
• Without order processing 
or credit card billing 

• Without warehousing, 
delivery or return han-
dling 

• Without customer sup-
port and service call cen-
ters 

• Without fixed contractual 
obligations to a supplier 
or franchise grantor 

• Without high primary in-
vestments 

Selling products and ser-
vices on the Internet with-
out having your own shop? 
Earning money and at the 
same time improving the 
quality of your website? 
Expanding your online busi-
ness without high invest-
ment? Selling online with-
out expensive software? No 
mulling over complicated 
payment systems, complex 
logistics, or intensive cus-
tomer service anymore? 

Partner pro-
grams – so-
called affili-
ate market-
ing – render 
all this pos-
sible and 

are a big trend in online 
marketing as they are 
promising a reasonable 
and efficient winning of 
new customers.  

Affiliate programs allow 
everybody to carry on a 
promising virtual business: 

A F F I L I A T E  M A R K E T I N G :  A S I A ’ S  N E W  K I D  O N  T H E  B L O C K ?  

H O W  T O  J O I N  A  P A R T N E R  P R O G R A M  
Participation in a partner 
program is pretty easy - you 
simply apply by completing 
an online form. Sometimes 
registrations are checked 
according to certain admis-
sion advertising media with 
special links, which you 
should integrate into your 
Website criteria before you 
get a confirmation. After 
the admission you receive 
an individual partner ID 
and various advertising me-
dia with special links, which 
you should integrate into 

your Website. The partner 
ID, included in the links, 
allows a precise allocation 
of the clicks and sales gen-
erated by your Website. 

The advertising media can 
consist of banners, graphic 
or text/HTML links, which 
can release certain actions 
according to a reimburse-
ment model, e.g., a click, 
sales or an inquiry.  

Some companies even en-
able their partners to place 
links in other media, e.g. in 

e l e c t r o n i c 
newsletters 
or emails. 

For each 
product that 
is sold via a 
partner link on your home-
page, you receive a com-
mission. Normally the com-
mission payment occurs 
monthly or, pending on pay-
ment quota (e.g. starting 
from a commission amount 
of $50  onwards).♦ 

By Daniela La Marca 
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Advantages for the partner 
(affiliate)  

Affiliate strategies can be 
extremely profitable if you 
take into account some 
easy online marketing 
rules.  

The exceptional success of 
affiliate marketing is mainly 
a c h i e v e d  d u e  t o 
"recommendations" given 
by partner websites. The 
classic principle of the 
"mouth-to-mouth-recom-

mendation" of the tradi-
tional marketing concept 
has been replaced with the 
"mouse-to-mouse recom-
mendation" in the affiliate 
marketing concept.  

Click here  
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Well, what exactly does affiliate marketing stand for? 

Affiliate Marketing is a method of promoting web businesses 
in which an affiliate/partner is rewarded for every visitor, 
subscriber or customer provided through his efforts. Com-
pensation may be made based on a certain value for each 
visit (pay per click), registrant (pay per lead), or a commis-
sion for each customer or sale (pay per sale), or any combi-
nation. This pay for performance model is very attractive 
from the merchant's point of view, as no payment is due to 
an affiliate until results are realized. 

Some e-commerce sites run their own affiliate programs 
while other e-commerce vendors use third party services pro-
vided by intermediaries to track traffic or sales that are re-
ferred from affiliates. And some advertisers even offer multi-
tier affiliate programs that distribute commission into a hier-
archical referral network of sign-ups and sub-affiliates. In 
other words: publisher "A" signs up an affiliate program with 
an advertiser and gets rewarded for the agreed activity con-
ducted by a referred visitor. If publisher "A" attracts other 
publishers ("B", "C", etc.) to sign up for the same affiliate pro-
gram it will result in additional, but lower commission for 
publisher "A". This so-called snowballing system rewards a 
chain of hierarchical publishers who may or may not know of 
each others' existence, yet generate income for the higher 
level signup. In general, however, most affiliate programs are 
simply one-tier. 

And it all started with Amazon...  

Affiliate marketing was made popular by Amazon.com, who 
started the ball rolling. They were the first to start using part-
ner programs for selling their products, and it is now these 
very programs that are essentially their pillar of success.  

In July 1996, Amazon launched its "associates" program and 
today the company’s logo and products are spread on more 
than half a million partner websites worldwide.  

Yet, webmasters of small and often private websites, who 
provide affectionately cultivated information on special sub-
jects, hobbies or other passions, are in the foreground of 
partner programs. In the course of the development of part-
ner programs, new business models emerged, for example 
infomediaries and meta markets, which offer Internet users 
all-around orientation and trade opportunities. And tradi-
tional advertising platforms, like search engines, information 
platforms and portals, in the course of regressing advertising 
revenues, discovered affiliate marketing as a new profitable 
source of income, too.   

Nevertheless, target group marketing and niche marketing 
remain the most decisive success criteria of the affiliate mar-
ket. The US-American online marketing adviser Declan Dunn 
emphasized this, by saying that, “the Internet markets are 
only centimeter wide and kilometer deep”.   
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• Are fundamentals for B2B and 
B2C conglomerates that build a 
basis for combined customer or 
target groups and create in this 
way value-added chains 

• Are the basis for new, customer-
oriented business models (meta 
portals), which bundle independ-
ently from vendors, products, and 
services new profit-oriented ser-
vice packages 

• Offer non-profit business and or-
ganizations new ways to gain do-
nations and appropriations 

It's Pay for Performance  

In all cases, the goal for marketers 
is to spend money only when their 
particular performance objective is 
met. While Amazon pays when a 
sale is made, merchants selling big 
items like cars, or marketing ser-
vices like credit cards, have modi-
fied the model by paying instead for 
clicks or qualified leads. In fact, 
compensation schemes vary as 
much as the affiliates themselves, 
from for instance a 15 percent com-
mission on Amazon books to 1 per-
cent on Dell PCs.  

Consider a Third Party  

As vendors have rushed to build 
partner programs, an entirely new 
category has been born: affiliate 
networks. Running a network of af-
filiates is not rocket science, but it 

Regarding all the hype that usually 
goes hand in hand with new ideas 
or business concepts, partner pro-
grams offer by all means interesting 
possibilities for established e-
businesses as well.   

According to the Forrester report 
“Online Retail strategies” special 
vendors will discover affiliate mar-
keting as a new way of network 
sales. Mainly through smaller, but 
substantially more specific commu-
nities with a high degree of trust, 
the conversion rates will raise up to 
10%.  

Partner Programs: 

• Provide a completely new coop-
eration between vendors and ad-
vertising partners 

• Enable the website operators to 
build up more virtual online-
businesses, without back office, 
all that’s needed is a PC and an 
Internet connection 

• Are outstanding measures to ex-
pand a website or an existing 
online business with complemen-
tary or supplementary products or 
services, and offer in this way an 
additional utility to customers 

• Offer outstanding opportunities 
for cross-selling and up-selling 
strategies 

• Permit the combination of con-
tents and trade that results in 
more profit 

does require quite a bit of time and 
commitment. For that reason, many 
merchants are finding that out-
sourced providers offer compelling 
solutions. Some vendors like Link-
Share provide tracking, reporting, 
and affiliate recruiting. Other pro-
grams like Dynamic Trade and Com-
mission Junction offer additional 
services: cutting checks, sending 
out end-of-year tax forms, and re-
sponding to webmaster queries. 
Complete do-it-yourselfers should 
check out the listing of affiliate 
scripts at the CGI Resource Index. 
Several dozen scripts are listed, 
ranging from freeware and share-
ware to scripts costing a few hun-
dred dollars.  

In the past few 
years, affiliate mar-
keting has become 
a significant force 
in how commerce 
on the web occurs. 
Thousands of ven-
dors worldwide are 
already using affili-
ate marketing to 
get business done, 

but it seems that in Asia it is still in 
its infancy. Cheer up! There is no 
risk and nothing to loose – jump at 
building up profitable business rela-
tionships. Good speed!♦ 

By Daniela La Marca 

A partner is promoting the product 
or service on his Web page and in 
this way, gives recommendations. 

Unlike traditional banner advertis-
ing, you can be more successful 
with affiliate marketing as it allows 
you to present specific products/
services only, and to promote them 
directly through more detailed de-
scriptions and personal recommen-
dations. All you need is a simple 
website, a special topic, or your ex-

pert know-how in a certain area to 
transform your website into an auto-
mated sales machine. 

Advantages for the program sup-
plier (merchant) 

The supplier’s advantages are obvi-
ous, too. Compared to classical 
online advertising measures, cus-
tomer acquisition with partner pro-
grams is much more efficient. Click 
rates of well controlled partner pro-
grams are up to 6 times higher than 

traditional banner advertising. With 
affiliate marketing, merchants reach 
their target groups in a better and 
easier way, as the Internet thrives 
from niche markets (apart from the 
big portals). 

Many partners promote very inten-
sively, a small but vital section of 
the merchant’s target group, which 
would be very difficult for him to 
reach in another way.♦  

By Daniela La Marca 
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Considering an affiliate program? 
Like other major decisions, there are 
some things one has to consider 
when choosing an affiliate program. 
The two crucial points to always 
have in mind are: what business you 
are in and what the affiliate program 
can provide to your customers. 

Always remember, whatever busi-
ness you are in, the largest invest-
ment you make will be customer 
acquisition. 

If you have your own product and 
have your own base of customers, 
then single product affiliate pro-
grams could work very well for you. 
However, if your business is acquir-
ing customers for other businesses, 
that is, purely affiliate programs, 
then a better choice for you will be 
affiliate programs with multiple 
products or services. In this way, you 
can capitalize on your investment in 
customer acquisition. 

The main key to success is to always 
ensure that the affiliate program 
offers the needs of your potential 
customers. In addition, products 
need to be of high quality and the 
supplier must provide excellent ser-
vice. After all, your credibility is on 
the line every time you refer some-
one to buy through your affiliate re-
lationship. 

Some other factors to consider 
when evaluating affiliate programs: 

• Find out if the affiliate program 
you are considering is a reputa-
ble business. 

• Does the program enable you to 
share in the lifetime value of the 
customer? Great programs will 
give you commissions on all fu-
ture purchases of the customers 
you introduce. This is where the 
real profits are.  

These types of programs, in ef-
fect, allow you to partner with 
the supplier. 

• Does the program reward you for 
introducing other affiliates? This 
type of program is commonly 
referred to as a two-tier pro-
gram. Often your customer may 
become an affiliate also and you 
will be rewarded for this.  

• Is the supplier interested in your 
success as an affiliate? The top 
affiliate programs engage in a 
process of coaching or informa-
tion sharing to help you suc-
ceed. In addition, affiliates are 
provided with regular newslet-
ters outlining what is working for 
successful affiliates and provid-
ing updates and details on new 
products. 

• Is the commission reasonable?
Commission rates on commodity 
products such as books and CDs 
tend to be low because there is 
often very little margin in these 
types of products due to intense 
competition. Look for products 
that have a commission rate of 
15% or more, and which are not 
commodities. In this way, you 
will be better able to recoup your 
customer acquisition invest-
ment. 
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• Are statistics provided? The 
higher the level of statistics pro-
vided the better. Statistics en-
able you to measure the success 
of your marketing efforts and 
determine the best places to 
invest your marketing dollars. 
Bear in mind that insufficient 
statistics may be a signal that 
the affiliate program is not suffi-
ciently interested in your suc-
cess. 

• Are new, high-quality products 
being developed regularly? In 
order to get the full value from 
lifetime commissions, new, high-
quality products have to be intro-
duced on a regular basis. If this 
does not happen, than lifetime 
commissions can be worthless.  

• How frequently are commissions 
paid? Of course, the more fre-
quently commissions are paid, 
the better off you are. Good 
quality affiliate programs will pay 
you monthly. Sometimes, com-
missions are not paid until a cer-
tain level is attained. If the pro-
gram you are considering has 
this requirement, check how 
many sales need to be made 
before the level is reached. 

• Have you read the affiliate 
agreement? Seems basic, but 
it’s a vital point. Some affiliate 
agreements are totally in favor 
of the supplier while yet others 
are more balanced. Look out for 
agreements that are fair and 
that do not stack everything 
against you as the affiliate. 
Some agreements restrict your 
ability to promote similar prod-
ucts from other suppliers, while 
most have anti-spam provisions.  

These are just some of the impor-
tant points that should be utmost in 
your mind when choosing an affiliate 
program, helping you to make supe-
rior business choices that will in turn 
lead to long-term success.♦ 

By Shanti Anne Morais 
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There are three different well-
established compensation models 
of partner programs: pay-per-click,-
lead or-sales. Other variations of 
these forms are: pay-per-email, -
view, -visitor, -period, or -lifetime, 
besides multilevel programs. 

Pay-per-click: Compensation for 
each click 

For a long time, mainly only banner 
programs were known under the 
label of "partner programs" which is 
compensated now per click instead 
of the so-called TCP (thousand con-
tact price). Pay-per-click means that 
the partner receives a reimburse-
ment for each visitor who clicks on a 
banner or a text link on his Website. 
As a rule, compensation is here be-
tween $0.05-0.5 according to the 
offer. But in these times of decreas-
ing click rates and increasing pop-
up blockers, the prospects of suc-
cess for partners are rather ques-
tionable. 

As a partner you should pay atten-
tion to banner advertising and make 
sure that it’s the product that is in 
the foreground and not the brand 
name of a supplier. Banners you 
use should pique your customers 
curiosity sufficiently to find out more 
about the offer and which thereby 
encourages them to click the ban-
ner. 

Pay-per-lead: Compensation per 
contacts (prospective customer) 

Another model of partner programs 
are so-called "pay-per-lead" pro-
grams (lead = potential customer/
Web visitor who got interested in 
any form). 

The partner is paid for every pro-
spective customer and receives for 
instance a reimbursement for every 
user who fills out a form, asks for 
product information, a test subscrip-

tion order, or signs up on a mailing 
list or a newsletter. 

Such programs commonly offer 
products which cannot easily be 
sold directly online, e.g., assur-
ances, credit cards, hand phone 
contracts etc.. 

Pay-per-sale: Compensation de-
pends on turnover per sales 

Affiliate marketing’s core is actually 
the so-called pay-per-sales program. 
Here, partners receive an advertis-
ing commission for every sale gen-
erated by a link of their Website. 
The amount of commission depends 
on the sold product, e.g., with books 
between 5 %-15 %, with consumer 
goods between 5 %-10 % and with 
travel between 2 %-7 %. 

This version of the partner program 
is used, for instance, by Amazon, 
too. A partner who sends a cus-
tomer via text link or banner to the 
Amazon shop receives a commis-
sion from 5% up to 15% of the 
achieved retail price. 

Pay per email: Compensation for 
email addresses 

Actually the pay-per-email model is 
a variation of the pay-per-lead 
model. A commission is paid for 
each online visitor who gives his 
email address, e.g., by subscribing 
for a newsletter or entry into an 
email distribution list. 
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Pay-per-view: Compensation for im-
pressions/ad views 

The pay-per-view model is a form of 
traditional banner advertising which 
is compensated by impressions and 
ad views respectively. In contrast to 
registrations of page impressions, 
only ad views count, that means the 
click of advertising banners or 
graphics. 

Pay-per-period: Compensation per 
accounting period 

The pay-per-period version is a so-
called flat fee solution, which com-
pensates a certain accounting pe-
riod. This model of compensation is 
used quite often for advertising co-
operations which conclude not only 
on a pure success-oriented basis, 
but on a hybrid base, which means 
with a fixed reimbursement in com-
bination with per sale components. 
Search engines and portals follow 
this principle. 

Lifetime commission: Recurring 
revenue sharing 

A " lifetime commission” means that 
partners receive a commission for 
subsequent purchases of a once 
provided customer "forever". In this 
case, the customer data is stored 
together with the partner ID in the 
merchant’s database which will be 
activated by all follow-up purchases. 
What seems to be at first sight very 
attractive for the partners, is still an 
indisputable matter in the partner 
scene - and rightly so. One fine day, 
a partner program with many exist-
ing partners, could become quite 
unattractive for new partners. Cus-
tomers canvassed by new partners, 
may have once been already wooed 
by another partner. So, in spite of 
advertising expenditures and ef-
forts, the new partner could leave 
empty-handed, although a purchase 
took place. Click here  

to continue at  Page 6 
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share of their turnovers, too. 

For the sales turnovers on the sec-
ond level, the commission is of 
course lower, e.g., 5% in the first 
level and 0.5% in the second level. 
Be cautious, if so-called multi-level-
marketing (MLM) programs are of-
fered. These proposals are often a 
dubious version of a business struc-
ture with a snowball procedure. 
MLM programs often promise exor-
bitant distribution opportunities for 
partners, but are seldom realistic. 
Of course there are some reliable 
and professional controlled MLM 
programs, too, but it’s a fact that a 
lot of black sheep cavort in this 
area. Regarding MLM programs you 
should therefore listen to other ex-
perienced partners and their recom-
mendations. 

Chances to earn money 

Everybody can be successful with 
partner programs on the Internet. 
You only have to develop a keen 
sense of what your visitors or cus-
tomers really want and expect from 
your Website.  

If you follow a few simple rules, you 
can transform your Website with the 
help of partner programs into a prof-
itable online business. 

How much you will earn with partner 

programs depends basically on the 
following factors: amount of visitors, 
click rate of the advertising media, 
conversion rate (=amount of visitors 
who really buy something), the aver-
age retail price and the commission 
percentage. 

Depending on how targeted your 
use of advertising media on your 
Website is, you will achieve different 
click rates. Supposedly around 1-2% 
of potential customers will finally 
buy something on your Websites. 
The actual rate depends on how 
specific the advertisement on your 
Website aims to a certain product 
and could even be increased with 
some products by up to 10%. 

But the choice of a partner program 
depends not only on the absolute 
percentage of the commission, but 
rather on the average sales turn-
overs which are attainable per 
sales: 5% of $1000 is still more 
than 15% of $20. 

Book selling with an average retail 
price of $20 with a commission of 
15% for the affiliate partner makes 
just $3. But, if you calculate instead 
with a turnover of around $1000 
per trip on a commission of 5%, the 
affiliate partner would earn $50for 
every single sale. ♦ 

By Daniela La Marca 

The pay-per-lead program, which 
requires high expenses to produce 
interest, but that achieves at least 
long-term profits, is here the com-
pensation model that makes sense 
and is fair.  

With less popular suppliers or "white 
label" programs, this version of com-
pensation is not necessarily fair, as 
the customer could have con-
sciously chosen another Website, as 
it may best meet his current topical 
needs. But if this customer is tied 
up by an earlier purchase to another 
partner, the current advertising ex-
penditure of the new partner isn’t 
taken into consideration. Then it 
always depends on how "lifetime" 
commissions are awarded. Are they 
compensated for follow-up pur-
chases, for instance, directly by the 
supplier or a lead generation meas-
ure (e.g., a newsletter, insurance 
comparison etc.)? Is the partner per-
manently and in a fair way recom-
pensed for his advertising activi-
ties? I think the best solution here is 
offered by multi-level partner pro-
grams. 

Multi-level partner programs 

With two-tier partner programs you 
get the chance not only to earn your 
own sales commissions, but win 
other affiliate partners and take a 
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Affiliate marketing 
is basically noth-
ing revolutionary, 
but the return to 
established distri-
bution structures 
which have been 
commonly used 
for centuries in 
traditional sales - 

the principle of sales partners. 

Metaphorically speaking, the role of 
the traditional retail store in pedes-

trian areas of city centers is taken 
over in a similar form by partner 
websites on the Internet. Products 
can be brought closer to the cus-
tomer, as affiliate partners can re-
act faster to certain requirements of 
their niche market and adapt their 
offers better to suit customer 
needs. Partner programs act like 
reseller programs, but with signifi-
cantly easier rules.  

Compared to classical reseller or 
franchise systems, the partner re-

quires no initial investment. Partici-
pation is usually free of charge, 
compensated solely on the basis of 
success. The mode and amount of 
the commission are individually ne-
gotiable between program operator 
and partner. Instead of attracting 
customers by using expensive web 
measures that promote only one 
single sales platform, partners pre-
sent products and services on thou-
sands of Internet websites.  

Click here  
to continue at  Page 7 
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The common versions of partner 
program compensations schemes 
are pay-per-click, pay-per-lead and 
pay-per-sale, which guarantee a 
relatively risk free affiliate program 
operation.  

Merchants have an agreement with 
their partners to pay only a referral 
fee when results are delivered and 
leads or sales are generated.  

If you intend to catch the attention 
of professional affiliate marketers, 
you should pay attention to the fol-
lowing tips as it is not easy to stand 
out from the variety of competitors 
on the Internet. Always keep in mind 
that the most important success 
factor of an affiliate website is a 
high amount of very interested web-
site visitors.  

1. Find a niche market – This 
means a special topic, which is in-
teresting to a specific target group. 
Present only a few offers, instead of 
trying to sell everything to everyone.  

Most probably you won’t get the 
click rates of Yahoo, Google or eBay, 
but you will stand the chance to get 
the right clients and be successful. 

2. Offer professional content - Inter-
net users should benefit from your 
website. Generally, only if you are 
able to convince your visitor of the 
quality of your website, will they 
take a look at your advertised of-
fers, too.  

3. Offer latest information – For ex-
ample, a news page with current 
information and facts related to the 
topic, like for instance, trade fairs, 
exhibitions, stock markets, etc. lure 
people again and again to your web-
site. 

4. Concentrate on the most popular 
search engines and web directories 
- Register your website there even if 
the service costs. Search engines 
are still the most common pages 
used by web surfers to enter and 
conquer the Internet.  If you conduct 
the data entries manually by your-
self, you should focus on the 5-10 
biggest pay-search engines like 
Google (Adwords), Overture, MSN, 
eSpotting and web directories like 
for instance, Yahoo, Alta Vista Ex-
cite, Lycos, InfoSeek, or Fireball. It is 
better to be part of the top 10 of the 
biggest search engines than in 
place 100 in 500 others.  

5. Locate and build targeted link 
partnerships and link exchange with 
theme-related websites – Find out 
which Websites are interesting to 
link with by using search engines 
and reapply the same keywords you 
used to code your Website with. 
Suitable are all search terms which 
could be used by your prospective 
buyers. 

6. Choose your partner program 
carefully – If you have high click 
rates and a special expertise in a 
specific subject, it could even be 

lucrative, to contact a program op-
erator you are interested in directly 
in order  to discuss a co-operation. 

7. Concentrate on the commerciali-
zation of your Website – In the 
meantime there are a number of 
Websites available that provide very 
good and useful online marketing 
tips for small and special Websites 
(see Tips, Tricks & Resources, p. 24)  

8. Offer your articles to professional 
journals and magazines for publica-
tion – If you have a special exper-
tise in your business area. In case 
you have problems with writing, 
there is still the option of hiring a PR 
agency or a freelance journalist. The 
fact is, that PR is still the most ef-
fective and cost-efficient marketing 
tool, and that a product offer which 
is integrated in an editorial, effec-
tively strengthens the recommenda-
tion character of your offer and sup-
ports the purchase impulse. It’s 
proven that the presentation of a 
subject and target group relevant 
offers on a partner website activate 
new impulse purchase behavior at 
the "point-of-interest". 

A successful affiliate marketing pro-
gram takes time to build, but with a 
bit of effort it has the ability to in-
crease Internet sales noticeably. 
Rest assured, it's worth the effort 
and it can definitely be a win-win co-
operation for both parties – mer-
chant and affiliate.♦ 

By Daniela La Marca 

For a FREE subscription, please click here 

http://www.mediabuzz.com.sg/subscribeAC.html
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2. Affiliate marketing is niche mar-
keting: 

Your marketing should concentrate 
on only some lucrative, target group-
oriented offers. With one single en-
thusiastic recommendation in a well-
kept email database, you can collect 
more commission during one day, 
than other affiliates in one year. 

3. Customer relationship by follow-
ups: 

Use affiliate programs to get subse-
quent sales. A customer who has 
already bought products from you is 
easier to convince to acquire other 
products and services. Use email 
marketing, newsletters and auto-
responder to stay in touch with your 
visitors and customers. Use every 
opportunity to elicit the email ad-
dresses of your visitors as this is 
your most important property. Then 
concentrate on submitting these 
prospective customers an appropri-
ate offer. 

Money can defi-
nitely be made 
with partner pro-
grams, with many 
partners even 
earning several 
thousand dollars 
on advertising 
revenue monthly. 

This can be achieved by using the 
simple tricks and methods of the 
“super-affiliates”.  

In the following I put together the 
most important success factors: 

1. Marketing beyond banner adver-
tising: 

Affiliate marketing is more than just 
the positioning of banners and links 
on a webpage. Build up strategic 
relationships with your customers 
and visitors. Ignite everything to win 
the trust of your addressees. Use 
your expertise to give recommenda-
tions and to emphasize the credibil-
ity of your offers. 
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4. Search engine positioning: 

It is better to appear in 10 top lists 
in the first 10 places than being in 
500 searching engines an also-ran. 
Don’t count on free entry services, 
but register your website manually. 

5. Regular success control: 

Check continuously the results of 
your marketing measures. Deter-
mine visitors’ behavior and clicks 
from log files, link trackers and sta-
tistics and analyze in this way ex-
actly which measures and media are 
effective and which don’t work. Try 
new and innovative methods over 
and over again and make tests. 

Having said all this, the biggest suc-
cess secret is above all expertise 
and know-how, the application of 
the right methods and tools - and it 
is the invested time and effort that 
lead to success.♦ 

By Daniela La Marca 

The much-awaited premier international mobile content event addressing mobile 
entertainment and business content took place in Singapore from the 4-6 April 
2006. 

A  R I N G I N G  S U C C E S S –  L I S T E N  &  W A T C H  O U R  E X C L U S I V E  I N T E R V I E W  
W I T H  T H E  O R G A N I Z E R  O F  T H E  M O B I L E  C O N T E N T  W O R L D  

Terrapinn gives their thoughts about the event.  

Watch the interview of their spokesperson, Marijohn Sampson  

by clicking her picture (right). 

ATTENTION: Due to size DOWNLOAD may take up to 15 min 

The inaugural Mobile Content World Asia 
2006 was a resounding success, attract-
ing approximately 200 attendees and es-
tablishing itself as THE meeting place for 
mobile leaders from the region. The event 
was sponsored by: Silver Sponsor – Mo-
bile365, power Lunch Sponsor – bcgi, 
Coffee break Sponsor – Sonus Networks 
and Mobile ticket Sponsor – Mobiqa.  

http://www.mediabuzz.com.sg/movies/mcwasia.html


There are various reasons why affili-
ate programs are interesting for 
partners: 

Partners have full control over the 
program 

Partner programs aren’t reseller or 
franchise systems in the accepted 
way. They also have nothing in com-
mon with the traditional structured 
distribution. They are new Internet 
advertising forms that permit affili-
ates the complete control of their 
website design. 

Partners aren’t liable to restraint, 
they have no pressures of being suc-
cessful and no steady contract 
terms and conditions – or at least 
no partner contract they wouldn’t be 
able to change or quit any time with-
out loss or disadvantage. Affiliate 
partners absolutely take no risks. 

Partners have no investment at the 
beginning 

Affiliate partners need in principle 
nothing, except a computer with 
Internet access, to build up their 
virtual online business within the 
shortest time. In general, there is no 
cost for participation in a partner 
program. Registration to a partner 
program requires only a few min-
utes. Normally it is sufficient to com-
plete an electronic form. 

Partner programs offer likewise 
ideal possibilities to extend an exist-
ing online business without investing 
at the same time in storage capaci-
ties, costly logistics or staff. 

Partners have free choice on the 
Internet 

Affiliate partners can take part in 
almost all programs worldwide. They 
don’t have to commit themselves to 
certain merchants, but can market 
products and services of different 
vendors on their Web page. Partners 
can quit their contracts anytime or 
replace products which sell badly on 
their Website simply with others. 

Partners define their income by 
themselves 

Expected income, achieved through 
partner programs, is easy to deter-
mine. Partners define by themselves 
how much they want to earn with 
the partner programs. A Web page 
with only a few visitors that offers 
exclusively books on the base of a 2-
3 % commission will barely bring in 
more than pocket money. Intensive 
promotion activities on part of the 
partner undertake higher chances 
on good income than a lonesome 
banner link on a Website. The better 
the affiliate advertisement is inte-
grated to the contents of the partner 
website and the better it fits into the 
editorial context of the Website, the 
higher the prospects of success. 

Partners always profit 

Partner programs become more and 
more popular and companies dis-
cover progressively the meaning and 
the effectiveness of a good virtual 
distribution team. Every enterprise 
that takes affiliate marketing seri-
ously is interested in an intensive 
relationship with their partners.  

A T T R A C T I V E N E S S  O F  P A R T N E R  P R O G R A M S  

Page 9 B E S T  P R A C T I C E S  &  S T R A T E G I E S  

As affiliates can 
quit the program 
any time, mer-
chants are particu-
larly interested to 
ensure the attrac-
tiveness of their 
program as long as 
possible to retain 
their profitable part-
ners.  

Hence, a good partner program 
stands out because of the time and 
effort invested in the partner sup-
port. Many program operators offer 
their partners free online training 
and resources as support. 

The more partner program operators 
that emerge, the bigger the competi-
tive pressure. Here, the winner will 
always be the affiliate. More and 
more merchants will try to offer very 
good conditions and additional ser-
vices to their partners to establish 
long term relationships with them. 
All that you need as an affiliate part-
ner for your success is: 

• the right products, services or con-
tents that fit to your Web site and 
target group; 

• select programs, which offer the 
best conditions and the most pro-
fessional support to position part-
ner programs on your Web site 
and recommend them actively to 
raise consumer acceptance; 

• market your Web site perfectly, so 
that as many visitors come to your 
Web page as possible .... and buy! 

By Daniela La Marca 

CLICK HERE 

http://www.aisconline.com/


Y O U R  O P I N I O N  C O U N T S  -  T H E  M O U S E - T O - M O U S E  
R E C O M M E N D A T I O N  A S  A  S U C C E S S  F A C T O R  
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Most Internet us-
ers are looking for 
content i.e. for 
useful information 
on certain sub-
jects or for satisfy-
ing their special 
interests. Become 
a "valuable re-
source" for your 
Website visitors! 

Amend your current offers step by 
step with additional products and 
services which are related to your 
main focus. 
As an expert, you should circum-
stantiate "your" subject with profes-
sional contents, advice and recom-
mendations to build up your reputa-
tion and respect with your visitors. 
Use your expertise and the trust of 
your customers to generate follow-
up sales and to transform your rec-
ommendations into cash. 
Personal recommendations as a 
success factor  
• One of the key factors for the suc-

cess of affiliate programs is the 
principle of "personal recommen-
dation" (comparably with the 

"mouth-to-mouth propaganda" in 
classic marketing). 

• "Hard sales messages" neither 
create trust nor give real orienta-
tion for a purchase. This is one of 
the main reasons, why pure ban-
ner advertising isn’t as successful 
as an Internet marketing instru-
ment. 

• Use the gained trust and the rec-
ognition as an expert for certain 
subjects to transform personal 
recommendations and experi-
ences into "soft sales messages ". 

• Match your advertising measures 
with the Website of the supplier, 
but please don’t simply repeat his 
sales messages! Instead com-
plete his messages with valuable 
information for the customers. 

• Emphasize very particular offers 
of the merchant – at best some 
products or even order and ser-
vice processes you have made 
first hand experience with.   

• Give references and quote good 
experiences on your website as it 
is additional content for the 

search engines and emphasizes 
your recommendation. 

• Complement available texts from 
the merchant with own content to 
give them a more authentic look 
and to accentuate the credibility.  

• Give your visitors an orientation 
for the purchase (“Why should 
they buy?”). 

• Given information should lead 
discreetly to the sales process, so 
that the visitor reaches the "sales 
site" of the supplier where he is 
eager to buy. 

You will notice that your word will 
count more than a thousand col-
ored banners.  
Make your opinion visible and plau-
sible. Be positive without exaggerat-
ing and you will marvel at the ef-
fects of your recommendations. 
Your opinion is an essential success 
factor for a preferably high purchase 
rate. You send a visitor who is will-
ing to buy to the merchant’s Web-
site and smoothly lead him into the 
sales process.♦ 

By Daniela La Marca 

C R I T E R I A  F O R  A  G O O D  P A R T N E R  P R O G R A M  

ing a corporate profile. Therefore, try 
to research the company behind the 
affiliate program using tools pro-
vided by organizations such as 
BBBOnline, TrustGauge.com and 
Alexa, which support you in getting 
feedback or provide ratings on affili-
ate program operators. 

Know what you intend to sell 

It is crucial to know the product/
service you intend to sell very well to 
be able to accurately describe the 
benefits to prospective customers. If 
it is a product/service in a low de-
mand industry you will simply not be 
able to sell enough to justify your 
investment of time and resources. 
Search in the same manner a con-

Considering the 
popularity of the 
Web in actively buy-
ing and researching 
information, imple-
menting an affiliate 
program seems to be 
a wise decision to 

generate additional income. Given 
that more and more companies are 
turning to affiliate programs to make 
money online, it has become in-
creasingly important to know how to 
identify a good program. 

Know who you are dealing with  

It is difficult to find out if an affiliate 
program is credible and trustworthy 
just by looking at the site and read-

sumer would if they were looking for 
the product or service. 

Know what you can earn 

You want to make money and inte-
grate affiliate programs into your 
Web site so be informed. The pay-
ment or commissions you receive, 
whether it is based per sale, per 
lead or per visit (click), should be a 
deciding factor but not the ultimate 
factor in your affiliate program selec-
tion process. Most affiliate networks 
limit which affiliates or publishers 
can receive which type of commis-
sion structure, usually reserving the 
per click option to highly productive 
publishers.  Click here  

to continue at  Page 11 



Every visitor logs out of a website at a certain time, at 
best after having bought a product.  

Affiliate marketing is perfectly qualified to point your 
visitors out to a product or service of another vendor 
while quitting your website and gives you the opportu-
nity to earn at the same time money. Use your "thank 
you for your purchase” page to point your customers out 
to an additional product or service. 

An example: You sell software or hardware? So why not 
offer IT books, technical accessories, etc to visitors of 
your website immediately with the purchase confirma-
tion? 
If you send an order confirmation or invoice by email to 
your customer, you can also use this medium to inte-
grate your affiliate links as additional recommenda-
tions. This form of affiliate marketing is called exit strat-
egy. Another exit strategy is activating pop-up windows 
as soon as a visitor or customer leaves your website. 
This medium is a good opportunity to place affiliate of-
fers, which fit to the content context of the website, too. 

According to a study of www.bannertips.com pop-up 
windows are three times more effective than advertising 
banners. However, pop-up windows should be used 
carefully, as many web users feel disturbed by them.♦ 

A F F I L I A T E  M A R K E T I N G   

A S  A N  E X I T  S T R A T E G Y  –   

H O W  Y O U  M A K E  M O N E Y  W I T H  T H E  
Q U I T T I N G  O F  Y O U R  W E B S I T E  
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A F F I L I A T E  T I P :  

P O P - U P  W I N D O W S  W I T H  C O O K I E S  

A possibility not to bother visi-
tors with pop-up windows is 
guaranteed by integrating a 
cookie function which causes 
windows to pop up only once 
with the first webpage visit of 
a user. If the user visits the 
website a second time, the cookie identifies him as a 
repeat visitor and therefore no pop up opens again. 

It is effective using a pop up window as an exit strategy, 
e.g., for the offer of a free newsletter, a lucky draw, or a 
free test offer while leaving the website. In this way, you 
make sure that you don’t lose the contact with the visi-
tor even if he has already left your website. 

Here as well a cookie based pop-up window prevents 
that a subscriber is asked repeatedly to sign up for a 
newsletter or to acquire a product which he perhaps 
already bought.♦ 

By Daniela La Marca 

From Page 10—Criteria for a good partner program 

Know what fits best to you 

The more well informed you are, the 
most likely are you to  make the 
best decision, so search through 
affiliate program directories such as 
associateprograms.com or join 
popular publisher networks such as 
Commission Junction or LinkCon-
nector.com. You will easily find a 
program or group of programs that 
fits to you best.  

Information and transparency are 
crucial 

A transparent purchase process 
that always provides the purchase 
status, supports a partnership of 
trust. A professional partner support 

for all questions or problems during 
the implementation is vital.  

A regularly provided partner news-
letter could also be useful for mu-
tual success. Important content 
could include new links and adver-
tising options, seasonal and special 
offers, industry news, as well as 
general tips and trick related to 
online marketing. In a professional 
partner program, a "partner-recruit-
partner module (two tier program) 
shouldn’t be missed too. Here, affili-
ate partners get the opportunity to 
profit in the long run from the adver-
tising revenues generated by part-
ners which have been recruited by 
them.   

A good partner program should be 
aligned above all on a long-term 
partnership. Suppliers, who are not 
interested in their partner program 
and hand it over completely to a 
partner program network, suppos-
edly regard partner websites more 
or less as an inexpensive alternative 
to traditional banner advertising, 
but not as serious advertising part-
ners. The better the personal super-
vision of the partner program and 
the more individual support for the 
partner  that is available, the better 
the chances of success for both. A 
fair compensation and a long-term 
relationship are the basis of the win-
win principle.♦ 
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B E Y O N D  I M P U L S E  P U R C H A S E S :   

H O W  Y O U  R E M A I N  I N  C O N T A C T  W I T H  Y O U R  W E B  V I S I T O R S  

When was the last time you bought 
something spontaneously? How of-
ten did you look for something, or 
compare prices and product fea-
tures with several suppliers? 

Not only your own recommenda-
tions, but also references of custom-
ers are good sales arguments, 
which you should use to comple-
ment your expert knowledge presen-
tation. 

It is not easy to sell something to a 
customer spontaneously and online 
buyers in particular tend to be more 
distrustful. The purchase rate of a 
common e-commerce site averages 
according to Shop.org and the Bos-
ton Consulting Group approx.1.8%, 
which means that of 100 Website 
visitors only two are in reality buying 
something and 98 are leaving the 
Website without spending money. 
Normally, most of the Web users 
don’t buy during their first visit, but 
after the 2nd or 3rd visit, when they 
are better informed. 

How often did you discover an inter-
esting offer? Did you look around on 
the Website and resolve to return 
later? How often has it happened 
that you have simply forgotten the 
offer or the web address and never 
again  found the websi te? 

For you as an affiliate partner only 
one criterion is vital: With the myr-
iad choice of affiliate programs 
available pay attention to the fact 
that the program operator compen-
sates not only for 'impulse pur-
chases', but also for returning buy-
ers, otherwise you end up advertis-
ing to a huge number of potential 
customers without reimbursement. 

If the branding of the supplier is too 
much in the foreground, the risk is 
high that your customer remembers 
the name of the supplier and goes 
next time directly to the website of 
the brand name. So, the tracking 
technology of the program operator 
is very importantly: 

The so-called "session technology" 
compensates the partner only for 
the respective session, i.e. for the 
first visit of the Website. Many affili-
ate programs use the so-called 
"cookie technology" which compen-
sates the partner also for later visits 
of the customer. 

However, here is where it counts as 
to how long the cookie remains 
stored. The rule is 30 days, which 
for certain products could be not 
long enough. URL tracking allows for 
long-term storage of the partner ID 
in the URL of the link. This is mainly 
important for the "book marking" of 
a website. Every tracking technology 
has advantages and disadvantages 
for the partner. A lasting storage of 
the ID with customer data also al-
lows the reimbursement of subse-
quent purchases. 

Anyway, what’s important for you as 
a partner is mainly not to lose the 
contact with your visitors. To make 
sure to stay in touch with your visi-
tors so that they keep you in mind 
and return to your Website, you 
need an email address and the per-
mission to send them further infor-
mation.  

The building-up of an own e-mail list 
is your most valuable property in 
online marketing. With such a list 
you collect precious information of 
prospective new customers. 

According to a study of Innocast, 
targeted e-mail marketing to exist-
ing customers and interested visi-
tors is in general the most effective 
instrument in online marketing. 
Visitors, who have never bought 
something on your Website, are the 
most difficult and therefore most 
expensive customers. 

If you have once broken the ice, you 
can transform these customers into 
regular sources of income for online 
shops.  

The likelihood that existing custom-
ers acquire other products and ser-
vices of the same supplier is be-
tween 20-30%. Here you can lever-
age e-mail marketing and generate 
follow-up sales.♦ 

By Daniela La Marca 

http://www.mediabuzz.com.sg
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T H E  P E R F E C T  A D V E R T I S I N G  M E D I A  F O R  Y O U R  W E B S I T E  

Interactive banners 

In general, banner advertising is 
tagged as the No.1 source of annoy-
ance of Internet users. The statistics 
also reveal that every fourth Internet 
user is irritated by the lack of speed 
of high-resolution banner graphics. 
Studies of click rates on the other 
hand show that text links generate 
on an average 6 - 7 times higher 
click rates than banners. Above all, 
blue underlined text links are 
clicked by web users more often 
than every other advertising me-
dium. 

So if you ask yourself, how you 
could still use banners as a profit-
able advertising medium, use ban-
ners which do not look like graphic 
elements, but instead like text ele-
ments which fit to the context of 
your Web page. Here, a white back-
ground is best as well as blue un-
derlined text elements. In addition 
use OK-buttons in Windows style, as 
web users who click on this kind of 
banners quite often not even notice 
that it is a banner. 

HTML banner 

HTML banners are banners which 
consist not only of graphic arts, but 
HTML code and therefore allow 
more interaction. HTML banners are 
suited very well for interactive 
search boxes which the user can 
confirm directly on the affiliate part-
ner website. 

Such advertising media are espe-
cially very effective for product 
searches, price comparisons, dating 
portals, travel or insurance compari-
son, etc. 

Many program suppliers provide 
complete solutions of such interac-
tive HTML banners to their affiliate 
partner. 

Partners have to some extent the 
opportunity to create such banners 
or search masks independently in 
order to customize them according 
to form, size and color preferences. 

Introduce banners in combination 
with other advertising media which 
refer to the same subject or offer, 
e.g., an editorial page of offers in 
the main frame and an appropriate 
interactive skyscraper with a search 
box on the right side frame.  

Topical association and a focus on 
the product achieve the best results 
for your partner advertisement. 

Product images and deep-links  

Product deep-links are the most ef-
fective advertising form to lead cus-
tomers straight to certain products 
or services. Deep-link means that a 
visitor is directly led to a specific 
product on the shop instead of 
pushed to the index page of the 
supplier. Nothing is more irritating 
when led to the homepage of the 
web shop, than to have to look for 
the offer one has already searched 
for, yet again. 

The best way to advertise with a 
deep-link, is, e.g., by product im-
ages, with a short description and a 
text link which leads precisely to the 
purchase details in the shop of the 
supplier. Deep links have the advan-
tage that they fit usually perfectly to 
the Website of the partner, so that 
they seem to be less commercial, 
but rather like an editorial compo-
nent of the Website. 

Pop-up windows 

Most Internet users hate pop-up 
windows and therefore many web-
sites have already renounced their 
use. Nevertheless, pop-up inser-
tions attract attention far more often 
than normal advertising banners, 

even if they 
are at the 
same time, 
perceived as 
more annoy-
ing. 
Application tip: pop-up windows with 
cookies 

A possibility of not having to bother 
visitors with pop-up windows is the 
integration of a cookie function. This 
causes the window to pop up only 
once, when the web user visits the 
page for the first time. If the user 
visits the site a second time, the 
script selects the cookie in the 
browser of the user and identifies it 
as a repeat visitor - therefore the 
pop-up doesn’t open again. 

It actually all depends on how pop-
up windows are used. During the 
start-up of a web page, they are in 
general viewed as annoying and 
therefore quite often deleted imme-
diately. An effective application in-
stead is the use of a pop up window 
as an exit strategy (more details, 
see article, page 11) that means 
use the pop-up when the visitor 
quits the Website, e.g., for the offer 
of a free newsletter or for the affili-
ate program invitation or for gener-
ating cross-selling offers. 

Pop-ups of the second generation 

Pop-ups of the second generation 
push a component of the website 
into the screen and in this way, 
attract far more positive attention. 

Pop-ups of the second generation 
have many advantages:  

• They are compatible with all 
modern browsers – Internet Ex-
plorer, Netscape, Mozilla, Op-
era. They are protected against 
pop-up blockers and work as 
well with Windows XP SP2 or 
the Google tool bar.  

Click here  
to continue at  Page 14 



• Their advertising effect is ap-
proximately 50% higher than 
"customary" pop-ups.  

• Attention of the users can be 
captured even more by addi-
tional animation. 

• As with cookie functions, pa-
rameter settings can determine 
when and how often a visitor 
sees the pop-up 

• These pop-ups barely influence 
the loading time of the home-
page and especially, have no 
negative influence on search 
engines. 

"White label" advertising media 

So-called "white label" advertising 
media enable a partner to develop 
and implement the best individual 
affiliate strategy solution. With 
"white label" advertising media the 
product is in the foreground and the 
supplier in the background. 

For affiliate partners who want to 
offer an additional online service to 
their existing online business by us-
ing affiliate marketing, "white label" 
advertising media presents a good 
opportunity to offer products of oth-
ers to current customers, and to 
keep them on your own website. 

As a rule "white label" advertising 
media can be integrated on the web-
site of the partner so that the cus-
tomer remains “virtually” there dur-
ing the purchase process, too. This 
allows the partner a certain protec-
tion of identity. 

"White label" advertising media are 
often used for product, prize, or as-
surance comparisons. But in gen-
eral, all advertising media can be 
made available in a partner-oriented 
way, starting with banners, up to 
complete mini-sites or web shops. It 
is vital that the advertising media 
are made available very neutrally, so 
that the partner can adapt the me-

dia better in his Website. 

In some cases a so-called "co-
branding" of supplier and partner is 
also appropriate, which means that 
the elements carry a prominent tip 
to the partnership, e.g., by using the 
phrases - "powered by... ", "in coop-
eration with..." or "made available 
by... ". A good example of co-
branding in stationary trade is the 
"Intel inside" strategy. 

A partner profits from a co-branding 
strategy if the supplier is a known 
and famous company. In this way 
the partner can profit from the trust 
potential of the merchant. 

Mini-websites / Microsites 
The use of mini-websites demon-
strates a new way for a successful 
affiliate strategy. Mini-websites are 
small Internet pages which limit 
themselves to the most necessary 
and supply their visitors optimally 
with information. All important infor-
mation is on one single site. 

In the USA there were already in 
2003 more than four millions of 
these mini-websites. In Europe and 
Asia the trend still seems to be in its 
infancy.  

The advantage of mini-websites for 
search engine professionals is the 
fact that the websites can be opti-
mized for certain search words and 
steers a user straight to certain 
products. Instead of an "advertising 

catalogue" with a huge number of 
offers, it is sometimes more effective 
to optimize and to promote single 
products with the help of mini-
websites. 

Some Web hosts even offer free 
hosting for mini websites. All you 
have to invest in as an affiliate is 
time to create the Webpage and to 
register it with the appropriate key-
word and metatags in search en-
gines. The entry in search engines 
is the most important success factor 
for the mini-site strategy. 

A special subject for a mini-website 
strategy makes sense, as well as 
seasonal special offers e.g., for 
Easter or Christmas. 
Another mini-website strategy is the 
application of complete web shops 
or specific Web pages, and some 
suppliers of partner programs offer 
their affiliates mini-sites or mini-
shops. Such Web pages or shops 
can be simply diverted via links to 
own mini-site domains. Search en-
gine marketing this way fits better 
than the easy use of the affiliate 
URL.  

Example: Zanox shop 
The affiliate program network Zanox 
(www.zanox.com) provides their 
partners with a comprehensive sup-
plier "shop" as a mini-website. 
Partners profit from extensive prod-
uct offers of famous companies like 
ESPRIT, Vodafone D2, and many 
others. The shop is editorially com-
pletely supervised and regularly up-
dated by Zanox. specials to topical 
occasions and subjects are auto-
matically loaded on the shop. Part-
ners need nothing else other than a 
website or an e-mail address, which 
the partners promote with a text 
link, badge or banner the shopping 
mall. The shop is "white labeled", so 
that the partner can promote the 
shop like his own shopping portal. 
http://shop.zanox.com ♦ 

By Daniela La Marca 
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The main objective of an affiliate website is to lead 
as many possible visitors straight to the partner links 
and to keep the conversion rate through these links 
as high as possible. 

An essential reason for the lack of success of many 
affiliate websites is the concentration on banner ad-
vertising only. Banners which pop up here and there 
on a website receive in general, only poor click rates. 
According to a Nielsen survey from December 2000, 
the click rate of advertising banners was only 0.32% 
and the trend of the past years shows a steady de-
cline of the percentage. Even an affiliate program 
can’t change this fact when it falls back on the same 
methods. Affiliate websites with "banner cemeteries" 
of all kind of organizers are simply unsuccessful. 
  

Instead, concentrate on some products and suppli-
ers and place these offers rather sophisticated.  

• If you want to promote several offers and vendors, 
it is recommended to create different web pro-
jects to promote the respective offers, e.g. related 
to different subject areas. 

• According to experts, links are clicked more often, 
if sales messages of partner offers are integrated 
into the existing context of your website. 

B E Y O N D  B A N N E R  A D V E R T I S I N G :   
H O W  T O  A C H I E V E  T H E  B E S T  S A L E S - S U P P O R T  E F F E C T   
F O R  Y O U R  A F F I L I A T E  S T R A T E G Y  

• Use clickable headlines and edito-
rial information to include the links 
smoothly to the common contents 
of your website. Complete the "sales 
messages" with own words, own 
experiences and a personal recom-
mendation. 

• Use the margins for an image 
(banner, graphic arts, form, etc.) 
and/or a clickable headline with a 
link that reflects the contents of the 
webpage. 

• Use primarily text links and text banners, as re-
search has proven that text links reach in general, 
a 7 times higher click rate than banner links. In 
particular, blue underlined links are clicked more 
often than other-colored links. 

• Text links are perfect for emails and newsletters 
as well, which you should use in addition to pro-
mote your website and affiliate products/
services.♦ 

By Daniela La Marca 

http://www.mobilemonday.net/mm/singapore
http://www.mobilemonday.net/mm/singapore
mailto:singapore@mobilemonday.net


Affiliate marketing may still be in 
its infancy stage in Asia, yet there 
is no doubt that it is poised for 
growth. Here are some affiliate 
marketing trends forecasted in 
2006 which are bound to also 
have repercussions in the Asia Pa-
cific. 

Both merchants and affiliates real-
ize that their dependence on net-
works can hurt them. 
Affiliate marketing experts predict 
that new organizations will spring 
up, intent on building meaningful, 
real-time relationships between 
the people with the product and 
the people with the websites. 

The attraction of working through 
networks is simple, managing 
many aspects of one’s affiliate 
business basically becomes a lot 
more convenient, for example, the 
advantages of accessing and sign-
ing up with a variety of merchants 
from a central interface. 

However, many are unaware of the 
hidden pitfall of working exclu-
sively with networks – the danger 
always exists that a network will try 
to control, limit or interfere with 
healthy dialogue and communica-
tion between affiliates and mer-
chants. 

A new breed of merchant emerges. 
New affiliates, who do not have the 
clout of the high earners, need the 
most help from merchants. For 
them especially, it is far from ideal 
that the network controls the en-
tire interface. After all, what hap-
pens if you have a problem with a 
lead, or commission cookies or 
tracking? A merchant who is affili-
ate-friendly will be just as inter-
ested in helping their new affiliates 
as well as their top-earners. 

Granted, no merchant has the time 
or resources to hold an affiliate’s 
hand while the first site is being 
built, but many merchants will 
gladly review first sites and event 
better, make excellent sugges-
tions. 

Affiliate marketing is way more 
competitive now than ever, how-
ever, analysts predict that in 2006, 
one thing will get a little easier for 
new affiliates and this lies in the 
ability of developing relationships 
with merchants who will train new 
affiliates, work with them and help 
them succeed. 

Affiliates stand out as the best 
sales teachers. 
Communicating and interacting 
directly with affiliates is one of the 
most valuable daily business activi-
ties of a merchant. Anik Singal, 
founder and CEO of AffiliateClass-
room.com, says, “As a merchant, I 
want my affiliates to teach me 
what works and what doesn’t. My 
affiliates are my best sales teach-
ers. There simply is no substitute 
for personal feedback on the sales 
process – feedback that comes 
directly from my affiliate sales 
force.” He predicts that in 2006, 
networks and management com-
panies will help recruit affiliates 
“who are really yours and not 
theirs.” 

2006: the year of big crackdowns 
on spyware 
One of the key things that big net-
works can do very well is see 
where referrer traffic is coming 
from. However, that tracking still 
cannot pick-up the origin of traffic 
from email links and non-web 
based referrers (like spyware and 
adware). However, some inroads 
were made last year in the U.S. 
when some affiliates who used 
invasive software to hijack transac-
tions, rewrite cookies, and even 
replace merchants’ pop-ups, were 
caught and dealt with severely, 
having to pay stiff fines and losing 
months of commissions. In 2006, 
experts believe that program net-
works, management firms and 
software infrastructure companies 
will develop tougher technologies 
to sniff out affiliates who cheat.  

More merchants will open their 
doors to international and new af-
filiates. 
2006 has been deemed the year 
when merchants wake-up and real-
ize that instead of rejecting new 
affiliates, they should welcome 
them with open arms, support 
them and teach them. 

The future of the affiliate partner 
industry is definitely going to be 
explosive. Yet, it is important for 
everyone in the industry to keep 
their eyes wide open and stay 
alert. For affiliates who learn to 
choose their merchants wisely, 
have good, proven business mod-
els and who stay alert and watch-
ful, the future is theirs, coupled 
with growing revenues. Yes, it is all 
about growth, but it is also impor-
tant to factor in the growing pains 
of a still very young industry.♦ 

By Shanti Anne Morais 
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W E B  S E R V I C E S :   

M A K I N G  I T S  M A R K  I N  T H E  A F F I L I A T E  M A R K E T I N G  I N D U S T R Y  

As affiliate marketing continues to 
grow in the enterprise, many firms 
say they are looking at Web services 
to fuel innovation and future growth. 

What are Web Services? 

Web services, sometimes also 
known as application services, de-
scribes a standardized way of inte-
grating Web-based applications the 
XML, SOAP, WSDL and UDDI open 
standards over an Internet protocol 
backbone, XML is used to tag the 
data, SOAP is used to transfer the 
data, WSDL is used for describing 
the services available and UDDI is 
used for listing what services are 
available. Used primarily as a 
means for businesses to communi-
cate with each other and with cli-
ents, Web services allow organiza-
tions to communicate data without 
intimate knowledge of each other's 
IT systems behind the firewall.  

Unlike traditional client/server mod-
els, such as a Web server/Web 
page system, Web services do not 
provide the user with a GUI. Instead 
Web services hare business logic, 
data and processes through a pro-
grammatic interface across a net-

work. The applications interface, not 
the users. Developers can then add 
the Web service to a GUI (such as a 
Web page or an executable pro-
gram) to offer specific functionality 
to users.  

Web services allow different appli-
cations from different sources to 
communicate with each other with-
out time-consuming custom coding. 
Moreover, because all communica-
tion is in XML, Web services are not 
tied to any one operating system or 
programming language. For exam-
ple, Java can talk with Perl, and Win-
dows applications can talk with 
UNIX applications. In addition, Web 
services do not require browsers or 
HTML. 

Are web services going to be the 
next big thing in the affiliate market-
ing industry? 

A key question is - are web services 
going to be a key driver of affiliate 
marketing, especially among enter-
prises?  

Analysts say yes mainly because the 
affiliate marketing industry is grow-
ing both in terms of size as well as 
sophistication. Coupled with evolv-
ing factors as well as the increasing 

emphasis on performance metrics, 
web services are certainly making 
their presence felt in the industry. 

The adoption and innovation that 
Web services-enabled affiliate mar-
keting provides is expected to spur 
the sophistication of the industry 
further. 

Three big players in the affiliate 
marketing industry, eBay, Commis-
sion Junction and Amazon already 
have Web service initiatives in 
place. Using Web services, affiliates 
marketers can make full use of 
Amazon's catalogue and e-
commerce capabilities, the com-
pany said. The company in fact, is 
the trailblazer in Web services adop-
tion in the affiliate industry. It has 
been pretty successful in doing so 
and hence, has quite a large affili-
ate community that uses Web ser-
vices to access their e-commerce 
capabilities." 

According to Amazon.com, "With 
Web services, Associates gives our 
site visitors more product informa-
tion, which in turn leads to a better 
buying experience and more edu-
cated and satisfied customers."  

Why the interest in Web services? 
The answer is simple – it presents 
the opportunity to enable success 
and empower affiliates across all 
the distribution methods. ♦ 

By Shanti Anne Morais FIND OUT MORE 

http://www.mediabuzz.com.sg
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D A S T A R D L Y  S T E A L W A R E  H I J A C K I N G  A F F I L I A T E  C O M M I S S I O N S  

We all know that affiliate marketing 
requires a lot of hard work, dedica-
tion and most of all, the need to be 
constantly vigilant. Most of us I’m 
sure know or have heard about spy-
ware. But do you know that there is 
a particular type of malicious spy-
ware that can threaten the integrity 
of any affiliate program? It is known 
as stealware and yes, it is just as 
sinister as its counterpart. 

Stealware, also known as thiefware, 
parasiteware, scumware or pick-
pocket pop-ups, is software that 
modifies affiliate tracking codes, 
replaces affiliate cookies on a user’s 
computer or "overlays" links on a 
web site with another affiliates 
tracking link - resulting in payments 
going to another person or company. 
Stealware is by no means a new 
problem. The horn was blown on it 
by the New York Times in 2002. 

Just like adware and spyware, com-
panies that create this type of soft-
ware “piggy-back” it onto applica-
tions such as P2P applications, tool-
bars, pop-ups and other freeware. It 
is installed as part of the set-up 
process for the main application and 
usually without the consent or 
knowledge of the user. Granted, 
sometimes, the stealware applica-
tion may be briefly mentioned in the 
End Users License Agreement, but 
since these documents tend to be 
extremely long, users more often 
than not rarely read them, let alone 
properly understand them. 

Stealware can remain on a system 

even after you remove the software 
or applications that were originally 
bundled with them, thereby carrying 
on thieving affiliate commissions. 

The modus operandi of stealware. 

To comprehend just how stealware 
works, we have to take a closer look 
at how most software that powers 
the majority of affiliate programs 
works. 

Most affiliate programs credit com-
missions based on the affiliate soft-
ware interpreting cookies on the us-
ers' computer. A cookie is a text file 
containing information sent by a site 
to a user's browser. In the case of 
affiliate programs, the affiliate soft-
ware issues the cookies.  

Cookies include information such as 
login information, user preferences, 
shopping cart sessions and referral 
information such as an affiliate ID. 
The browser saves the cookie on the 
user's computer and sends it back 
to the site whenever the user visits 
again. This is an important point in 
relation to affiliate programs be-
cause users have a tendency not to 
purchase on the first visit. Most mer-
chants set cookie durations of 7 - 90 
days so that even if the person 
doesn't buy on the first visit, the af-
filiate will receive the commission 
when they do buy products and ser-
vices later on. 

If the user clicks an affiliate link on 
another site afterwards, then the 
cookie is overwritten with that affili-
ates information. This is standard 
practice throughout the affiliate in-
dustry. Basically, what it means is, 
the last affiliate visited that results 
in a sale is the one who receives the 
commission. This method is based 
on the premise that the “last” affili-
ate visited had information on their 
site that triggered the person to buy. 
If a user should visit a merchants' 

site again after clicking an affiliate 
link via another means; e.g. direct 
browser request or non-affiliate link, 
then the affiliate cookie is not over-
written.  

However, if stealware is installed on 
a user’s computer then what hap-
pens when an affiliate link on your 
site is clicked on by an "infected" 
user is that instead of a cookie be-
ing set with your affiliate ID and de-
tails, it is changed to the company 
controlling the stealware. Very often, 
this company is also in the same 
affiliate network. 

On top of this, stealware can also 
engage in "cookie stuffing". This is 
the process by which the software 
places hundreds of cookies of other 
merchants affiliate programs on a 
user’s computer. If that user then 
visits those sites and makes a pur-
chase, the stealware-powered affili-
ate receives the commissions.  

Stealware can also affect non-
cookie referrals, such as some pro-
grams that pay per click instead of a 
commission on sale. This is 
achieved by a virtual overwriting of 
the link on the affiliates’ site 
whereby the affiliate ID in the link is 
"removed" and replaced with the 
stealware company’s affiliate ID. 

These unscrupulous affiliates do not 
spend hours creating content to at-
tract visitors, sales pages and other 
marketing material. All they do is 
sign up for the affiliate programs 
and garner revenue through parasiti-
cal means. Their justification for this 
practice is that the revenue they 
generate allows them to continue 
providing their main software appli-
cation for free. Of course, this is 
nonsensical because more often 
than not, the actual affiliate they are 
stealing from does not even run 
their software. 

R E S E A R C H ,  A N A L Y S I S  &  T R E N D S  
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Is stealware a widespread problem? 

Stealware is a form of organized 
crime and it is online fraud. Sadly, 
some very large, well known compa-
nies are reported to be involved in 
this activity.  

Given that roughly 15 to 20 percent 
of all online sales occur as a result 
of referrals from affiliates, it's easy 
to understand why companies 
spend their time and money on de-
veloping these ingenious and insidi-
ous software applications. It also all 
“boils down to making money”, and 
this is exactly what drives the perpe-
trators of stealware. Sadly, it’s not a 
problem that is going to vanish 
soon. 

Stealware raises several major pol-
icy concerns. For one, merchants 
risk throwing away money -- paying 
commissions when none are due, 
increasing their costs, and ulti-
mately raising prices for everyone. 
Secondly, legitimate affiliates lose 
commissions when stealware pro-
grams overwrite their tracking codes 
with the stealware programs' own 
codes. Finally, stealware puts affili-
ate networks in a truly odd position: 
If the networks enforce their rules 
and remove stealware programs 
from their networks, then the net-
works tehmselves shrink and re-
ceive smaller payments from mer-
chants.  

How to protect affiliate commis-
sions from stealware 

Unfortunately, there's not much one 
can do in terms of direct action, as 
the "power" belongs to the user and 
those companies running affiliate 
programs.  

If users allow stealware to be in-
stalled on their computers, the 
chances are they'll lose commis-
sions from any purchase they make 
with popular vendors. The only thing 
that can really be done is to avoid 

affiliate programs where stealware-
powered affiliates are allowed to 
participate. What this translates to 
is doing proper and thorough re-
search and screening affiliate net-
works and their partners. It is all 
about finding affiliate networks that 
you can trust.  

There are some affiliate networks 
out there who take a very tough 
anti-parasite stance. For example, 
some affiliate networks will only pay 
commissions to affiliates if the 
lead/sale comes from a site regis-
tered under their profile - this can 
discourage stealware-powered affili-
ates from signing up with a pro-
gram. 

The other weapon that affiliates 
have is in raising awareness of this 
problem. It’s important to alert us-
ers of stealware and its implica-
tions. While users may not care too 
much about whom gets the commis-
sions from their purchases, most 
will be outraged that software is be-
ing installed on their computers 
without their knowledge. 

Another strategy is to put pressure 
on affiliate networks and merchants 
to terminate affiliates who generate 
revenue through using stealware - 
many of whom may not even be 
aware of this issue. Again, it is all 
about creating awareness and edu-
cating the merchants and networks. 
It vital for them to understand that 
in the long run, allowing stealware 
affiliates to participate in their pro-
gram, especially if it's publicized, 
will turn other affiliates away and 
create a very bad image for the 
company.  

Stealware is a heinous activity and 
all affiliate marketers should prac-
tice constant vigilance and never, 
ever, let their guard down.♦ 

By Shanti Anne Morais 
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one of the promising topics 
of 2006 as identity thefts 
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Among the questions to be 
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• Are user names and 
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the U.S. seem to suggest that the 
problem of affiliate spam may not 
be a large one. 

Yet, there is no denying that there 
has been a pervasive shift in the 
online environment's view of unsolic-
ited email so much so that affiliate 
marketers cannot afford to ignore it. 
The movement has made changes 
in the structural relationship be-
tween a company and its affiliate 
marketers, and has even moved into 
the hands of lawmakers. 

In September 2005, Singapore’s 
Infocomm Development Authority 
and the Attorney-General’s Cham-
bers (AGC) came up with a consulta-
tion paper on the proposed spam 
control bill. 

In it, spam is defined as unsolicited 
commercial communications trans-
mitted by electronic mail or text/
multimedia messages to a mobile 
phone. It considers the 4 distinctive 
features of spam as: 

1. Spam is unsolicited; 
2. The content of spam is commer-

cial in nature; 
3. Spam consists of emails and 

mobile messages; 
4. These messages are transmitted 

in bulk (more than 100 elec-
tronic messages containing the 
same or similar subject-matter 
during a 24-hour period; more 
than 1000 electronic messages 
containing the same or similar 
subject-matter during a 30-day 
period; more than 10,000 elec-
tronic messages containing the 
same or similar subject-matter 
during a one-year period. 

The proposed legislation will apply to 
spam sent from or received in Singa-
pore, that is, it will not apply unless 
an electronic message has a Singa-

pore link. Both the person who sent 
the unsolicited commercial elec-
tronic messages as well as the per-
son(s) who procured the sending of 
these messages will be liable for 
legal action to be taken against 
them. The authorities here say that 
this approach is consistent with the 
international trend such as in Aus-
tralia and the U.S. 

In addition, Singapore has chosen to 
implement the opt-out regime. The 
lawmakers here have noted that 
many have voiced concerns with 
such a regime for example, that it 
will lead to more spamming and that 
at the end of the day, it would be the 
spammers who benefit, but the au-
thorities believe that many of the 
concerns brought-up can be ad-
dressed through public education as 
well as through the implementation 
of the requirements stipulated in the 
new legislation. 

They stress that the objective of the 
proposed Bill is not to eradicate all 
unsolicited commercial electronic 
messages. Unsolicited commercial 
electronic messages which comply 
with the legislative requirements will 
be allowed. It has been recognized 
that e-mail offers legitimate direct 
marketers an important and cost-
effective means of reaching out to 
targeted potential customers. More-
over, it is an important avenue for 
costs-conscious small and medium 
enterprises which cannot afford 
more costly means of marketing. 
Adopting an opt-out regime is more 
business friendly as it enables local 
businesses to responsibly use e-mal 
as well as mobile messages as a 
means of conducting legitimate 
business. 

According to the proposed Bill, the 
following requirements must be ad-
hered to: 

T H E  N E W  R E A L I T I E S  O F  S P A M ,  S P Y W A R E  A N D  A F F I L I A T E  M A R K E T I N G  

The whole e-commerce as well as 
the fledgling e-marketing industry in 
Singapore are still waiting with bated 
breath for Singapore’s anti-spam 
legislation to be announced. To-
gether with them, affiliate mar-
keter’s here too are bracing them-
selves for what could be a profound 
change to their businesses.  

One of the biggest questions on af-
filiates’ minds is – What if a mer-
chant’s affiliate partner sends com-
mercial e-mail on its behalf? Even if 
he uses an opt-in list, can this be 
construed as violating the new 
rules? The truth is, everybody, be 
they the e-marketers, affiliate part-
ners and networks, as well as users, 
should be very aware of the much 
awaited anti-spam legislation. 

According to experts in affiliate mar-
keting, the uneasiness in the air 
probably stems from the fact that 
affiliate programs are arguably the 
most chaotic form of legitimized 
marketing on the Web. After all, with 
so many affiliates out there depu-
tized to market companies’ prod-
ucts, it is difficult for the companies, 
or even the affiliate networks to 
keep track of all their activities. In 
countries like the U.S., where affili-
ate marketing is huge, just like the 
number of networks/partners, keep-
ing track of the sheer number of 
partners is pretty challenging. How-
ever, in Singapore where affiliate 
marketing still hasn’t taken off, 
monitoring affiliate partners should 
be a whole lot simpler. Or is it? While 
there are technical barriers that 
make it difficult for affiliate market-
ers to spam using its clients’ affiliate 
links, it is still possible to foil these 
safeguards. Technically, a link is a 
link whether it appears in an e-mail 
or on a website, and it is virtually 
impossible for affiliate networks to 
know how the links are being used. 
However, reports from countries like Click here  

to continue at  Page 21 
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Bearing all this in mind, some points 
affiliate marketers should enforce 
include: 

Understanding your Sources  
Instead of simply mailing to opt-in 
and safe lists on a whim, get to 
know the people producing these 
lists. Send a personal email to the 
list owner and mention how con-
cerned you are about unintentionally 
spamming anyone. If your source is 
a quality company, you will probably 
get a personal response back reas-
suring you that this particular list 
really is opt-in. Keep a file of all 
these responses so that if you do 
get named in a Spam complaint you 
can, as a first step, show this ISP 
that you have been concerned about 
acting properly for a long time.  
 
Build Your List Yourself 

 No tools are safer (or more effec-
tive) than opt- in lists you build your-
self. This is certainly the slowest and 
most difficult of all methods of mar-
keting but is by far the most reward-
ing. There is virtually no successful 
online marketer who does not be-
lieve that your personal opt in list 
isn't the most important asset you 
have. Why? Because it takes a num-
ber of contacts to get most people to 
buy something online. Selling to peo-
ple on a first contact, cold call basis 
is strictly hit and miss.  
 

Become a More Systematic Mar-
keter 

Take this time to institute a system-
atic evaluation of all your advertis-
ing. There are many tools available 
to evaluate each mailing you do and 
each ad you place. Marketers who 
begin this analysis often find that 
50% of their business comes from 
half the ad sources they use. Cut the 
dead half and reevaluate regularly. 
You will find that this will cut the 
chances that you market to a bad 
list. 

Preparing your-
self for this new 
e n v i r o n m e n t 
can be an op-
portunity to 
make yourself a 
better marketer 
while protecting 
your business 
from serious 
disruption. 

Having said all this, we also have to 
take into consideration that the mar-
ket seems to have moved beyond 
spam. At the spam session of the 
inaugural Asian Internet Security 
Summit 2005, the conclusions 
drawn upon at the end of the Sum-
mit were: 

• E-mail spam is in the eye-of the- 
beholder. One man’s spam is an-
other man’s news. 

• Any legislation drawn-up will only 
affect spammers in Singapore. 
Yet, many of the e-mail spam re-
ceived here, originates from over-
seas. 

• Mobile spam and not e-mail spam 
will be the next big threat. 

• The spam of 2005/2006 is spy-
ware. 

There is no doubt that around the 
world, spyware has replaced spam 
as the Internet and e-commerce is-
sue de jour. For affiliate marketing, 
stealware (a malicious form of spy-
ware—See story on Pg 18) is defi-
nitely a key threat, and one which is 
extremely difficult to combat. Most 
spyware tend to be malicious 
(identity/password theft, monitoring 
of one’s activities, etc) and their im-
pact, devastating. Some are also 
extremely difficult to remove.  

Yet, is spyware legislation the an-
swer? The companies who engage 
in this insidious activity should not 
be allowed to escape, but catching 
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• A clear opt-out function, in English 
• The message must contain a sub-

ject title that does not mislead the 
recipient of the content of the 
message 

• The message must contain the 
letter “<ADV>” with a space be-
fore the subject title to clearly 
identify that the message is an 
advertisement 

• The message must contain header 
information that is not false or 
misleading 

• Every unsolicited commercial elec-
tronic message must contain an 
accurate and functional e-mail 
address or telephone number, by 
which the sender can be readily 
contacted. 

In order to ensure that they do not 
fall foul of the new law, affiliate mar-
keters here have to get more proac-
tive in managing their affiliate part-
ner relationships. They have to look 
very closely and carefully at their 
agreements with their affiliates and 
update their privacy policies to let 
people know they are opting in. It is 
also very crucial that more time be 
spent on educating both clients and 
affiliates intent on e-mail marketing. 

The stark realities are that a spam 
complaint you are unprepared for 
can cause significant disruption to 
your business. Spam has an unfortu-
nate degree of credibility from 
square one. ISP's are so intent on 
shutting down possible spam 
sources, that you can quickly find 
yourself without an account or with 
a suspended account "pending in-
vestigation". The potential disruption 
- from advertising being spoiled, to 
confusion on the part of customers, 
to even loss of access to database 
information on the ISP's site, can be 
enormous.  Secondly, the company 
you are affiliated with has less in-
centive to back you than you might 
realize.  

Click here  
to continue at  Page 24 
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Integrity, dedication, innovation, 
these are just some words partners 
have used to describe AMWSO, a 
British run professional affiliate 
management team which handles 
outsourced affiliate programs with a 
Pan-Asian focus.  

AMWSO stands for Affiliate Market-
ing WebStudio-1.  WebStudio-1 was 
established in 1996, while the AM-
WSO section was set up in 2001. 
This year, AMWSO split into a stand- 
alone firm, but the name has stuck. 

The AMWSO team supports its cli-
ents in all areas of affiliate manage-
ment and has a wide range of sup-
port services for both Merchant and 
Affiliate partners, ranging from stra-
tegic planning to day to day manage-
ment and creative development to 
affiliate content copywriting, brand/
trademark protection and PPC cam-
paign management. Based in Thai-
land, the company is managed by 
Chris Sanderson, an active member 
in the affiliate marketing community, 
who is responsible for the strategic 
planning, consulting, and launch of 
the majority of AMWSO’s clients. 

Affiliate marketing is still in its early 
days in the Asia Pacific market and 
Sanderson notes that the market is 
very challenging for the whole e-
commerce industry mainly because 
it is very fractured, and as a result, 
each country has to be looked at 
and approached separately. In addi-
tion, the many different languages in 
the region also pose a major hurdle. 
Sanderson says that this is not a 
problem that can be easily solved 
because people tend to surf in the 
language they are most comfortable 
with, which is usually their mother 
tongue. However, on the plus side, 
he adds that more people and com-
panies in the region are becoming 
aware of and educated on affiliate 
marketing, and at the moment.   
Right now, he notices that there is a 

tendency to benchmark a lot on the 
U.S. market.  

However, the U.S. market is huge, 
and he says that its success in affili-
ate marketing is hard to replicate in 
countries like for example, Singa-
pore – “where products have no or 
little bandwidth. If Singaporeans 
want to shop, they go out and not go 
online, unlike say, Japan and Austra-
lia.” He also explains that though 
Singapore has a high Internet pene-
tration rate as well as money, its 
small size and population means 
that it is therefore easy to saturate. 
Services-based affiliates (especially 
those in the hotel, airline ticketing 
spaces) and not product-based affili-
ates tend to do well in Asia, except 
in countries like Japan and Australia 
which are the more advanced affili-
ate marketing countries in the re-
gion mainly because they are gener-
ally more trusting of credit-cards and 
e-commerce. Sanderson adds that 
Korea also has great potential for 
being great in affiliate marketing, 
and India is up-and-coming as it is 
right now in the building affiliate 
partners’ stage. 

According to Sander-
son, the biggest mis-
take companies who 
enter the affiliate 
marketing industry 
make is that they 
give their business to 
or partner with com-
panies who have no 

knowledge of affiliate marketing, 
and just as bad, no understanding of 
the services and/or products they 
are in. “To be in affiliate marketing 
and to be an affiliate partner re-
quires dedication and time,” says 
Sanderson. 

"When you factor in all the market 
and competition research that 
needs to be done before launching a 
business, determine which pro-

grams provide the best results, 
know the best sellers, track income, 
communicate with merchants, en-
sure you’re competitive, keep an eye 
on fraud, and so much more, affili-
ate programs become an enormous 
effort," he explains. "Affiliate market-
ing cannot run by itself. Affiliate 
management companies like ours 
help to streamline everything so that 
people can make better use of their 
time and earn more. Likewise, for 
companies trying to earn more 
money through more sales. It does-
n't make sense for them to learn a 
whole new business and to re-direct 
employees toward this effort. We 
already have the system in place 
and can do everything for a lot less." 

He attributes AMWSO’s success in 
the region to the company’s commit-
ment to its partners and its ability to 
help its affiliates grow and prosper – 
all done with a very personal touch. 
“We are very dedicated to our affili-
ate partners and ensure that we 
constantly motivate and support 
them. We also are very aware that 
affiliate marketing is not a stand-
alone system. It requires an inte-
grated approach which is exactly 
what AMWSO offers.” 

He also emphasizes the great need 
for trust between affiliate manage-
ment companies and their partners.  
The company has a strong anti- 
parasite stance and does not toler-
ate any unethical practices such as 
spamming which Sanderson says 
definitely affects affiliate marketing 
and programs. “The bad apples 
must be eliminated,” says Sander-
son. However, he believes that legis-
lation will not make any difference 
at all mainly because of the different 
geographies spammers work from. 
Instead he feels that affiliate mar-
keting spamming can only be 
stopped if all parties involved work 
closely together. 

A M W S O :  A F F I L I A T E  M A R K E T I N G  D O N E  R I G H T  

Mr. Sanderson 

Click here  
to continue at  Page 23 
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The company is looking at launching 
some new affiliate programs mainly 
covering the hotel industry in English 
and Chinese this year and then in 
Japanese and Korean by 2007. San-
derson also says the company will 
start looking at other service areas 
such as B2B office rental especially 
for companies in the U.S. and 
Europe who are looking to break into 
Asia. “Areas such as this make 
sense because of the broad reach,” 
says Sanderson. 

On top of all this, AMWSO is also 
busy organizing affiliate marketing 
gatherings in the region. Sanderson 
described the one held in Singapore 
in January this year as a good start 
to the year and a cozy gathering, 

though he admits that the attrition 
rate was a bit disappointing and that 
the next time, he hopes more local 
affiliates attend. Right now, these 
are small get-togethers involving 
mainly brainstorming and the shar-
ing of ideas, focusing on and purely 
for the affiliates. However, Sander-
son says that he is planning another 
gathering/networking session for 
later this year which will be for both 
local as well as overseas merchants 
and affiliates. The reason: “So both 
sides have the opportunity to meet, 
interact and share their thoughts, 
something which they very seldom 
get the opportunity to do.” Now, this 
is definitely affiliate marketing with a 
heart.♦        By Shanti Anne Morais 

Sanderson warns that affiliate mar-
keting does not work for everybody. 
“Before you jump into it, do your re-
search properly, and make sure you 
understand your business. Products 
must be of high-quality or niche in 
order to get high margins. After all, 
there are a lot of costs such as affili-
ate expenses, shipping and network 
costs.” He adds that most mer-
chants in the Asian region must look 
at running in-house programs be-
cause the number of local networks 
that support affiliates are either very 
small or non-existent. 

AMWSO is definitely not just sitting 
pretty and enjoying the scenery. It 
has got quite a few projects in the 
pipeline this year itself.  
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T H E  M A N I P U L A T I O N  O F  S E A R C H  R E S U L T S   

The use of search engines as a means of finding and 
accessing information on the internet has become so 
much a part of everyday communication that the verb 
"to Google" now exists in reference works such as the 
Oxford English Dictionary. In this new publication, au-
thor Nico van Eijk presents us with an extremely acces-
sible introduction to the functioning of search engines. 
He then goes on to tackle the more complex issues of 
the regulation of search engines in the eyes of Euro-
pean and international law. 
The manipulation of search results given by a search 
engine is explored in the first part of this report. Van Eijk 
explains that the order in which you receive the search 
results can be changed by the fact that the highest posi-
tions in any given search result can be offered to paying 
customers. Priority-indexing of web pages is also offered 
to those willing to pay. A website owner can therefore 
literally `buy his way up the list.' 

Search results can also be manipulated by website own-
ers themselves. The report demonstrates that this can 
be done by adding attractive search words to your site 
which are unrelated to its content but which will never-
theless guarantee a high placing in any search list. This 
practice, known as spamdexing, is judged to be so vital 
in improving web presence that companies known as 
SEOs' - search engine optimisers - are doing a roaring 
trade in improving their clients' internet site traffic using 
such methods. Hackers are also able to manipulate 
search results through a process known as "Google-

bombing" which involved linking certain search terms to 
completely unrelated items for a joke or in order to 
make a social statement. 

This report then goes behind the scenes of the financ-
ing of search engines' business structures and explains 
how they obtain their principle revenue through adver-
tising. Most search engines sell advertising space on 
their own websites and clients are charged according to 
the number of times their advertisement is "clicked". 
However, it is also possible for search engines to place 
advertisements for clients on third parties' websites and 
to receive payment for this service. 

Finally, we are given a thorough analysis of the position 
of search engines in the eyes of current legislation. The 
report states that "the search engine does not have a 
place in law" as neither the "Television Without Fron-
tiers" Directive, the European Framework Directive, the 
E-Commerce Directive nor even EU competition law cur-
rently provide an adequate legal framework for the 
regulation of search engines and their functions. Nico 
van Eijk recommends that "Partly in view of the major 
social dimension of search engines, it is desirable that 
legal and multi-disciplinary research be launched on 
national and international scales" as well as giving cer-
tain pointers for a beginning of legislation in this field. 

An accessible and detailed analysis of search engines: 
their functioning, their business methods and their cur-
rent position within the eyes of the law.♦ 

Download this publication free here. 

http://www.obs.coe.int/about/oea/pr/irisplus0206.html
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There has been an upward trend in many small busi-
nesses finding ways to earn money from visitors to their 
Website. This is despite the fact that their sites are not 
equipped to handle Internet transactions. How did they 
achieve this? The answer is simply by joining an affiliate 
marketing program. 

Affiliate marketing programs hit the scene during the 
Internet boom of the mid- to late-1990s. Organized to 
create virtual business relationships, they are an agree-
ment between two companies to steer business in the 
form of Web traffic from one Web site to another in re-
turn for compensation. If organized correctly, they are a 
win-win situation for both partners. They help large com-
panies with elaborate, transaction-oriented Web sites 
increase their Web traffic while providing increased 
cash flows to smaller businesses with brochure-style 
Web sites. 

How do affiliate programs work? 

When you join an affiliate program, you will be able to 
download an icon or button to add to your Web site. Visi-
tors to your site who click on that button will be sent to 
the transaction portion of your partner's site. Your part-
ner should have specialized internal computer systems 
in place. Those systems track all sales generated during 
the visit that originated from your Web site. In other 
words, you will own a portion of all sales generated dur-
ing that visit. If the visitor places an order, you will re-
ceive a percentage of the proceeds of the sale, based 
on the original agreement. A typical revenue-sharing 
arrangement is for 5 percent of the total sale, regard-
less of the size of the sale. 

Potential benefits: 

A well-planned affiliate-marketing program can accom-
plish two important goals for your business without in-
creasing costs. The first and most important is the real 
opportunity to grow revenue. Second, by aligning with 
the right partner, visitors to your site may find it a good 
jumping-off point to the rest of the Internet.  

That could turn your site into a "portal," which could 

help get your customers into 
the habit of visiting your Web 
site more frequently. After tak-
ing the time to create and pro-
mote your Web site, you may 
find that joining an affiliate 
marketing program is a cost-
effective way to enhance the value of your own Internet 
investment. This type of "virtual" alliance may help you 
increase revenue without increasing costs. In addition, 
an alliance can increase the value of your customers' 
visits by increasing the quality of your Web site, thereby 
encouraging more visits and increasing your opportuni-
ties to establish and maintain relationships with your 
customers. 

Choosing an affiliate partner: 

Keep some important points in mind when choosing 
your affiliate partner: 

• Don't partner with a company that charges a fee or 
requires a minimum level of sales to waive a fee. An 
affiliate program should not cost you a dime. Pro-
grams with conditions are little more than pyramid 
schemes and should be avoided. 

• Do choose a company with which you already have a 
working relationship. If you've worked with a large 
supplier or customer over a period of time, you know 
whether they are trustworthy or not, and have a good 
idea of the kind of reputation they have in the local 
or even international business community. This gives 
you the opportunity to avoid partners who are not 
ethical. 

• Choose a partner that will enhance the value of your 
site to your customers. By making a link to a com-
pany on your Web site, you are making a statement 
about the quality of that company to your customer 
base - your most important corporate asset. You 
don't want to jeopardize the goodwill you've built with 
your customers, so choose your partners wisely.♦ 

them is another story altogether. 
After all, organized crime which spy-
ware definitely is, will always go 
where the money is, and spyware is 
making them a lot of cold, hard 
cash. The truth is, we should not 
should rush legislation against spy-
ware.  

What’s needed first is a more com-
prehensive understanding of the 
Internet and the e-commerce indus-
try. We should monitor the impact 
and outcome of spyware legislation 
in the U.S.  We can definitely learn 
important lessons from it.  

More importantly, if the whole com-
munity (comprising of the e-
commerce industry, users and the 
various governments) face the chal-
lenge of spam and spyware to-
gether, we will probably find solu-
tions faster. ♦ 

By Shanti Anne Morais 

From Page 21 — The new realities of spam, spyware and affiliate marketing 

Page 24 



A F F I L I A T E  M A R K E T I N G :  T I P S ,  T R I C K S  &  R E S O U R C E S  

The most important and at the 
same time most difficult part on the 
Internet is to make your Website 
known and popular. It’s not enough 
to put a link on a homepage and 
post it on the Internet. You will only 
be successfully if you promote your 
website and your offers actively. 

Still, most web users are exploiting 
the common search engines to enter the Internet - 
therefore search engine marketing is one of the 
most important duties and responsibilities of a Web-
site operator. Web promotion by search engine reg-
istration and web directories is an inexpensive and 
effective way to draw attention to your web page. 
Hence, it is important to make the right choice for 
your entry. Before registering, you should take into 
consideration some important tips which help you to 
ensure that your Web page is search engine 
friendly.♦ 

 

S E A R C H  E N G I N E  F R I E N D L Y  W E B  
D E S I G N  

• It is essential that pages for search engines are 
relatively short - approx. 2 to 8 KB are advanta-
geous.  

• While creating the website, implicitly use traditional 
optimization elements, i.e. use one to two search 
keywords in the page title. It is an additional advan-
tage, if the same search wording is marked as head-
line on top of the page and if the appropriate phras-
ing is mentioned multiple times in the text.  

• Google reacts quite well to a careful use of search 
words in the meta description. Accentuation by <B> 
or <STRONG> in the website are helpful, too. Be-
ware of often used search words, which shouldn’t 
exceed 5% of the remaining text contents.  

• The higher the number of HTML links with adequate 
texts, which lead to a designated website, the more 
important becomes the meaning of this specific 
page for the wording - independent of page content. 
This effect is only achieved by link texts that means 
by the clickable text of a link.  

• With the help of strategic link partnerships (link ex-
change) you can raise the linking of your website 
actively. This is quite important for a good ranking in 
search engines.♦ 

T I P S  F O R  A  G O O D  P O S I T I O N I N G  I N  
S E A R C H  E N G I N E S  

• Specify your website:  

Most search engines list websites according to rele-
vance and usually put the most relevant links on the 
upper positions. If you register your website under 
"software", but a large part of your website deals 
with "books", your visitors will not find what they are 
supposed to find.  

• Register several pages of your website: 

Some search engines investigate and list anyway all 
sub-sites of a registered website. Nevertheless, it 
cannot hurt to register some sub-pages of your web-
site separately, e.g., main sites to sub-directories, in 
particular if you have divided your website according 
to different subject areas, e.g., special offers, print-
ers, laptops, etc. 

• Strategic link partnerships: 

Many search engines list Web sites according to link 
p o p u l a r i t y . 
Therefore, start 
your link part-
nerships with 
Web sites rele-
vant to your 
target group 
and your main 
focus. 

The more links you generate from other Websites to 
your Website, the better it is valued by search en-
gines. Google especially, currently the most impor-
tant search engine, values Websites according to 
link relevance on certain subjects, that means the 
more websites with similar subjects are linked to 
your website the higher the value of your website 
regarding this topic and Google’s so-called "Page 
Ranking". 

On the other hand, if your Websites misleads visitor 
on a relevant subject, search engines will deterio-
rate your Web page rank.♦ 
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A D V E R T I S E M E N T  W I T H  A D W O R D S /
K E Y W O R D S :   

Google, Overture and eSpotting give the option to take 
out an Adword. Adwords are paid ads which are inserted 
if certain keywords/search words are keyed into the 
search engine, e.g., with Google on the right side. Al-
though the service costs a little bit, it raises the chance 
to be found in search engines. 
 

To find the right keywords which are worth to pay for, it 
is best to give the search engines different combina-
tions, e.g., "special offer" and check what kind of search 
results or announcements appear.  

Even use word combinations, consisting of 2 or maxi-
mum 3 words, e.g., "special offer wireless mouse", as 
main terms, like "special offer" are generally used quite 
often by many companies and are therefore rather ex-
pensive. 

Useful links which offer further information related to 
search engine marketing are for instance the following:  

http://www.globalpromoter.com/seo-tools/ 

http://www.abakus-internet-marketing.de/en/online-
tools.htm 

http://www.linkworth.com/link_popularity.php 

http://www.clickfire.com/tools/searchengine/ 

 

U S E  Y O U R  E X I S T I N G  D I S T R I B U T I O N  
C H A N N E L S  F O R  A F F I L I A T E  A D V E R -
T I S E M E N T  

To make money with affiliate programs, you have to pro-
mote them intensively. If you already use other distribu-
tion channels for your advertisement, e.g., an existing 
customer newsletter, you should use this channel for 
the application of affiliate products, too. Nothing is eas-
ier than to sell another product to an existing customer.  

Example 1: You run a shop for PCs and laptops. Use 
your customer newsletter to offer not only your product 
novelties, but also, for instance, other products relevant 
for your target group e.g., printers or scanners to earn 
more money as an affiliate partner.  
Example 2: You carry a PC magazine. Let your readers 
know that you have made available now not only tech-
nology information and tips, but also an affiliate PC ser-
vice on your website. Your customers will accept this 
product extension with pleasure.♦ 

"Who does not advertise will die", says an old marketing 
proverb.  

Consider where you can find your target group best and 
promote there your website, e.g., by links, text an-
nouncements or banners on other websites, with target 
group oriented newsletters, in newsgroups and forums. 

Use traditional advertising channels and advertising 
measures as well, as for example technical periodicals 
to draw the attention to your website or your web ser-
vice. Or use the good old advertising media, like leaf-
lets, stickers, and business cards, which you could give 
to friends, distribute in supermarkets, letter boxes or at 
events. 

Write press releases and draw the attention of the pro-
fessional world to your new website or your new offer. 

Demonstrate your professionalism on the subject, by 
presenting articles or technical contributions to target 
groups and subject relevant media and point discreetly 
to your website, too. 

There are many possibilities to advertise and advertise-
ments really don’t have to be expensive. Keep in mind 
that smart ideas are often more effective than expen-
sive advertising concepts.♦ 
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Dear Reader, 
 

Affiliate marketing is a new trend, based on the principle of network partner-
ships. Partners (affiliates) promote products or services of other companies 
on their Website and receive for each sale, which has been achieved by their 
advertising measures, a commission. 
 

If you are planning to take up affiliate marketing in your communication mix, 
but don't know how to start right now, get basic knowledge with reading this 
issue of Asian e-Marketing. It lists the criteria for a good partner program, 
explains the current business models, tells you what should be paid atten-
tion to, how you can achieve the best advertising effect for affiliate links, 
and much more… 
 

Enjoy the read! 
 

Best Regards, 
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