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This book introduces how to harness the power of traffic effects to influence public decision-making. The objective is to help the public grasp the fundamentals of traffic, understand its patterns, and improve the efficiency of communicating information to the outside world.

Unlike many other internet marketing books that focus solely on specific content delivery methods for a particular online platform, this book aims to help learners understand the principles behind traffic effects and master the basic laws of traffic. 

In today’s era of rapid technological development, the forms of traffic change quickly, and platform-specific application knowledge often has a short shelf life. In contrast, the fundamental principles of traffic remain relatively stable. Once you understand these principles, you can create strategies for leveraging traffic based on real-world situations in your work and draw inspiration for innovative approaches. 

This book presents traffic-related knowledge in plain, accessible language, complemented by real-life examples, while avoiding technical jargon as much as possible, so that learners outside the technical field can easily understand.
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Chapter 1: Why We Need to Understand Traffic Effects
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	Influencing decisions is the foundation of social cooperation


Whether selling a product, promoting an idea, or seeking someone’s support or assistance, influencing others’ decisions is essential to achieving your goals.

	Decisions require information


To make a decision on a particular matter, people need relevant information. This information includes certain basic arguments, which—after some simple logical reasoning—allow people to reach a conclusion.

	The way information is delivered shapes decisions


For the same fact, delivering different information can lead people toward different conclusions.

	Traffic effects can dramatically reduce the cost of spreading information to a crowd.


By leveraging traffic effects, once your message is crafted, it can be automatically delivered to a large audience—boosting efficiency while drastically cutting communication costs.

Therefore, in social and economic activities—whether selling a product, looking for a job, starting a business, seeking partnerships, finding a partner, fundraising, or running a campaign—any work that requires public communication can benefit immensely from understanding the laws of traffic. In fact, knowing how traffic works should be considered a basic life skill.

This book focuses on the principles and laws of traffic rather than on dissecting the recommendation algorithms of specific platforms, because the forms of traffic continually evolve with technology, and platform algorithm policies are relatively short-lived knowledge. Moreover, for individuals or small businesses, promoting messages through large platforms often requires a significant budget for paid placement. Even then, competition is intense, making it difficult to achieve great results. In many classic business cases, startups that achieved explosive growth did not rely on mainstream platform advertising, but instead discovered—or built—less competitive, high-quality distribution channels and reaped extraordinary results.

By reading this book, I hope you will understand and master the basic methods of using traffic effects, gain fresh inspiration for marketing and promotion, and significantly increase the efficiency of communicating your message to the outside world.
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Chapter 2: The Principles of the Traffic Effect
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	Origins of the Concept


In the realm of the internet, "traffic" refers to the number of information recipients passing through a specific information delivery point (akin to a cross-section, such as a particular webpage) within a given unit of time.

In the context of traffic dynamics, as time progresses, an increasing number of recipients engage with the information delivery point, receiving the information and subsequently influencing their related decisions.

	The Typical Pattern of the Traffic Effect


The internet’s traffic effect is much like the flow of a river in the physical world—except that here, the “fluid” is human attention, flowing along certain channels. For example, people click from one page to another. This channel-like flow means that once a recipient enters the channel, they are highly likely to follow the planned route past the information delivery points (the “cross-sections” within the channel) and are less likely to leave midway. This feature makes traffic-based strategies easier to plan and execute.

Another form of traffic delivery works in reverse—such as email marketing or SMS marketing—where the recipients remain stationary, but the delivery point itself “moves” to reach them one by one. In essence, however, the principle is the same as in the typical traffic effect model.

We might think of the channel’s traffic as water in a stream, with the delivery point as a box of dye. When the water flows past the box, it picks up the color. This is the traffic effect: a steady stream of attention that is “colored” by the information it encounters.

	The Efficiency Advantage of the Traffic Effect


Why is delivering information via the traffic effect so cost-effective? Because once you place an information delivery point at a good position in the channel, the movement of recipients naturally completes the delivery process.

One of the greatest benefits of the traffic model is that you can set up fixed delivery points and then invest at scale—financially, technically, and in manpower—into refining the content and upgrading its presentation.

Furthermore, the traffic model does not require exhausting effort to sway the decision of any specific person. Instead, it focuses on reaching a large audience and influencing a portion of them, which is comparatively easier.

	Traffic Is Generated by Foundational Services


In the traffic effect, the service that draws recipients into the channel is called the foundational service for that traffic. This could be a tool, a product, or a piece of content. As recipients travel toward (or away from) this foundational service, they create traffic.

The scale and longevity of that traffic depend on the quality of the foundational service. A strong foundational service has several characteristics:


i. It can be used as a base tool by others, with a clear purpose that can be integrated into their daily life or work.

ii. It allows iterative improvements by others to meet diverse needs.

iii. It fosters an open, competitive ecosystem with numerous external collaborators, maintaining long-term innovative vitality.
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Chapter 3: The Evolution of Traffic Forms
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The essence of traffic has never changed, but its forms have always evolved.


	The first form of traffic that people discovered was location.



When people wanted to sell goods, they naturally sought out busy squares or roads. Whether it was ancient marketplaces or modern shopping malls, good locations attracted more foot traffic, making it easier to sell products.


	The second form of traffic is media.



Media here primarily refers to newspapers, radio, television, social media, video-sharing platforms, and more. When these media forms first emerged, their primary function was to disseminate information and provide entertainment. It was only later that people realized advertising on these platforms could boost sales, leading to the commercial model we see today.


	The third form of traffic is tools.



These tools include transportation methods (such as subways, high-speed trains, airplanes, elevators, etc.), computer tools (such as operating systems, browsers, search engines, antivirus software, etc.), and communication tools (such as phones, instant messaging apps, etc.). The main purpose of these tools was to solve specific problems, and no one initially realized they could have additional commercial value. Later, people discovered these tools had a traffic effect and became channels for advertising.


	The fourth form of traffic is transactional relationships.



Many businesses or public sectors naturally attract a large flow of customers during their operations, and this traffic also holds significant value. For example, convenience stores at gas stations, online supermarkets like Amazon recommending similar products to customers browsing goods, banks selling financial and investment products to customers, car dealerships promoting vehicle loans and insurance services, and some large manufacturing companies collaborating with banks to offer supply chain financing services to upstream and downstream manufacturers—these are all examples of how traffic is utilized in transactional relationships.

Although these traffic forms are diverse, their essence remains the same. All of them attract foot traffic through a basic service, form a channel, and then set up points within that channel to deliver information, triggering behaviors like purchases from the information receivers.
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Chapter 4: The Discovery of Traffic
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	New forms of traffic are often hidden.


Traffic is everywhere, but new forms of traffic are often unnoticed. A few examples can illustrate the difficulty of discovering traffic. For example, the market share of the Windows operating system was once enormous, but beyond boosting sales of Microsoft’s own products, such as Office software, the potential value of Windows as a traffic channel was not fully realized. Sony’s Walkman once achieved global sales, but apart from selling the Walkman itself, the company did not further expand into other business areas. Steve Jobs, however, made innovative attempts in this regard. For example, he established the iTunes Music Store on the iPod to sell music, and later created the App Store on the iPhone to sell software and games, achieving massive profits and creating a new business model. Additionally, while offline supermarkets previously had very high foot traffic, they had no way of engaging with customers after a purchase. It was only later that businesses recognized the value of this traffic. They started attracting customers to register and visit websites, ultimately leading to online ordering and home delivery. The advantage of this approach is that even if customers don’t visit the store, supermarkets can still frequently push promotional messages to them at a low cost, thereby increasing online purchases, which significantly boosted sales.

Even if a form of traffic is discovered, it still requires constant market exploration and validation to develop a mature business model. Various forms of traffic can generally be applied to a product sales model driven by advertising, but specific practices need to be tested in practice.

	Discovering new forms of traffic presents enormous opportunities.


Among the three key tasks—discovering traffic, managing traffic, and utilizing traffic—traffic discovery is the most challenging. Companies that are the first to discover and capitalize on new forms of traffic can benefit from huge market opportunities because there is little competition in information dissemination. As a result, information receivers are more likely to pay attention to messages coming from these new channels. In fact, there is a pattern to discovering traffic: first, identify the underlying service. If a basic service (tool) is widely used by customers, it can generate a traffic effect. Next, observe if there are locations on the path to or from the service where information can be delivered. If the cost of delivering information is reasonable, this traffic can be utilized.

	The golden period of high-quality, low-cost traffic.


Once a form of traffic is validated in the market, its commercial value is widely recognized, and competition among companies will focus on traffic management. On one hand, businesses will strive to quickly and extensively acquire this type of traffic to expand its scale. On the other hand, they will work to minimize traffic loss, ensuring stability and retaining information receivers in the channel.

It is particularly important to note that in the early stages of any new traffic form’s development, a “traffic dividend period” typically occurs. During this period, the scale of traffic grows explosively, far outpacing the growth in the number of information senders. Information receivers during this

	The period of fierce competition and stable development.



	The iteration of traffic platforms is a continuous cycle.
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