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Abstract

Obijective: Affiliate marketing is one of the traditional marketing
methods that has been greatly welcomed with the growth of internet
tools in the context of digital marketing. Therefore, the current research
was conducted with the aim of presenting the model of affiliate
marketing in the insurance industry.

Method: The current research is a mixed research that was conducted
quantitatively and qualitatively. This research is applied in terms of
purpose and is included in descriptive-surveillance research. The
statistical population of the current research are senior managers and
managers in the insurance industry. Regarding the selection of the
statistical population, it should be stated that considering that the subject
of the research is affiliate marketing, people who are familiar with this
concept theoretically and practically and who have the necessary
information to answer the questions of the interview and questionnaire
should have been used. For this reason, using the purposeful sampling
method and based on the principle of theoretical adequacy, 17 senior
managers and industry managers were insured. The tool for gathering
information in the qualitative part is a semi-structured interview, part of
which was conducted face-to-face and the other part was conducted over
the phone with the sample members in a thirty to forty minute period,
and the points mentioned by the experts were recorded. Also, the data
collection tool was used in the qualitative part of the content method and
theoretical validity and reliability within the intermediate coder, which
shows the approval of these two quantitative questionnaires, and the
validity and reliability of the data collection tool in the quantitative part
using the content validity and reliability method. Retest approved.
Findings: The findings of the research include qualitative and
quantitative findings, so that the components of affiliate marketing were
identified in the qualitative part and the model of affiliate marketing in
the insurance industry was presented in the quantitative part. The
findings of the qualitative part of the research show that the
development of virtual business, the development of business
collaborations, the specialization of jobs, the development of
intermediary companies, the development of affiliate networks, the
increase in visits and website traffic, the reduction of costs, the increase
of credit and confidence in the business sector, the targeted
segmentation of the market, Cost efficiency, publishing speed, are
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among the factors influencing the formation of affiliate marketing. Also,
the results of the quantitative section indicate the affiliate marketing
pattern in the insurance industry at three levels.Regarding the compiled
model, it should be mentioned that for affiliate marketing, cost
efficiency and cost reduction were placed at the first level. After that,
the development of virtual business, the increase in visits and traffic, the
speed of publication, and the increase in credibility and confidence in

the business sector formed the second level components. Finally,
according to the findings of this section, targeted market segmentation,
specialization of jobs, development of intermediary companies,
development of affiliate networks and development of business
cooperation were placed in the last level, the third level.
Results: The results of the research indicate that the implementation of
affiliate marketing will increase the credibility and confidence of the
business sector, increase website traffic and visits, reduce costs and the
speed of publication. Keys word: Marketing, affiliate marketing,
insurance industry
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