of product or service 
you sell. This means they are likely to be 
well into the decision-making process for 
your type of product and your chances of 
converting one of these potential 
customers into a real customer is very 
high. It is a marketer's dream to be able 
to target traffic with the precision Google 
and other search-based marketing 
services allow. At kogan.com, a large 
portion of our marketing budget is spent 
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on Google AdWords and this contributes 
to efficiency in our business. 

Groupon and group buying sites sell a 
very opportunistic type of traffic - these 
are customers that will not transact with 
the business unless there is a heavy 
discount on the normal price. With this 
sort of marketing, it is important to 
consider the customers you may win and 
whether they will return to buy from 
your business at your everyday price. 

You must weigh up whether they will 
be loyal to your brand and whether it's 
worth the effort. 

I think the fact that the customer buys 
from these sites suggests that they are 
not loyal to any business and will just 
take whichever deal comes along. A 
friend of mine only washes his car once 
there is a coupon deal for a car wash. 

Not only is he not loyal to any car 
wash, he is not even loyal to any 
particular group buying site. He has not 
once paid full price to wash !!is car since 
all the group buying sites popped up. 

Because you're diminishing your brand 
value and eating into your profit margin 
(in many cases entirely eroding it) by 
buying this type of opportunistic, disloyal 
traffic, it's unlikely to be sustainable for 
any business. 

In fact, there are horror stories of 
businesses in the US -where the group 
buying fad started - going under 
because they could no longer afford to 
offload their product or service below 
cost price to customers who have no 
intention of returning for anything 
resembling market prices. 

While I'm yet to see a single small 
business flourish from using an online 
coupon site, nevertheless there may be 
times where it is appropriate to buy 
opportunistic traffic. 

As with any marketing expense, it is 
important to understand the traffic you 
are buying. In the same way you would 
evaluate which print magazine to 
advertise in: How many readers do they 
have? What is the demographic? Why do 
people read it? Etc. You must ask similar 
questions from any source from which 
you buy traffic: How do they get the 
traffic? What are they interested in? Why 
does the traffic interact with this 
business? Answering these questions will 
help you decide if your business needs 
active, targeted, or opportunistic traffic. 

Join the discussion with Ruslan Kogan 
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