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ABSTRAKT

Diplomova préaca sa zaobera proviznym marketingom vo vybranej spolo¢nosti. Poukazuje
na $pecifika a fungovanie Ceského affiliate trhu a porovnava teoretické poznatky so
skuto¢nost'ou. Hlavnym prinosom prace je komplexny navrh provizneho programu za

ucelom zvysenia efektivnosti.

ABSTRACT

The diploma thesis deals with affiliate marketing in selected company. It points to the
specificities and functioning of the Czech affiliate market and compares theoretical
knowledge with reality. The main contribution of the work is complex affiliate program
proposal enhancing previous effectiveness.
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INTRODUCTION

Nowadays, marketing is an integral part of every business. It is a set of activities through
which companies are trying to influence the surroundings, increase awareness of their
brand or product, and force a customer to buy product from them. There are many ways
how business can perform these activities and what marketing tools they choose. As for
advertising, everyone seeks the most original and most effective solution. Often, we can
observe duels between big companies surpassing the creativity of advertisements but also

quantity and volume of money spent for advertising.

This leads to the fact, that people are exposed to an enormous number of advertising
elements every day. There are ads about everything, from car brands, to product
packaging. Advertising is everywhere and people started to filter and ignore it. This
reality, is also observed by marketers who constantly creates new advertising but no
longer present required results. Therefore, businesses either have to reduce advertising
costs or look for new and more effective ways of advertising that will deliver results and

measure benefits.

The Internet is an environment that allows to completely measure advertisement. Using
certain tools, we can tell how many times each advertisement element was shown, how
many people were engaged, how many people clicked on it and more. That is why
efficiency marketing, which focuses primarily on performance is getting to the spotlight.
In these cases, the trader generally pays for clicks or impressions, which does not
necessarily bring sales to him, same as the poster seen outdoor. John Wanamaker once
said, ‘Half the money I spend on advertising is wasted; the trouble is I don’t know which

half”.

Affiliate marketing addresses this problem and focuses on a secondary performance
which is represented by a measurable action taken on the website of contractor. For a
measurable action or conversion, we can consider for example order completion,
registration to the website, subscription to the newsletter or other target predetermined by
the contractor. Therefore, the trader only pays, when his target is met. There is no waste

of finance for ineffective advertising, which is the dream of every entrepreneur. However,
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it should be noted that different marketing channels play different role in marketing and
as the chef doesn’t create pizza only from one ingredient, no businessman should build

his business on just one marketing channel.

This diploma thesis deals with affiliate marketing as a form of internet advertisement.
Affiliate represents relationship between partner and merchant, where partner is rewarded
by merchant with a predetermined commission for each new customer he brings. Affiliate
partners are basically marketers who are trying to acquire customers for merchant across
all channels by directing them to a particular merchant website. Affiliate marketing exists
in a certain form outside of internet environment, although it cannot be measured as easily
as on internet and is generally referred as reward system. For example, if a tourist in a
foreign town asks a taxi driver to take him to a good restaurant or souvenir shop, a taxi

driver usually departs for such places, where he has pre-agreed commission.

The main aim of this diploma thesis is to analyse the use of affiliate marketing at ZEPA
and draft recommendations that could enhance effectiveness of their affiliate program on

Czech market.

The benefit of this work is getting acquainted with affiliate marketing and its real
functioning on Czech market. The main benefits of the work are author’s suggestions for
improvement of ZEPA affiliate system in order to increase its efficiency. Diploma thesis
is divided into two main sections, theoretical and practical. The theoretical part at the
beginning describes the theoretical background for internet marketing and advertising.
Followed by definition of affiliate marketing, relevant history, functionality of the
internet channel including its advantages and disadvantages. At the end of the theoretical

part, the diploma thesis deals with the affiliate marketing in Czech Republic,

The practical section is divided into two parts. The first part introduces the company
ZEPA and analysis of its affiliate system. Second part is more comprehensive, as it
contains a thorough instructions and recommendations that could enhance program

effectiveness in order to achieve company goals and expectations.
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THE OBJECTIVES AND METHODOLOGY

Objectives

The main goal of this diploma thesis is to analyse the use of affiliate marketing at ZEPA,
pinpoint possible shortfalls of their affiliate program and draft recommendations that
would improve the situation and enhance the effectiveness of their affiliate program on
Czech B2C market.

Methodology

When composing this thesis, author used several logical and empirical methods. First of
all, it was a research of professional literature aimed at internet marketing, affiliate
marketing and motivation. The research consisted in studying specialized articles on
internet and in books, to get the latest knowledge from this fast-growing segment. The
analytical and design part is based on theoretical knowledge gained during the research.
These parts combine theoretical knowledge with practical experience for the purpose of
creating effective affiliate program. The analytical part focuses on analysis of
environment and possible solutions establishing rudiments for processing practical part.
Practical part follows processed analysis from analytical part and with help of theoretical
findings forms the outputs. When building affiliate program, it is necessary to follow the
latest techniques to favourably affect site visitors as well as partners.
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1 THEORETICAL FOUNDATIONS

1.1 Different points of view on internet marketing

For a better understanding of the term internet marketing, it is essential to clarify the term
marketing first. According to Kotler (2007) marketing is defined as a social and
managerial process through which individuals and groups satisfy their needs, and wishes
by the process of producing and exchanging products and values. Marketing is not just
about advertisement visible on televisions or billboards. It is a complex process which
begins even before the product is manufactured. The main goal is to identify user needs
and ultimately satisfy them in best possible way. Lifecycle of individual products is

strongly dependant on marketing activities.

Those activities should improve, refine and adapt the product in the eyes of customer
based on the sales results. Internet marketing can be then simply defined as achieving

marketing goals through the use of digital technology (Charlesworth, 2011).

Zamazalova (2010) suggests that despite the fact that considerable number of users
perceives internet marketing as blinking stripes that bothers and harass website visitors,
it offers much wider possibilities. It is an additional communication environment, which
alongside the support of traditional marketing tools brings completely new ways of

communicating with customers.

Same rules apply for marketing over the internet as for classical marketing applied
through traditional media such as print, radio, television, outdoor advertisement etc.
However, internet is a very specific medium in its own way and differentiate from other
traditional media thanks to it interactivity and dynamic development (Charlesworth,
2011).

Term internet marketing is often associated with the term e-marketing respectively e-
commerce. According to Kotler (2007) e-marketing represents the company’s effort to
inform about the products and services, to promote and sell them on the internet.
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1.2 Marketing mix on the internet

Marketing mix designed by McCarthy (1960) often regarded as 4P — Product, Price, Place
and Promotion is still an essential part for creating and implementing marketing strategy
for considerable number of professionals (Charlesworth, 2011). To better reflect service
providing 4P was extended by three more dimensions — People, Process and Physical
evidence to form 7P (Chaffey 2011).

Marketing mix is nothing different than the classic marketing mix. The rules are the same
everywhere, and the company should not be perceived by customers differently on the
internet compared to offline environment. Although the rules do not change, it is good to
remember that the marketing mix applied to internet environment brings new

opportunities to marketers on hot wo effectively achieve marketing goals.

Using the Internet to vary the marketing mix

Product Promotion Price Place People Process Physical evidence
» Quality » Marketing » Positioning || » Trade » Individuals » Customer » Sales/staff
* Image communications || = List channels on marketing focus contact
* Branding * Personal = Discounts * Sales activities * Business-lad experiance
* Features promotion » Credit support s Individuals s |T-supported of brand
= Variants * Sales * Payment = Channel on customer = Design * Product
* Mix promotion methods number contact features packaging
* Support * PR * Free or * Segmented » Recruitment » Research * Online
» Customer * Branding value- channels » Culture/ and experience

service * Direct added image development
* Use marketing elements » Training

occasion and skills
+ Availability * Remuneration
» Warranties

Figure 1 - Marketing mix on the internet (SOURCE: Chaffey, 2011)

Author believes that the most significant and most visible component of the marketing
mix on the internet is communication with the customer through websites and internet
ads. Therefore, this work will concentrate on this component of marketing mix in the next

chapters.

1.3 Benefits of marketing communication over the internet

Despite the fact that the same rules apply to online marketing as for offline respectively

traditional marketing, it is necessary to understand that it is a fast growing and very
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dynamic environment. Therefore, it is important to emphasize the differences between
marketing communication online and marketing communication offline. Unlimited

possibilities of internet bring several advantages for marketing specialists.

A useful overview referred as 61 was designed in by McDonald and Wilson (1999) to
describe internet marketing. The 61 stands for Interactivity, Intelligence,

Individualisation, Integration, Industry Restructuring, Independence of Location.

1.3.1 Interactivity

Internet as a relatively new media that gives marketers an ability to work better with
individual customers. Unlike traditional media, the customer is able to access the internet
in order to respond and provide an immediate feedback to an ad, product or even services
offered by seller. Once the ad has been viewed, the customer can also immediately buy

product in contrast to advertising over television or on a flyer (Chaffey, 2011).

Before buying any product or service, most customers search different information about
the specific product and regarding the company that is selling respectively providing. All
this information is accessible using search engines, reading reviews, engaging in
discussions on forums and so on. In other words, it is a pull mechanism, which in

traditional media does not exist at all (McDonald and Wilson, 1999).

a) Traditional media - television, print, radio

=

Direct response

b) Mew media - internet
Interactivity
Dialogue not monologue

- |nte|l|gence -

Two-way feedback

Figure 2 - Visualisation of communication models: a) offline, b) online (SOURCE:
Chaffey, 2011)
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Apart from the above, it should be noted that interactivity of customers with companies
through social networks such as Facebook, Twitter and Instagram is rapidly increasing.
According to Bednar (2011) social networks are based on three fundamental pillars. First,
that most content is created by users themselves. Second, the basis is the relationship
between users, mutual comments, links and evaluation. And last but not least that server

providers are minimally interfering to day-to-day operations.

1.3.2 Intelligence

With the help of various analytical tools, marketers can monitor behaviour, preferences
and feedback of their customers. A skilful expert can evaluate this information and turn
them into benefit of the company in promoting and selling products. The most commonly
used analytical tool is currently Google Analytics (Chaffey, 2011).

1.3.3 Individualisation

Another advantage offering great diversity to online marketing apart from offline
marketing is based on individualisation and personalization. In other words, in targeting
individuals. With relatively low costs, the company can reach individual customers and
based on their specific preferences, recommend them an appropriate product. Compared
to mass advertising in traditional media, which requires excessive costs, it is a very

effective way to attract and convince customer to buy (McDonald and Wilson, 1999).

The pioneer for individual targeting is Amazon, however Google and Facebook also
adopted this approach very quickly. They adapt recommendations and emails based on
your online behaviour (articles, interests etc) respectively previous purchases. As your
pattern change in time, so does the recommendations (Chaffey, 2011).

1.3.4 Integration
In internet marketing, it is very important to integrate individuals forms of
communication together, in order to achieve highest possible outcome. It can be an

interconnection of individual internet communication tools, but also interconnection of
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traditional and new communication media such as QR code placed on a flyer or billboard
(Chaffey, 2011).

1.3.5 Industry restructuring

Distributors, brokers and other intermediaries who play an important role in the
traditional marketing, are replaced by new ones on the internet. The key is to create new
intermediaries between customers and suppliers who provide services such as a supplier
search or product comparison (Chaffey, 2011). A good example is www.heureka.sk

which is one of the largest shopping advisors in the Czech and Slovak online environment.

1.3.6 Independence of location

Thanks to the internet companies have the ability to reach out to their customers and
protentional customers not only locally but also globally. It is possible to sell products
internationally almost without an effort. This also allows customers to avoid visiting
dozens of shops in person and offers them a possibility to save time and make an online

order from comfort of their home (Chaffey, 2011).

1.4 Internet advertising

Adbvertising is one of the forms of commercial communication. The purpose is to deliver
advertised message to the targeted group and change its thinking and behaviour in order
to enhance sales of the product respectively name of the brand. This concept can be
applied also in internet environment where the target group is intercepted through various
online channels. Based on how the target audience is addressed, we generally distinguish
individual types of internet advertising into PPC advertising and e-mail marketing.
However, this is not a complete list. Sedlacek (2006) recognizes 4 types of internet

advertising:

1. E-mail advertisement
e Advertisement is whole e-mail (corporate news, e-zines etc)

e Advertisement is only part of e-mail (most common are advertising spots)
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2. Image advertisement
e Advertising stripes respectively banners
e Pop-up windows
3. Text advertisement
e Plain text ads (non-contextual)
e Contextual text ads (linked to keywords and context)
e Business text advertising systems (Seznam, Atlas, etc.)
4. Other forms
e Viral marketing
o Affiliate marketing
e Soft selling
e Content sponsorship
e Microsites

e Website optimisation not only for search engines

The tools of marketing communication can also be viewed from different perspectives.
For example, they can be divided by their function, where some are more appropriate to
brand building and others with more efficient character are more suitable to achieve
immediate sales increases (Zamazalova, 2010). For a better understanding of this diploma
thesis, author will elucidate those two types of ads.

1.4.1 Brand advertisement

Is intended to increase the credibility of the site, and wants to connect the brand with
certain assortment and notification. Then, once the person is looking for the specific
product, he should remember the particular brand, while believing in their credibility,
resilience which should ultimately help him decide to purchase the product on that site.
Brand building is a run on a long track and is impossible to accurately measure (Kelley
etal., 2015).

The most popular form of a brand ad is image advertisement, that is displayed while users

are browsing individual websites.
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1.4.2 Efficiency marketing

Is marketing oriented towards performance. However, it is not focused on primary
performance (how many times was the ad displayed or how many clicks did the add
experience) but mostly on secondary performance, which reflects measurable activity on
the website of contractor. For a measurable action or so-called conversion, we can
consider for example order completion, registration on the website, subscription to
newsletter or other actions predetermined by contractor as targets before the start of the

campaign (Perrey et al., 2016).

It seems obvious that each company will have different targets with efficiency marketing.
However, it is important that the set goals are accurately measurable on each web. Typical
forms of performance marketing include pay-per-click (PPC) advertising, optimization

for search engines (SEO), e-mail marketing and affiliate marketing (Chaffey, 2011).

Pay-per-click (PPC) sounds self-explanatory as you pay per each ad click. In principle,
this ad is only shown to people who search for certain information using search engines
or are browsing some content and they are offered an ad related to this content. Pay-per-
click is nowadays a very popular form for multiple companies. It is a simple way to target
customers using pay-per-click systems from third parties such as Google AdWords, Sklik
etc. in the moment when they are looking for it. This form of advertising is very diverse,
because nowadays it displays not only text ads but also graphic and video ads. It also
offers an ability to target customers by localization, language or interests. Another
positive regarding this type of ad is that you pay for clicks not for views. Therefore, you

pay only for customers that were somehow relevant or interested.

Search Engine Optimization often abbreviated as SEO is optimization for websites.
Simply said it consists of specific techniques dealing with how to place websites on the
best positions among search options. Site optimization consists of two main parts, on-

page and off-page factors (Jones, 2008).

On-page optimization means editing directly on the web page to make them most
accessible for search engines. On-page factors include page titles, structure of URL,
structure of web page, page content, headlines, image descriptions and more (Jones,
2008).
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Off-page factors occur outside of the web page and cannot be directly affected by web
owners. They are referred as backlinks that are pointing to the site from other websites.
These backlinks are crucial factor in ranking results. If many backlinks lead to the page
from various sources, it means for search engine that this page is popular and therefore

the search engine will prefer this page before others in search results (Jones, 2011).

E-mail marketing is also a very effective form of internet marketing. It stands for sending
business announcements to the customer’s mailbox, who previously agreed to receive
them. Advertising e-mails tend to inform about new products, discounts and sales. Using
the email, the merchant is also reminding customer with the range of services and

products he provides (Rayport and Jaworski, 201).

1.5 Affiliate marketing

Despite the fact that affiliate marketing is one of the forms of internet advertising it is still
quite unknown in Czech environment. A large proportion of web site owners knows about
it but they do not fully understand the principles of its functioning. On the other hand, on
Czech internet environment there are unfortunately also web site owners that have never
heard about affiliate marketing. Thanks to this unfamiliarity, affiliate marketing is seldom

used on Czech internet environment.

Nevosadova (2008) defines affiliate marketing as a form of internet advertisement, where
merchants offer to website owners (their affiliate partners) a financial reward for bringing
a customer who performs a predetermined activity (for example buying a product or
service, registering to newsletter) on the merchant site. She claims that in Czech language
affiliate marketing is often miss-referred as a reward system, which is not entirely
accurate, because the reward does not always have to be paid based on mediated sales.

Great positive regarding affiliate marketing is the fact that traders do not pay anything for
advertising, unless the product was sold, or lead achieved. That is why Chaffey (2011)
suggests that affiliate marketing is advertising with zero risk. However, zero risk for the
merchant, means increased risk for the affiliate partner. Therefore, it is important to
realize that merchants should not approach this channel as a medium that costs nothing
and earns on itself without risk. On the contrary, they should invest as much time, ideas
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and creativity as possible in this channel to convince affiliate partner that this cooperation
Is advantageous (Marketingsherpa, 2003). Determined affiliate partner with continual

support will help achieve the desired results (Chaffey 2011).

1.6 History
Before we dwell deeper into this channel, it is good to know how affiliate marketing was

created and who stands behind this creation.

The founder of affiliate marketing is considered to be Amazon, who introduced it in July
1996 under the name ‘affiliate associates’, marketing based on a commission. Amazon
discovered this option thanks to the owner of cooking recipes website. Visitors often
asked her where they can get her book, and she recommended them Amazon. With the
fact that most of them eventually bought it on Amazon as well, she contacted Amazon
and demanded commission for delivering the potential customers. Amazon seized this
opportunity promptly and began to offer this type of collaboration based on commission
even to other web sites (Goldschmidt et al., 2003).

Despite the fact that the pioneer in the affiliate industry is considered to be Amazon,
Collins (2000) asserts that there are many adult sites that used affiliate marketing long
before Amazon did. He suggests that adult sites have come up with some of the best (and
some of the worst) marketing concepts that are nowadays commonly used, such as video
stream, payment per vision, etc.). Based on the above, we can see that simple thinking of
internet users led to this collaboration as we know it today, where individual partners are

properly rewarded for a good reference.

1.7 The principle of functioning

The essence of affiliate marketing is a partnership between advertiser (seller) and affiliate
partner. The advertiser or trader is the owner of the product or service, to which affiliate
partners refer. Affiliate partner is the owner of the website that recommends too his
visitors a particular product or service, for which they receive a commission from the
sale. Basic principle of the functioning of the affiliate marketing can be described as
following (Chaffey, 2011):
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1. Affiliate partner puts any ad element delivered by advertiser or authorized by
advertiser on his website.

The site visitor clicks on the ad unit that contains a measuring code.

The measuring software directs the visitor to the advertiser’s site.

With the use cookies, the visitor’s browser will keep customer information.

The visitor on the advertiser’s site makes a conversion.

© ok~ N

Seller pays a commission to the partner in a predetermined fashion (date, amount).

These six steps describe the basic functioning of affiliate marketing, for its better
visualisation see Figure 3. In the following chapters, this diploma thesis will address

individual parts of this process.

Commission fee

Creative
-+ (Affiliate Network)
Visitor Visit Affiliate Click [ Tracking Re-direct [ Merchant
PC site System site
T Publisher T
Sets time-limited cookie |

Checks present on purchase Sale or lead

Figure 3 - Affiliate marketing functioning (SOURCE: Rayport and Jaworski, 2001)

1.8 Advertising elements

No good affiliate campaign will come without quality advertising elements. Advertising
element is what user sees and what convinces him to click and be re-directed to the site
of dealer. This chapter lists the most commonly used ad elements in the affiliate marketing

along with guide on how to work with these elements.

Text links — relevant text links can be considered as one of the more effective advertising
elements and not just in affiliate marketing. Text links are basic stones of the internet.
They should navigate users of the site to other relevant sites to find what they are looking
for. Many internet portals do not know how to put text links completely correct and they
use them primarily to gain a better position in the search engine. However, if the link is

located relevantly, for example in an article where it can help the user, its significance is
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increasing, therefore click through and thus commission for affiliate partner is increasing
as well (Bean, 2003).

Picture and Flash banners are any graphic form of an ad placed on the web of an affiliate
partner that points to a seller’s site. The beginning of internet advertisement is linked with
different kinds of flashing and popping banners however at present less is sometimes
more and beauty in simplicity took over (Chaffey, 2011).

Official name Dimensions in pixels Weight [KB]
Leaderboard 728x90 25-40
Square 250%250 25-35
Skyscraper 120x600 20-30
Rectangle 180x150 15-20
Full banner 468x60 20-30

Figure 4 - Recommended advertising formats (SOURCE: spir.cz)

Buttons were created by combining a text link with a graphic banner. These ad elements
generally have a nice graphic form, and at the same time are located where it is relevant.
Therefore, they should not disrupt the visitor from what he is doing on the website, but

instead to help him navigate to other pages (Kotler, 2007).

Najdite si najvyhodnejsi internet, televiziu a domace telefonovanie

. (] Digitalna ¢
Internet televizia Telefon

Zadajte vasu adresu

OrientaEné EiSlo domu o

Porovnat >

Figure 5 - Example of Button (SOURCE: porovnat.sk)
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Buttons have taken the graphical shape of banners, but their placement is similar to text
links. Buttons are located primarily in articles and other pages with informative character.
As the button picks up more sophisticated graphic form, it may significantly enhance the

click through of advertisement (Penson, 2012).

Econsultancy released an interesting research in 2012 regarding the above advertisement
elements, to determine which has the highest click through rate (CTR). This study was
based on data received from website livecasino.co.uk. Over the period of 12 months,
10000 visitors have visited this site. The analysis of gathered data revealed these
interesting facts and number (Penson, 2012):

e Of all the outgoing clicks from the website, the most clicked were buttons with
43%, second were text links with 34% and the least clicked were banners with
17%

e Nearly no one clicks on banners — it is almost a dead method of getting new
visitors

e The click through rate of banners is increased by a clear definition of the
advertisement message, adding a call to action and highlighting colour

e The button colour has a significant impact on its click through rate. Green button
had click through rate of 43% while red button on the same spot had click through

rate of only 29%, therefore 14% lower

Another type of ad element in affiliate marketing are forms. The advantage of the forms
is that the affiliate partner does not need to send visitors away from their pages, but simply
creates interaction on the very site. The fundamentals are widgets, those are web
applications that an affiliate partner can add on his site to offer to visitors some additional

useful functionality (Charlesworth, 2011).

Besides widgets, affiliate partners often have advanced form-based links. This type of an
ad element is slightly more advanced and more technically demanding. Affiliate partners
place an ad unit on their site in a way that the necessary information is obtained directly
from an advertiser’s server (Chaffey, 2011).
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1.9 Types of conversion and payment models

A very important term in affiliate marketing, which also concerns individual payment
models is a conversion. According to Janovsky (2006), the conversion is a process where
the visitor becomes a customer. The media dictionary (Mediaguru.cz) defines conversion
as the action we want on our website from internet users. Both definitions sound a bit
differently, but ultimately define the essence of main concept. The principle is for the
trader to determine in advance what action he wants from visitor on his web. Once this
action is executed, the executor becomes customer, whether real or potential. The most

frequently watched conversions are (Charlesworth, 2011):

e product purchase and service order,

e user registration,

e subscribe to newsletter,

e download program respectively demo,
e completion of the contact form,

e questionnaire filling.

As soon as the affiliate manager defines which action on the web page will be considered
to be a conversion, he must determine the provision system on how to pay the partners.
These two decisions are very closely related, and managers usually decide on the ground
of different criteria. Everything depends on the set goal for the affiliate campaign. There
are small differences between different payment models, but each one is successful in its
own way. However, in affiliate marketing, the following three methods are most

commonly used (Kotler, 2007):

e Pay per click model, where the advertiser pays partner for every visitor who
clicked on a partner affiliate link and arrived this way to the advertiser’s website.

e Pay per lead model, the advertiser pays an affiliate partner for every visitor that
left some information on the web. Most often this is filling some form, which is
considered a lead. An advertiser can expand its database of potential customers
this way, rendering him able to communicate with those potential customers in
future, which may lead to enhanced sells and thus increase sales.

e Pay per sale model, where advertiser only pays to the affiliate partner if the

website visitor purchases a product or orders a service. Advertiser, may pay for a
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single trade either a pre-agreed fixed amount or pre-agreed percentage of total
sales.

Models pay per sale and pay per lead can also be characterized in one group, pay per
action. Other types of conversions will also be included in this group, such as user
registration or signing up for a newsletter. Nowadays, most affiliate programs focus
primarily on this type of payment (Chaffey, 2011).

Pay per click in affiliate marketing brings much more risk than benefits, and therefore is
nowadays used only by a few affiliate programs. Prussakov (2011) suggests that this
particular payment method was slowly dying out because of great deal of fraud until eBay
resurrected this method with it quality click pricing (QCP). eBay is one of the few
advertisers using this method, as it is not appropriate for traders who doesn’t have a high-

quality system to prevent fake clicks.

Also thanks to the pay per click advertising through Google AdWords, or other
advertising tools, it is only logical that this form of commission payment is already
beyond the horizon in affiliate marketing. With tools like AdWords, traders have clicks
indeed under control and therefore it is very unlikely, that it could be somehow tampered
with. However, with affiliate partners, this likelihood increases, thus it is not very
appropriate to think of this payment method when starting a campaign.

1.10 Conversions measurements and cookie