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Abstract:The rapid development of affiliate marketing, a performance based internet marketing practice, in the 
recent years has created a very competitive market. Companies need to constantly improve their affiliate programs 
to maintain a successful program and to keep affiliates loyal. Affiliate programs are a type of marketing where the 
partners or affiliates advertise products in several websites, social media platforms this type of marketing is based on 
performance, since compensation is usually calculated through the amount of clicks. The goal of proposed work is to 
build a functioning affiliate program for small retailers. 
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I. INTRODUCTION 
 

Adigitalmarketingisaplacewherebuyersandsellersareinteractingandonlineretailerspaycommissiontoanexternalwebsite 
forgeneratingsalesortrafficthroughitsreferrals.Additionallytheaffiliatedmarketingsometimesuseconservativetechnique 
sofpublishingreviewsofproductsorservicesofferedbyapartner.Thesupplierine-commerceisshortforbusiness-to- 
businessinelectroniccommerce,whichissellingproductsorservicesbetweenbusinessesthroughtheinternetviaanonlinesal 
esportal.Thetraditionalmethodisprocessingordersmanually–bytelephoneore-mailbute- 
commerceorderscanbeprocesseddigitally. 
Thecustomerofe-commercewillfacilitatedigitalmarketingasanewemergingtrendtobuygoods/productsinthee- 
commercewebsitethroughtheaffiliatenetworkorwiththedirectonlinee- 
commercewebsite.affiliatemarketingisasalesmodelwhereacompanypaysathird- 
partytoselltheirproductandservice.Ifsellereverlistenedtoapodcastorseenasocialmediainfluencepromoteaproduct,theyar 
eaffiliatemarketers.Inexchangeforrecommendingproductsorservicestotheiraudience,theygetacommissionoffofanysale 
sthatresultintheirreferral.Affilaterchooseanaffiliatemarketingprogram,affiliate’swillreceive 
uniquelinkorcodethatwillallowthecompaniestotrackeverycustomersendtheirway.Whenacustomerpurchasestheproduct 
throughvariousplatformorlink,affilatersearnacommission. 

 
II. LITERATURE REVIEW 

 
A. GeraldL.LohseStevenBellmanEricJ.Johnson(2000):- 
StatedthatOnlineretailingisabigbusinessfromthelate1998totillnow,somillionsofpeoplehaveorderedholidaygiftsintheon 
lineandretailershasincreasedtoupgradetheirdistributionofnetworkstoincreasethegrowthofretailmarketing. 

B. Chaffeyetal.(2003):- 
Statedtheinternetmarketingstrategyas“thedefinitionofapproachbywhichtheinternetmarketingwillsupportthemarketing 
andbusinessobjectivesoftheorganizations.”Thisstudyanalyzeinseveralmarketingresearchersbelievethatthecompaniesd 
onotrequireaseparateinternetmarketingstrategy. 

C. Kotlerandarmstrong(2008):-Definedthattherearefourmajoronlinemarketingdomains:(a)business-to- 
consumer,(b)business-to-business,(c)Consumer-to-Consumer. 

D. Dr.SonalKala&RajeshKumarSharma(2015):-StatedthatInternetisthecentral- 
hubforquickandrapidlifestyle,communication,connectingwithpeopleforofficialpurposes.Theinteractionsbetweencusto 
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mersandserviceprovidersinelectroniccommercethroughtheretailer’swebsite.Studymeasuredtherelationshipbetweenvar 
iouscharacteristicsofonlineshoppingandcustomerpurchasebehaviourtowardsonlineshoppingandfutureofonlineshoppin 
ginIndia. 

E. NielsenReports(2017):- 
thatpublishedtheoverallonlineshoppingtrendsinthelate2000.Totally,over875millionconsumershaveshoppedintheonlin 
e.Thenumberofonlineshoppershasalsoincreasedupto40%inthelasttwoyearsfrom2006to2008. 

F. Sharma(2015):-explainedtheimportanceofInternetMarketingine- 
commerceandgivesabriefintroductionofInternetmarketing.AdvantagesofInternetadvertisinghavebeenexplainedwhilet 
hevariouse-commercerevenuemodelslikeCPA,CPL,CPMandCPI.Theresearchexaminedvariouse- 
commercewebsitelikeFlipkart,Snapdeal,Shopclues,Homeshop18,FashionandDeals.HeconcludesthatInternetMarketin 
gisanessentialtoolforanycompanythatwantstoimprovetheirrevenue. 

G. PrabhuandSatpathy(2015)analyzedtheadaptabilityoftheaffiliatemarketinginIndianscenarioandtomeasurethefuture 
potentialitholds.ThestudyexplainedtheentireprocessofaffiliateindetailwiththeconceptofAffiliateMarketingandalsothre 
wlightontheaffiliateprogramfollowedbyvariouse-commercewebsites 

H. Obaidat,M.S.,&Lorenz,P.(2016)Shortformofelectroniccommerceise- 
commerce,itisatypeofinnovativebusinessmodelwhereindividualorgrouporafirmcanbuyandsellonelectronicnetworkwit 
hsupportofinternet.Theanothernamesofecommerceareonlinecommerce,webcommerce,e-retail,e-tailande-comm.Bute- 
tailreferstoanytransactionalprocessesaroundretail. 

 
 
III. PROPOSED METHODOLOGY 

Affiliatemarketingispromotingotherpeople’sproductsinreturnforasmallcommissionforeachsale.Firstly 
probablyaffiliate’sseenheadingsmarked“affiliatelink”or“sponsoredpost”onmanyofthewebsitesvisit;ormaybealreadyta 
kenthefirststepandsigneduptoanaffiliatenetworkfirst,findanaffiliateprogramornetworkareinterestedinlookattheprogra 
moverview,includingthetypeofproductsorservices,paymentmethods,andcommissionstheyoffer.Ifitappealstoyou,signu 
pandwaitforconfirmationofyouracceptance.Then,startcreatingcontent,addingthecustomlinkstheprogramprovides.Tho 
selinkstrackwhenoneofyourusersmakesapurchase,andaffilatersearnasmallcommission.companiesoraffiliatenetworks, 
whereyouregisterandchoosetheprogramsthatinterestyou.Theprogramsaregenerallydividedintocategoriestomakeselecti 
oneasier.Onceapproved,startpromotingyouraffiliatelinksonyourwebsite,innewsletters,onsocialmedia,andanywhereels 
eyou’repermittedtosharelinks.thenetworksendsyouapaymentwhenreachedtheminimumpaymentlevel.Paymentmethod 
svary,andusuallyincludePayPal,banktransfers,andchecks. 
simplisticillustrationofstructureisshowninFigure.Thesemodalitiesconsistofsteps: 
Modules:- 

 
Administrator 

Login 

Registration 

AddProduct 

DashBoard 

Changepassword 
 

VI. CONCLUSION 
 

Affiliatemarketingisveryeffectiveatdrivingonlinesales.Everyyearitfuelsapproximately15%to20%oftotalonlinesales. 
Therecentgrowthinthenumberofonlinebusinessespromisesalotofthingsasfarasthescopeofaffiliatemarketingisconcern 
edinIndia.Small 
retailersalsojointhisprogramandtakesknowledgeaboutaffiliatedmarketingandearnsmoneybyhomeandmakehisbusine 
ssinternationally. 
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