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The Comparison That Misses the Point

I

CONCEPT A CONCEPT B

Every time someone encounters the BLAZZ system for the first time, they say one of
three things:

*"So it's like referral marketing?" (We just dismantled that.)
*"So it's like MLM?" (We'll get to that.)
* "So it's like affiliate marketing?"

No. And the reasons why illuminate everything that's wrong with affiliate marketing
- and everything that's possible beyond it.

What Affiliate Marketing Actually Is
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Affiliate marketing is a performance-based advertising model where a business pays a

'\

commission to an external party (the affiliate) for driving traffic or sales.

The mechanics: Affiliate gets a unique link -> Affiliate promotes the link -> Someone clicks
and buys -> Affiliate gets a commission (typically 5-30% of the sale).

The global affiliate marketing industry is worth approximately $17 billion (Statista,
2023) and growing. It's a legitimate, proven model. It works.

And it's structurally limited in ways that most people never examine.

The Five Structural Limitations

LIMITATION 1: Affiliates Are Not Customers

This is the foundational difference. In affiliate marketing, the person promoting the
product is typically not a customer. They're a marketer. A content creator. A website
owner. A professional promoter.

They don't use the product. They don't love the product. They don't have a genuine
relationship with the product. They have a financial relationship with the product. They

promote it because it pays well, not because it changed their life.

Consumers know this. The trust gap between "my friend recommended this" and "this
affiliate blogger recommended this" is enormous. Nielsen's data is clear: 92% trust
personal recommendations. Only 33% trust online content from strangers - even when

that content is well-written and seemingly authentic.

In a value-routing system: The promoter is the customer. They bought the product. They
used it. They experienced it. Their recommendation comes from genuine experience, not

from a commission structure. The trust is real because the experience is real.

LIMITATION 2: One Hop (Again)

Affiliate marketing, like traditional referral marketing, is a one-hop system. The affiliate
drives a sale. The affiliate gets paid. End of chain.

If the customer that the affiliate brought also recommends the product to someone
- the affiliate gets nothing. The customer gets nothing. The chain is invisible.

The affiliate model captures the first hop and ignores everything after. Which means it
captures the least valuable part of the chain (the initial promotion) and misses the most
valuable part (the organic propagation that follows).

LIMITATION 3: Professional Promoters Create Professional Content - Not Trust

Affiliate content is optimized for conversion, not for trust. "Top 10 Best [Product
Category] in 2024" - with affiliate links for every product. "Honest Review of [Product]"
- that happens to include an affiliate link. "Why I Switched to [Product]" - written by
someone who was paid to switch.

Consumers are increasingly savvy about this. The FTC requires affiliate disclosures.
Consumers see the disclosures. They adjust their trust accordingly. The content might be
well-produced, well-written, and genuinely helpful - but the financial incentive is visible,

and it creates a trust discount.

In a value-routing system: There is no "content." There is a person telling another
person about something they genuinely use and love. The recommendation is personal,
contextual, and trust-rich. It doesn't need a blog post. It doesn't need SEO optimization.
It doesn't need a disclosure. It needs a conversation.

LIMITATION 4: The Affiliate Owns the Relationship

In affiliate marketing, the affiliate controls the audience. The business pays for access to
that audience. If the affiliate decides to promote a competitor - the business loses that

channel instantly.

This is the platform dependency problem in a different costume. Instead of depending
on Google or Meta for access to customers, you're depending on affiliates. And affiliates -
like platforms - will go where the money is.

In a value-routing system: The business owns the relationship. Every customer who
enters the system is the business's customer. Their data, their chain, their activity - all
owned by the business. No intermediary can take it away. No affiliate can switch to a
competitor and take the audience with them.

LIMITATION 5: No Compounding

Affiliate marketing is linear. More affiliates = more reach. But each affiliate operates
independently. Affiliate A's success doesn't benefit Affiliate B. There's no network effect.

No compounding. No exponential growth.

In a value-routing system: Every node benefits from every other node. The network
compounds. Growth accelerates. And the cost per customer decreases over time - the
opposite of affiliate marketing, where costs typically increase as you scale (because you

need more affiliates, better commissions, and more management).

Why Affiliates Should Pay Attention
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Here's the twist: the BLAZZ system doesn't kill affiliate marketing. It upgrades it.
An affiliate who joins a value-routing system gets:

e Continuous rewards (not one-time commissions) - every downstream sale from

their chain generates ongoing value

* Chain depth - they benefit not just from their direct referrals, but from every node

downstream
e Compounding - their network grows in value over time, not just in size

e Genuine trust - because they can recommend products they actually use, to people
who actually trust them

The best affiliates - the ones with genuine audiences, genuine expertise, and genuine
trust - will thrive in a value-routing system. Because the system rewards exactly what
they do best: influence purchase decisions through trusted relationships.

The worst affiliates - the ones who game SEO, produce thin content, and chase
commissions - will struggle. Because the system rewards genuine movement, not
manufactured clicks.

Affiliate marketing isn't dead. But it's incomplete. And the affiliates who recognize
the upgrade will be the ones who survive.

READ NEXT

# Read next:

"What's Wrong With MLM?"

# Alsoread:

"Referral Marketing vs BLAZZ"

¥ Go deeper:

"The Impossible Fair Economy"

All case studies, systems, and use cases presented are based on real-world implementations across multiple countries,
industries,and business models. For confidentiality and strategic integrity, names, brands, and identifiable details have been
intentionally altered or generalized.

This is not to obscure reality, but to protect it. Many of these engagements involve large-scale ecosystems, proprietary
restructuring, and commercially sensitive intelligence that, if disclosed prematurely or taken out of context, could be
misinterpreted, misapplied, or exploited. The insights shared here are therefore distilled representations—accurate in principle,
proven in execution, but selectively framed.

What is shown is real. What is not shown is often what makes it work.

You're receiving this because you're interested in the math of growth.
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