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Welcome to PerformanceIN’s 

flagship educational resource; the 

Performance Marketing Guide 2015.

Collating the guidance of industry-leading authorities, the following 150 
pages promise a series of masterclasses covering all sectors in the rapidly 
evolving performance marketing industry. Yet again, this is an area of 
marketing that thrives on a culture of exchanged knowledge, ideas and 
skillsets.

This guide will serve as a resource not only for those looking to brush up on 
existing knowledge, but as a starting point for newcomers in the industry, 
and those looking to advance into other fields in the coming year. 

Finally, I’d like to extend a big thank you to all those who contributed making 
this fourth annual guide more detailed and insightful than ever. 

Chris Johnson, Head of Publishing, PerformanceIN
chris@performancein.com  |  +44(0)117 203 3012
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Mobile  
Market Overview 
 

Affiliate Window reached a milestone on Boxing Day 2014. For the first time in the network’s 

history, sales made via tablets and smartphones exceeded 50% of the total number 

recorded. From one in 50 clicks at the start of 2011 to one in two, the event marks a 

psychologically important marker, forcing all of us to assess our mobile efforts. 

 

Mobile poses a set of interesting challenges to performance marketers. Consumers are 

naturally gravitating to smartphones and tablets and the traffic to retailers’ and affiliates’ sites 

follows suit. Beyond the obvious optimisation that needs to be offered in order to ensure the 

best possible experience, what are the considerations and implications of this shift in 

purchaser behaviour? 

Mobile growth 
 

Before tackling this issue, let’s consider the growth in mobile sales since 2011. This graph 

plots sales across the four years to the end of 2014, with the last quarter of each year 

showing how important mobile has been in pushing transactions and driving wider adoption: 
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The aggregation of mobile and smartphone sales in 2011 and 2012 for reporting seems 

logical: both devices were cementing themselves in consumers’ consciousness but neither 

were having a significant material impact on network performance. Combined, they told a 

more interesting story. 

 

Fast-forward to 2015 and there is a need to distinguish between the platforms. Research 

consistently shows us that whilst eminently ‘mobile’ in their portability, tablets often don’t 

stray far from the home - a web browsing replacement, if you like, for traditional laptop traffic. 

In contrast, smartphones typically travel where we do, without any geographical boundary or 

border. Besides the obvious screen size difference (which has been blurred with the launch 

of recent devices), it is fair to say the web is accessed in different ways, at different times, for 

different reasons and by different people via smartphones. 

 

Can we label smartphones casual web browsing platforms? One indicator of this is click-to-

sale conversion. If we take retailers with mobile-optimised commerce platforms then we can 

broadly compare this to performance on other devices. When we do we see a dichotomy 

between tablet and smartphone performance; one drives traffic and converts poorly, the 

other drives sales and converts strongly. 

 

Let’s consider Boxing Day 2014 as an example. As previously mentioned, this was the day 

that tablet and handset traffic exceeded 50% of overall clicks for the very first time. 

Plotting sales, traffic and revenue for both platforms, we can see that clicks consistently 

outperformed both other metrics. With revenue indexing at the lowest rate, this shows that 

average order values must also be lower than those on desktops and tablets: 
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Then compare tablet performance - it’s almost the reverse situation: 

 

 

What can we conclude? It’s probably inaccurate to say smartphones are driving poorer 

quality customers, but it is pertinent to ask whether the customers are different, or at least 

whether they are using smartphones to research, but not necessarily to transact. And when 

they do, are they buying different products? 

 

Given overall statistics show a disconnect between mobile traffic and conversions, we can 

safely say that un-optimised, or poorly optimised sites will have an impact. But drilling the 

data down shows a disparity between those advertisers who succeed on smartphones 

versus tablets.  
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Prevalent amongst the tablet champions on Affiliate Window are mid to high-end retailers 

such as The White Company and Phase Eight. Boden, Laura Ashley and Joules also feature 

prominently in the top 20 by percentage of sales driven via tablets. These retailers will 

typically have higher average order values and a demographic that comfortably suits the 

iPad-dominated tablet consumer we see driving sales on the network. 

 

Smartphones throw up a much more mixed picture. Taking the same criteria (percentage of 

sales by device), we can see more of a focus on fast fashion merchants, the inference being 

that these brands appeal to a younger demographic who may have had a smartphone all 

their adult lives and see less of a leap in transacting via the devices. The lower prices also 

take away some of the consideration that higher value purchases might, suiting the easy 

access and impulse nature of smartphones In addition, ticketing, commoditised products and 

short-term deal sites feature predominantly.  

 

In talking about mobile customers we therefore need to be clear what we mean. This also 

extends to the types of customers being driven by operating systems. Further divergences 

are seen between Android and iOS across both tablets and smartphones. 

Publisher innovation in the mobile space 
 
Most prominent innovation seen in the publisher smartphone space tends to focus on the 

already established loyalty, reward, cashback and voucher sites.  

Their business models are now widely understood, offering advertisers the ability to tap into 

their multi-channel traffic, be it offline or online. The in-store piece is still patchy in execution, 

requiring various processes to join up in order to measure the effectiveness of campaigns. 

Additionally knowing what products to push and offers to run remains something that is still 

being tested. 

 

Men’s fashion brand Burton ran an online and in-store voucher initiative in late 2013, offering 

a compelling 25% off. Whilst the campaign had an expected uplift, it was interesting to note 

that the average order value in-store increased by a bigger percentage than online, possibly 

hinting at the ability of a physical store to encourage better upsell opportunities. 

 

Whilst this promotion was run by some of the obvious voucher sites with large online 

audiences, what is noticeable about all the major affiliates is that they actually under-index 
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on mobile sales. Whilst they bring in the volume, they don’t perform as well as publishers 

whose traffic is more naturally suited to smartphone usage. 

 

If we look at the affiliates who are pulling in large percentages of their overall sales via 

handsets, we can see email features prominently. This isn’t unexpected; most emails are 

accessed on mobile devices and this communication will be formatted into mobile-friendly 

versions. Established app gaming ad companies like Tapjoy also appear high up in any list. 

Interestingly, Hot UK Deals also pulls in sales at double the rate by percentage of the 

network average. Ticketing companies perform strongly, aided significantly by affiliates like 

Songkick, who pull in around 40% of their sales via smartphones.  

 

The affiliate picture from a mobile point of view is far more varied than a standard, 

network/device-wide one, echoing how performance across advertisers depends on a 

number of variables. For any advertisers who feel they have a natural mobile audience, this 

should undoubtedly be a focus in 2015. 

Mobile commercial models 
 

Given that data indicates smartphones act as an influencer channel, with tablets leaning 

more towards conversion, where does this leave the traditional last-click CPA model? Can 

we make a case for arguing that cost per click could be a more suitable mechanism for 

rewarding smartphone traffic? 

At the heart of this discussion is understanding the path to conversion. At present, almost all 

affiliate programmes are working blindly on how traffic switches between platforms. Non-

linear consumer journeys are now the norm; consider a shopper that could start a purchase 

cycle on their mobile in the morning, qualify their interest on their work desktop only to 

complete their transaction on a tablet at home in the evening. 

 

Tracking this cross-device path and appreciating that smartphone clicks could be positioned 

more towards the start of purchase funnel opens up an interesting debate about the role 

devices play in influencing rather than converting. Early indications from Affiliate Window 

suggest as many as one in three sales may start on one device and complete on another. 

Visibility on this and assessing the implications for the affiliate industry has to be a priority in 

2015. 
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This year we will get greater visibility and in doing so will be able to drill down into the role 

individual affiliates play at different points in the purchase journey. Perhaps we’re not too far 

away from thinking about blended CPC/CPA payment models that acknowledge the 

contribution of early funnel affiliates. 

 

We have long known that price comparison affiliates are (logically) more likely to be 

positioned at the start of a sale. Given this is something that particularly impacts the 

telecoms sector, many of the larger comparison sites in this sector have sought to top-up 

CPA payments with tenancy deals. Could we see potential mobile payments specifically for 

handset traffic or influence and what would the overall impact be on maintaining ROI and 

existing commission levels? 

 

Mobile continues to throw up interesting challenges that data is starting to indicate could see 

a significant shake up in the affiliate industry. We all still have much to do in acknowledging 

how smartphone traffic impacts affiliates and advertisers and building effective strategies to 

maximise its potential, but this year offers us the greatest opportunity so far to do just that. 
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Mobile Predictions 
 

If 2013 was the year to hitch a ride on the mobile bandwagon, then 2014 was the year that 

marketers began to understand the full potential of mobile advertising as a 

whole. Innovation, growth and growing pains all happened simultaneously.  

 

Three important trends shaped the global mobile advertising sector in 2014 and will continue 

to play an integral role in mobile’s evolution in 2015. These trends add complexity to an 

already intricate mobile ad ecosystem, requiring marketers to find and work with smart 

marketing partners that can help make mobile advertising simple. 

 

What will 2015 hold for digital advertising’s fastest-growing sector? Here’s a look back at the 

ideas and opportunities that shaped mobile advertising in 2014, and what to expect this year.  

  

Native emerges 
 

As consumers continue to embrace technology that makes their personal and professional 

lives more efficient, advertisers need to adapt to these behaviors and provide more 

sophisticated mobile ad campaigns. At the end of 2014, eMarketer predicted that 1.75 billion 

people worldwide would own at least one smartphone. The growth of internet-enabled 

mobile devices has not only revolutionised digital advertising but it has transformed how, 

when and where marketers engage, acquire and retain new and existing customers.  

 
One such way of achieving their consumer engagement and acquisition goals is through 

native advertising. In 2014, native advertising, which is more engaging and less intrusive 

than banner ads, started to make mobile inroads.  

 

While ad spend on mobile native remains relatively small, overall native ad spend was 

projected to rise 46.7% to $3.2 billion in 2014, according to eMarketer. Native 

advertising isn’t a new concept, but the exact nature of this ad format and the ability to scale 

it within the mobile app environment has been a hot topic of discussion. 
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It’s a no brainer for publishers, as native advertising commands higher eCPM rates 

(on average three times higher than standard banner ads) and leads to a more lucrative in-

app advertising solution. Advertisers are willing to place higher bids on an ad unit that 

mimics the publishers’ site, therefore leading to more clicks. 

This increase in demand and supply for native advertising has pushed the best in the 

industry to innovate their platforms and offer a scalable mobile native ad solution. 

App discovery remains a challenge 
 
While 2014 was an exciting year for mobile advertising for a number of reasons, it was not 

without its challenges. 

 
Getting your app discovered and acquiring users in a market of close to three million 

apps within the two major app stores (Google Play and Apple’s App Store) proves to be a 

constant battle for most app developers. Many of the startups that emerged to help app 

developers find new users have gone out of business. A more effective user 

acquisition solution emerged in 2014: in-app advertising. 

 

As ad budgets shift from brand awareness to performance, the ability to identify your target 

users while they’re in-app and do the discovery for them has proven to be powerful. 

Despite this important progress, many small and independent app developers struggle to get 

their app found amid the deluge of new apps. 

 

This year, look for some key innovations and tech solutions to come to market to help solve 

the industry’s persistent app discovery challenge. Also look out for a round of consolidation 

to take place within the burgeoning app discovery and user acquisition space. This will be a 

necessary step in order to cut down on the confusion and inefficiencies that are inherent in a 

marketplace in which literally thousands of relatively small companies offer relatively similar 

solutions as their competitors. A more efficient, consolidated marketplace of app discovery 

firms will provide more value to app developers.  

Programmatic begins to mature  
 

Innovators in the programmatic ad space have been working towards the Holy Grail: 

providing a valuable, scalable solution for advertisers to best reach their audience. We are 

just about there; mobile programmatic ad spend in the US is set to hit $8.4 billion next 

year, surpassing online advertising spend for the first time, according to eMarketer. 
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Improvements in the use of first and third-party data will allow marketers to optimize and buy 

mobile ad inventory at an incredibly efficient rate, proving to advertisers that more dollars 

should be spent programmatically. 

 

This trend is expected to continue to grow, especially as we see rich ad formats, such as 

video and native, being bought through an automated process in 2015. 
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Outlook  
 

Mobile advertising won the hearts and budgets of many marketers in 2014, but what can we 

expect from the sector in 2015? We anticipate three big trends to shape the mobile ad 

industry this year: 

 

1. A significant increase in both demand and supply for engaging mobile ad 
units, such as mobile native. Buying native will no longer be a buzzword; we’re 

seeing a huge increase in performance for brands. 

2. Concerns about how to scale premium mobile ad formats will be a thing of the 
past. With mobile adoption hitting its peak, the need to effectively reach these users, 

not just at scale but to provide rich, engaging experiences, has never been more 

important, and buying native programmatically is the solution. 

3. Performance of mobile ad campaigns will increase. As mobile advertising 

continues to evolve and mature in 2015, performance will increase, commanding 

more dollars from traditional ad budgets. The sophistication and targeting capabilities 

within mobile are growing. Combined with new innovations in programmatic and 

RTB, advertisers and app developers can expect to see increased performance 

across their mobile ad campaigns in 2015.  

 

Mobile advertising in 2015 will be a balance between impressive innovations that solve 

publishers’ app discovery challenges and bring higher performance to advertisers, as well as 

some continuing growing pains due to the industry’s rapid growth. 

 

Contact us today to get started with Matomy’s innovative mobile programmatic and 
performance advertising solutions.   
 

Assaf Suprasky is Executive Vice President of Media at Matomy Media Group 

(LSE:MTMY), a global digital performance-based advertising company. He can be 

contacted at assaf@matomy.com.   
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